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Big data can’t solve 
every challenge
No wonder the tech giants want to buy creative agencies – the very best 
independent shops are capable of things that big data can never crack

This is possibly our darkest collection of essays since we launched this 
publication ten years ago. 

The authors portray an agency sector facing many challenges: new 
technology, big data, rapid change and no place to hide. Full of 
possibilities, but rife with uncertainty. Marketers, struggling to learn 
radically different skills while reducing headcount, will recognise this 
picture too. Nicolás Pimentel draws a parallel with the surviving 
humans in The 100 – safe in their spaceship, but with only three 
months until their oxygen runs out. 

For sure, you will find optimism too, and determination to succeed. 
Independent agencies will always be more agile and adaptable than 
large holding companies. But agility is, at best, a tactical advantage. 
Our industry needs a strategy. And maybe, in today’s terminology, 
a purpose. What, and how?

 Check out the latest US agency rankings. The biggest traditional 
agency, BBDO, now only clocks in at number six. The top four slots go 
to Epsilon, Deloitte Digital, IBM and Acxiom. 

Two agencies that might have been featured in these pages – 
Resource/Ammirati in Ohio and Heat in San Francisco – were recently 
swallowed up. Not by WPP or Omnicom – but by IBM and Deloitte. 
These new players are hungry for growth.

But is acquisition the answer? If you put a creative genius in a grey 
suit, how long do they remain a creative genius? 

An agency needs to be like the oxpecker bird on the back of the 
hippopotamus. A symbiotic collaborator rather than snack food. 

This might work surprisingly well. Independent agencies have a lot 
of values in common with IBM and Deloitte. Curiosity. A mindset to 
challenge “business as usual”. Experimentation. A willingness to 
learn, to share, to improve the planet.

But here’s the real question: what do agencies bring to the party that 
IBM and Deloitte do not already have? 

“Creativity” is too easy an answer. I prefer Eunice Tan’s word, 
“empathy”. All the big data in the world has not yet cracked that 
challenge. Creative agencies do it every day.

So after you’ve snacked your way through the entire boxset of 
The 100, spend two hours with the amazing indie movie Ex Machina. 
You know, the one where Domhnall Gleeson falls in love with Alicia 
Vikander, the beautiful android.  And, maybe, she will fall in love with 
him. Or maybe not.

This is empathy. 
Could it come true one day? Perhaps. But, for now, we can be sure: 

Deep Blue did not write that screenplay.

Julian Boulding is the president of thenetworkone
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T
his message will self-
destruct in seven  
minutes.

If you ask the head of 
a company what he 
bets his future on, he 

will reply: “The management 
of change.”

Change. A magic word that 
we all pronounce happily as if 
it were only concerned with a 
few ancient institutions and 
traditions and not, instead, our 
darned desire to repeat ges-
tures and habits day after day.

Change is difficult if you  
already have success (why 
change?). And if you don’t yet 
have it (who am I to change 
things?).

Well, if there is one thing 
that Brand Portal has done 
tirelessly without being afraid 
of an uncertain future or of  
losing the glorious past, it is to 
change, always and anyhow.

We are compelled by clients 
that, well before us, had decid-
ed to change the rules of the 
market. Perhaps because they 
were the first to bring the  

internet into our country well 
before Google came into the 
world (1996: Virgilio, Telecom 
Italia Group). Or perhaps  
because they would become 
the biggest online trading 
platform in Europe, revolu-
tionising the world of asset 
management (2001: Fineco, 
UniCredit Group). 

To sum it up, with companies 
like these, you either change or 
you die. And if we are still here 
to talk of this, it is because we 
have contributed in the past 15 
years to managing the change 
of many businesses that were 
entering the stock market, 
stepping into the enchanted 
forest of storytelling, expand-
ing into markets all over the 
world or changing their busi-
ness model. 

Why do clients call us to  
accompany them on their 
journey of change? Perhaps 
the explanation lies in a few 
simple rules we have that we 
will now share with you. 

The seven laws of change

One Seek people who are 
better than you
People who come from differ-
ent places and professions: 
journalists who program, pro-
ject managers who sing, art  
directors who write, account 
managers who dream. 

Two Neither poets nor 
engineers
We are cultural mediators. We 
know what PPM, CMS, CTA, 
and GRPs are, but we also 
know that we dig The Beatles, 
Michelangelo and Quentin 
Tarantino a whole lot more.

Three Grow
Opening up to international 
markets: not only to export  
the Italian talent that has  
given us Mona Lisa, pizza,  
Ferraris and Candy Crush 
Saga, but also to import ideas 
and experiences – to learn,  
improve and develop.

Four Mix well
For a campaign in the US  
supporting authentic Italian 
food, we used video billboards 
in Times Square, planned 
events, created a TV cam-
paign, integrated YouTube, 
produced programmes for 
Food Channel, sponsored  
the broadcasts of Giada De 
Laurentiis and chatted on  
social networks. All this mixed 
in a bowl.
  
Five Always try
You can acquire a new client by 
winning a pitch. But the great-
est satisfaction is when a com-
pany calls you because it has 
seen the great work you have 
done for someone else. Times 

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Freedom, fear, 
courage.
The most important thing we have learned in 
the past year That trying, risking, dreaming, 
working, banging our heads against the wall, 
losing, winning, running and winning once again 
is what we call change.
The most cutting-edge tech we’re using  
A 4K video camera and ozone therapy.

change, but the memorable 
campaigns remain.

Six Stay hungry, stay foolish, 
stay calm
Speed and quantity are killing 
quality. We compel ourselves 
and others to respect the 
meaning of an idea – that can 
generate much more value 
than a few retweets.

Seven Change
We are the only agency in the 
world that has opened above 
its own offices a centre dedi-
cated to personal change, with 
doctors, psychologists, mental 
coaches, therapists and train-
ers that help people to have 
their mind, soul and body 
ready to confront a world of 
change. Believe it or not, the 
name of this centre is Change.

Even this article, if we were  
to write it in a week’s time, 
would most likely be different.

RIGHT
Gucciardi, 

Torchetti and 
De Guido…
‘We are the 
only agency 

in the world 
that has 

opened above 
its own offices 

a centre 
dedicated to 

personal 
change’

AT  A  G L A N C E 

Founded 2001 
Principals Paolo Torchetti, founder; Francesco  
De Guido, chief executive; Marco Gucciardi, 
executive creative director
Sta� 78 
Locations Milan, Rome

There’s no such thing as a winning formula. However successful you are, don’t stand still 
You change or you die
MARCO GUCCIARDI, EXECUTIVE CREATIVE DIRECTOR; PAOLO TORCHETTI, FOUNDER; FRANCESCO DE GUIDO, CHIEF EXECUTIVE BRAND PORTAL
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W
e live in the most 
thrilling time in 
the history of our 
industry.

Ten years ago, 
the world was so 

different. Consumers were 
easier to reach, the choice of 
touchpoints limited. Agencies 
focused on shooting TV ads 
and buying gross rating points.

And then the internet killed 
it all. The big agencies watched 
the digital train leave the sta-
tion; their full-service offering 
stopped being full service. 
Small specialised shops quick-
ly filled the gap, offering what 
clients now wanted: digital.

Finally, everyone realised 
that digital had to become  
part of their core offering. The 
new hot digital shops were 
bought by traditional agencies.

The full-service agency  
concept was saved. What both 
creative and media agencies 
could propose was relevant 
again. The new complex world 
became simpler. 

But the new definition of full 
service requires more.

And, again, the internet is to 
blame. Digital is where media 
and creative have to work clos-
er together than ever before. 

Strategy, creative, media and 
technology working seamless-
ly together is the new black.

Technology doesn’t just 
mean mobile, programmatic, 
performance marketing, SEO 
– digital marketing in general. 
Look at the biggest acquisition 
of the past 18 months: Sapient-
Nitro bought by Publicis for 
$3.7 billion. $3.7 billion! 

Which advertisers can afford 
to ignore e-commerce plat-
forms today? Our industry is 
already responsible for build-
ing the image and traffic of so 
many e-commerce businesses. 
Doesn’t it make sense to ex-
tend our service in this field? 

We were lucky at Group 
One. In 2013, we were one of 
the first to merge content and 
media: a creative agency with 
multiple Cannes Lions on its 
shelves and two media agen-

cies – one specialising in tradi-
tional media, the other with 
strong online competencies. 
We moved all our companies 
under one roof and encour-
aged them to work together. 

Three years later, our vision 
of offering strategy, creative, 
media and technology under 
one roof has been vindicated. 
Take our latest campaign for 
Amazon. We won the business 
with a print campaign idea. 
Our creatives introduced their 
media colleagues to the client. 
It soon changed to a multi-
channel, interactive campaign 
– Amazon’s first in Poland. 

At the start of 2015, we had 
12 clients working with more 
than one of our companies. 
That number now tops 30.

Last year, we acquired  
Gong, Poland’s hottest digital 
shop. We also bought 2LM,  

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Fearless attitude, 
broader business perspective.
The most important thing I have learned in the 
past year If you change nothing, nothing will 
change.
The most cutting-edge tech we’re using Double-
click solutions combined with our own tools.

an e-commerce development 
company. Our billings will  
exceed €50 million this year. 
We have won 15 Effies in the 
past two years and numerous 
creative awards. Gong was 
named the IAB’s Digital Agen-
cy of the Year. Our client list 
has grown and now includes 
ING, Amazon, Castorama, 
TUI, Lenovo and L’Oréal.  
We have also branded Robert  
Lewandowski, one of the 
world’s best footballers.

We live in exciting times. 
The challenge for us all is  

to make sure that, as things 
change, creativity doesn’t take 
a back seat. At Group One, we 
are confident that the industry 
transformation, the new tools 
and the new talent will lead to 
better ideas. Relevant ideas 
that bring real value to people’s 
lives. Ultimately, this is and al-
ways should be our raison d’être. 

RIGHT
(clockwise 

from top left) 
Wiszowaty, 

Potrzebowski, 
Golebiowski, 
Putrzynski, 

Koltonik, 
Zoledziowski 

and 
Hutyra…

‘The 
challenge is to 

make sure 
that, as 
things 

change, 
creativity 

doesn’t take a 
back seat’

AT  A  G L A N C E 

Founded 2013
Principals Marek Zoledziowski, chief executive and founding 
partner; Maciej Hutyra, Jacek Koltonik, Jakub Potrzebowski, 
founding partners; Wojtek Putrzynski, chief executive, Change; 
Kamil Wiszowaty, chief executive, Value Media; Bartek Golebiowski, 
creative director, Gong
Sta� 250
Locations Warsaw, Gliwice, Wroclaw, Rotterdam

Strategy, creative, media, technology and e-commerce are the future of the full-service agency

Future-proofed full service
MAREK ZOLEDZIOWSKI, CHIEF EXECUTIVE AND FOUNDING PARTNER GROUP ONE
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It’s more than a rebellious spirit. It’s what inspires others to join you. Our independence gave us the courage to

explore a new marketing approach – one that doesn’t start with the old B2B vs. B2C delineation, but instead

differentiates considered purchases from impulse buying. Considered Purchase Marketing taps deeper into customer

journeys and behaviors to make stronger connections with people. Leading an evolution. Now that’s independent.

Member of Marketing & Advertising Global Network

nelsonschmidt.com/indpendent +1.414.224.0210
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W
e believe that  
labelling market-
ing as either 
“ b u s i n e s s - t o -
consumer” or 
“ b u s i n e s s - t o -

business” is no longer the most 
relevant starting point for 
solving today’s critical market-
ing challenges. 

It’s about the customer  
journey
The marketing community,  
in the US and elsewhere, has 
spent decades carefully draw-
ing the distinction between 
B2C and B2B. For the sake of 
generalisation, we’ve predom-
inantly defined consumer 
marketing as highly emotional 
and creatively driven; and 
business marketing as fact- and 
feature-based and channel-
driven. Consumer marketing 
was bright, shiny TV spots; 
business marketing was print 
ads in trade journals. You get 
the idea.

Our “aha” moment was the 
realisation that the journeys 
customers take for highly con-

sidered purchases are virtually 
identical, regardless of wheth-
er they’re sitting at their desk 
or in their living room. And the 
information required to make 
these considered purchases is 
remarkably similar, whether it 
be in a B2B or B2C capacity.

Finding common ground
The reality is that virtually all 
marketers face both B2C and 
B2B marketing challenges. 
Consumer marketers almost 
invariably have distribution 
channel partners (ie. business 
audiences) who are critical to 
the purchase cycle. On the 
B2B side, you’re ultimately 
communicating with a person; 
they’re simply acting in a pro-
fessional role. 

Turns out, when we spoke 
with chief marketing officers 
across B2B and B2C brands to 
see whether they’re experienc-
ing the same shift – they are. 
One marketing leader at a 
100-year-old global manufac-
turer said: “For decades, we 
exclusively sold through dis-
tribution. And we depended 
on our distributors to sell our 
product to the marketplace. 
Whether it has been market 
changes, the impact of digital 
technology or a need for 
growth and expansion, we’re 
seeing not just a blurring of  
the lines between B2B and 

B2C but a meshing of the  
two together around the end 
customer.” 

Is any of this a surprise? As 
human beings, the lines be-
tween our personal and pro-
fessional lives have blurred. 
We access e-mail at all hours  
of the day and night. Our work 
increasingly straddles borders 
and time zones. Why would 
we, as marketers, not evolve 
alongside the human beings 
we seek to attract as buyers? 

Solve differently
So, forget the antiquated and 
artificial approach of applying 
B2B or B2C marketing with 
uniformity. Instead, ask your-
self: “Is my product (or service) 
an impulse buy or is it a highly 
considered purchase?” 

At our agency, we’ve chosen 
to focus on the considered 
purchase end of this spectrum; 
complex buying decisions 
with relatively high degrees  
of financial and/or emotional 
risk and reward, requiring ex-
tensive information and seri-
ous deliberation, often over a 
fairly extended period of time. 
In our experience, most B2B 
buying decisions are consid-
ered purchases (what greater 
financial risk is there than los-
ing your job?) but so are many 
complex consumer purchases. 
Think financial services, 

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Speed to market.
The most important thing I have learned  
in the past year The value of trusted 
relationships.
The most cutting-edge tech we’re using 
Customer journey mapping.

healthcare, education, expen-
sive recreational products or 
even the family vacation.

Considered Purchase Mar-
keting is an approach that in-
volves intimate understanding 
of the mindset of your custom-
er throughout the decision-
making process. Customer 
journey mapping creates the 
opportunity to focus on the 
various stages, gain better  
insights into what motivates 
them along the way, and mod-
ernise the marketing mix by 
using data and analytics to in-
tersect and influence the pur-
chase decisions more directly 
at every stage. 

This is not to say that the 
concepts of B2B and B2C are 
going away – but we marketers 
shouldn’t start there. 

And, as an independent 
agency, we see it as our duty  
to start the conversation with 
leaders of centralised market-
ing organisations to evolve  
the way they contemplate 
their responsibilities… as well 
as their agency options. 

RIGHT
Nelson…‘Ask 

yourself: “Is 
my product 
(or service) 
an impulse 
buy or is it  

a highly 
considered 

purchase?”’

AT  A  G L A N C E 

Founded 1971 
Principal Dan Nelson Jr, president and  
chief executive
Sta� 60 
Locations Milwaukee and Madison, Wisconsin

Global marketers should follow the movement to shed outdated B2B and B2C delineations
Join the evolution
DAN NELSON JR, PRESIDENT AND CHIEF EXECUTIVE NELSON SCHMIDT INC
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I
’ve been dreaming about 
floor plans. 

It’s sad, I know, but I’m 
excited and anxious about 
the need to commit to the 
floor plans for our new 

office in Clerkenwell. How 
can we use space planning to 
encourage greater collabora-
tion? How can we encourage 
more of our clients to hot-
desk? What flexible area will 
we use for our agency lunches? 
What technology infrastruc-
ture do we need to see us 
through the next ten years?

Organisational design theo-
ry teases me further. Do we 
want our space to be “socially 
democratic” – breeding trust, 
initiative and individuality? 
Or are we more about 
“Bürolandschaft” – encourag-
ing differentiation in our 
departments but reward - 
ing horizontal interactions? 
Gosh. Where to start!

It’s Red Brick Road’s tenth 
anniversary this month. So 
before committing to those 

dastardly floor plans, I had a 
look backwards. 

Since we opened our doors, 
the one constant has been a 
big hulk of wood that sits in 
our reception. Variously called 
“the bench”, “the altar” and 
“the tights snagger”, it’s a six-
metre-long wooden table with 
benches all around it. 

As legend has it, the wood is 
recycled (or do I mean upcy-
cled?) from a boat in Nelson’s 
fleet. It’s the heart and soul of 
our agency, anchored stoically 
in our reception. We eat 
breakfast and lunch there, we 
celebrate around it, we com-
miserate around it. We came 
together and had our first 
supper at it in April 2006 and it 
continues to be where all our 
staff and clients congregate.

But I think everything else 
has changed. 

We’re always under  
construction
When a client comes to us with 
a problem today, we interro-
gate their brief and try to go 
beyond it to find the best  
possible creative solution. If 
we don’t have the expertise re-
quired to deliver that solution, 
frequently we create it. 

As a result, our services have 
diversified to cover PR, social, 
digital, events and content, 
as well as the advertising and 

So much has changed in the agency’s ten years but �nding the right talent �t remains key

direct marketing we offered 
clients back in 2006. Con-
stantly evolving our expertise 
is incredibly rewarding and is 
something we have hardwired 
into our strategy and culture.

We DIY more
We have more scope to 
make things than ever before. 
Whether that is influencing 
a client’s product DNA or 
making always-on branded 
content. Technology has given 
all of us the power to “do it 
ourselves”. While we worry as 
an industry that competition 
has never been stronger, the 
opportunities for us to move 
upstream and help our chief 
marketing officer, chief com-
mercial officer and chief tech-
nology officer clients make big 
decisions to grow their busi-
ness have never been greater.

We’re only as good as 
our last job
There’s now nowhere to hide. 
When a campaign breaks, we 
don’t just have quantitative 
data to show reach and en-
gagement, we see real-time 
qualitative data through social 
media sentiment. Once we 
talked about what a privilege it 
was for our advertising to enter 
people’s homes on their telly. 
Today, we know what consum-
ers think and feel about our 

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us The ability to be 
nosy, plucky and wilful.
The most important thing I have learned in the 
past year That, as an agency owner, there is no 
such thing as a work/life balance, just a work/life 
mix. Matt, Dickie, Ben and I all live in each other’s 
lives. Our families know each other and our friends 
know each other. It doesn’t work for everyone but 
it really does for us four.
The most cutting-edge tech we’re using The 
Tindog app. We have seven agency canines and 
they’re all digital natives.

brands’ every move, and the 
bravest of us love that window 
into their worlds.

So what does all of that mean 
for my bloody floor plans? It 
shows that they don’t matter. 
Not a jot. They need to be  
flexible – that’s all. They need 
to work for today and be easily 
changed tomorrow. A benefit 
of being an independent is that 
we are never slaves to process-
es and structures, and our 
clients benefit from our agility 
and our attitude. 

For ten years, we’ve attract-
ed the people we really wanted 
because of this – people who 
want to sit around our big 
wooden bench to collaborate, 
to break creative boundaries 
and to think independently 
and entrepreneurially. 

Back to my old insomnia-
driver instead then… perfect-
ing our “people plans”.

Always under construction

RIGHT
Davis, 

Megson, 
Mitchell and 

Miller…
‘Today, we 

know what 
consumers 
think and 
feel about 

our brands’ 
every move’

AT  A  G L A N C E 

Founded 2006
Principals David Miller, chief executive; Matt 
Davis, executive creative director; Richard 
Megson, executive creative director; Ben Mitchell, 
head of strategy
Sta� 80
Location London

DAVID MILLER, CHIEF EXECUTIVE RED BRICK ROAD
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H
onestly, would you 
believe any entrepre-
neurs who boasted: 
“We know our cus-
tomers better than 
ever because of dig-

itisation! We have a huge data-
base that reveals their wishes. 
We fulfil these immediately 
and make our customers 
happy. Then they reward us 
with their purchasing power 
and strong loyalty.”

Sounds good, right? But few 
could claim such things.

Most are experiencing the 
opposite: decreasing loyalty  
from “ad-phobic” customers. 
In Germany, for example, 44 
per cent of all manufacturers’ 
brands are losing more than 
30 per cent of their regular 
customers per year – and the 
figure is increasing, as we 
found out in a study with GfK.

What’s going wrong? Glob-
al studies tell us consumers 
are disappointed. In the US, 
Accenture found that 84 per 
cent of people are frustrated 
that companies do not deliver 
what they promise. In Germa-
ny, only 30 per cent trust 
brands and their messages.

Instead of the hoped-for 
closeness to consumers, the 
industry is experiencing es-
trangement. It is as if digitisa-
tion helped the industry lose 
sight of – instead of getting 
to know – consumers. This is 
a catastrophic development. 

One thing is clear: familiar 
methods will not help – not 
trusty advertising power nor 
wily technical finesse.

We need a fresh start. The 
product is no longer the start-
ing point for marketing activi-
ty; it’s consumers’ life phases. 
If it is to inspire, marketing 
of the future has to create 
worlds of experience in which 
engrossing customer experi-
ences ensure long-lasting cus-
tomer relationships. Airlines 
sell travel events, not tickets. 
Car-makers offer transport 
experiences. The product is 
only part of a larger picture.

For marketing, this change 
means the following (and 
more):

A shift  to  micro-segmentation 
and personalisation 
Media planning with rough-
edged categories such as “14- 
to 49-year-olds” can no longer 
achieve much. The focus won’t 
be on target groups, socio- 
geographic data and ranges 
but the life stages, needs and 
experiences of each individual. 

A shift  from channel 
perspective to customer 
journey accompaniment 
Nowadays, consumers use 
more channels, contact points 
and marketing resources for 
their purchases than ever. The 
customer journey is now much 
more complex than even ten 
years ago. Online or offline? It 
doesn’t matter – any mixture 
is OK. Studies show that few 
companies have concerned 
themselves with the customer 
journeys of their customers. 

From the advertising 
message to relevant content 
Exaggerated advertising pro-
mises no longer match 
purchasing behaviour because 
consumers believe nothing 
without checking. Up to 90 
per cent of product research is 
made before visiting a store. 
Companies need to develop 
ideas on how they can support 

potential customers at an early 
stage with information and 
persuasive arguments.

A move from self-serving data 
analysis towards the use of 
media for customer 
satisfaction
In the future, it won’t be about 
hoarding data for advertising 
purposes. Instead, companies 
should consider how they can 
use the information to shape 
their business model, improve 
their products and, ultimately, 
make their customers happy. 
That is the real power of big 
data. Its intelligent use can be 
absolutely decisive.

Marketing can only achieve 
this fresh, stronger position if 
it drops outdated mechanisms 

and tactics, and has the 
courage to make a fresh start. 
Consumers will be grateful. 

Our task is to go along with 
this change; sometimes to 
push it. We agencies need to 
rethink our own services and 
processes, and constantly opti-
mise them as we strive to be 
perfect consultants for our 
customers in these difficult but 
exciting times. 

FROM TOP Haller, Noder and Schill…‘The product is no longer the starting point’

AT  A  G L A N C E 

Founded 1970
Principals Florian Haller, group chief executive; 
Ronald Focken, group managing director; 
Florian Freiherr von Hornstein, group managing 
director; Dr Peter Haller, group managing director; 
Alexander Schill, group managing director and 
chief creative o�cer; Markus Noder, managing 
director, international
Sta� 2,800
Locations Amsterdam, Beijing, Berlin, Bogotá, 
Bremen, Brussels, Buenos Aires, Cologne, Delhi, 
Dubai, Frankfurt, Guayaquil, Hamburg, Hong Kong, 
Lima, London, Lyon, Madrid, Mexico City, Miami, 
Milan, Moscow, Munich, New York, Panama City, 
Paris, Quito, Rennes, Santiago, São Paulo, Seoul, 
Shanghai, Timişoara, Valencia, Vienna, Zurich

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Speed, flexibility, 
soul.
The most important thing I have learned in the 
past year Change is the only constant parameter 
these days.
The most cutting-edge tech we’re using Core, our 
big data project.

Marketing of the future has to create meaningful 
experience and use data in an intelligent way

FLORIAN HALLER, CHIEF EXECUTIVE SERVICEPLAN GROUP

Creating
experiences
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N
etflix is a great way  
for me to sample TV 
series. It gives me the 
chance to try differ-
ent shows at the same 
time and, if I don’t like 

one, I mercilessly abandon it 
without any guilt. 

Not so long ago, one that I 
started watching and quit  
during the second episode was 
The 100. As a science-fiction 
lover, I am prepared to give any 
story in that genre a chance. 
But this one swiftly proved to 
be very shallow and typical 
teenage fodder. What really 
surprised me was that, after-
wards, I kept thinking about it 
– much more so than the latest 
season of House Of Cards. 

Why? The plot is about the 
last remaining humans, living 
in a spaceship. The earth is  
uninhabitable due to chemical 
wars, radiation and contami-
nation. But now this last gen-
eration faces a big challenge: 
they are running out of oxygen 
and cannot survive on their 
ship for more than three 
months. Do they return to 
Earth? Do they go and look for 
new planets? 

So what does this have to do 
with our industry? I think that, 
for the first time, we are  
running out of oxygen and the 
clock is ticking. Over the years, 
I have heard many gurus talk 
about the end of storytelling, 
the end of TV, the end of  

traditional media… the end of 
so many things. They may 
have been right in some re-
spects, but the only certainty  
is that our business model – the 
real oxygen of our industry – is 
starting to disappear. 

This is nothing new and 
many of us have long talked 
about new compensation 
models, intellectual property 
and success-based fees – or just 
moaned in the press about how 
clients should pay more for 
our ideas. But getting back to 
the 100 anal ogy – it’s like we 
are running out of oxygen and 
still trying to look for a solu-
tion in the spaceship.

In search of new planets
Disruption does not usually 
start from within an industry, 
so why do we still believe we 
can save it from the inside?

Just as the ad industry is 
being disrupted by outsiders 
such as tech companies, social 
networks and start-ups, so we 
should do the same in other  
industries. It’s time to search 
for new planets, to look for so-
lutions outside the marketing 
world. The current leaders  
of our spaceship (the big ad  
networks) will be consuming 
all the remaining oxygen in the 
next few years and are not con-
sidering the next generations. 

I believe every agency  
today has a responsibility, not 
only for its own employees to 
grow, but for the ad industry 
itself and for future genera-
tions. We need to be like ex-
plorers, looking for fertile 
grounds where our ideas and 
know-how can have value and 
develop. 

Independent agencies are 
best-suited to this mission. We 
have the freedom and flexibili-
ty to experiment, to customise 

our structures and to try new 
models in each project without 
having to worry about the 
opinion of any global C-some-
thing officer. 

With all that we have learned 
from advertising, we have  
the power to disrupt other  
in dustries. Consulting, show-
biz, architecture, media, video 
games, Hollywood… who 
knows? We are great at divin-
ing insights, understanding 
the pulse of pop culture and 
creating “solutions” to prob-
lems. Design thinking and 
lean start-up methods are the 
ABC for disruptors and not 
very different from the typical 
creative processes we use. 

It’s all possible: we at Castro 
began this trip to the unknown 
years ago and have thankfully 

found some interesting plan-
ets. Some of our experimental 
projects are intrastartups,  
incubators within companies, 
showbiz products, tech devel-
opments, breakthrough crea-
tive processes and so on. 

We haven’t found the “new 
Earth” so far and sometimes 
don’t know exactly where we 
are going. But we knew we had 
little chance of survival in that 
spaceship.

ABOVE Pimentel and Saleh…‘search for solutions outside the marketing world’

AT  A  G L A N C E 

Founded 2010
Principals Pedro Saleh, co-founder and executive 
producer; Nicolás Pimentel, co-founder and 
innovation director
Sta� 12 
Locations Buenos Aires. Close partnerships 
in Argentina, Brazil, Chile, Colombia, Ecuador, 
Mexico, Panama, Peru, the US

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Freedom, 
experimentation, constant mutation.
The most important thing I have learned in the 
past year Stay small. Stay smart.
The most cutting-edge tech we’re using Right 
now, we are into some projects with telematics at 
the heart and we are learning a lot from it.

Be prepared to explore new territories – or  
risk others cutting off the oxygen supply

NICOLÁS PIMENTEL, CO-FOUNDER AND INNOVATION DIRECTOR CASTRO

One hundred 
reasons to step 

o� a starship

campaign promotion14 ❘ CASTRO ❘ 22.04.16



I
n a recent speech, the 
business tycoon Anand 
Mahindra said that it’s the 
“age of entrepreneurship” 
in India and we must all 
embrace it. Young India is 

more restless, ambitious and 
creative than it has ever been. 
Old India is not far behind 
– even giant 100-year-old 
companies are reinventing 
themselves. 

So how can brands and crea-
tive agencies embrace this 
new era? Simple: by being 
entrepreneurs ourselves. 

Big talk, small steps
While words such as “innova-
tion” and “entrepreneurship” 
sound like a lot of big talk 
when you’re facing fickle 
clients and reducing industry-
wide remuneration, it is possi-
ble to get there with one small 
action at a time. Sir Richard 
Branson says that his secret 
weapon is his notebook. He 
carries it everywhere to take 
note of everything interesting 
he sees or thinks. 

Similarly, we must remem-
ber that innovation can hap-
pen with small but meaningful 
steps. We are not here to hurl 
the rule book out of the 
window. We understand the 
realities of business and that 
every brand manager comes 
with key result areas. 

That’s why we abide by 
changes that make all the 
difference – for example, we 
added a “what if” section at the 
end of our brief format. This 
compels us to think outside the 
brief and ideate on how we can 
use the client’s marketing 
problem as an opportunity to 
create something people will 
care about. It turns us into 
entrepreneurs and the client’s 
business into our own start-up. 
We are not afraid of asking un-
comfortable questions about 
revenues, market gaps, quality 
control and so forth. 

Through this process, we 
often discover an opportunity 
for innovation that’s hiding in 
plain sight. It could be a new 
product idea, a new digital 
platform, a new marketing 
channel or content creation. 

In the past three years, this 
process has helped us with all 
our clients – be it rejuvenating 
a 90-year-old apparel major, 
launching a budget whisky 
with a book or getting an 
automobile behemoth to start 
funding innovative ideas. 

Create entrepreneurs 
around you
Entrepreneurs are wired to 
sniff out areas of concern and 
conjure up bizarre solutions. 
Famous Innovations was born 
out of the ambition of one such 
entrepreneur and we love 
living by this eccentric spirit. 

We work hard to create en-
trepreneurs around us. It starts 
with treating employees like 
entrepreneurs – giving them 
ownership of their work and 
the freedom to make mistakes. 

It could be a small move such 
as taking job titles off our busi-
ness cards or a big decision 
such as share of success. 

We think of all clients as en-
trepreneurs too: they co-own 
and co-create every idea with 
us. We also invite them to 
transparently review their ac-
count structure and advise us 
on how best to use our resourc-
es on their brands. 

Most importantly, we strive 
to create entrepreneurs out 
of our consumers. Marketers 
often spend too much time 
underestimating customers or 
talking at them. Every human 
has an entrepreneurial instinct 
– that passionate, creative and 
slightly crazy personality that 
people hide or forget amid a 
busy routine. We use our ideas 
to tap into that instinct. To 
make consumers “act” and let 
them live the life that they 
really want to live. When a 
consumer sees your brand as 
an ally in their cause and wants 
to innovate along with you, 
you’ve earned your stripes.

Keep the craziness alive
We’re three years old. With 
awards such as Campaign’s 
South Asia Independent 
Agency of the Year, some of 
India’s top clients including 
Raymond, Unilever, Tata, 
Titan and Mahindra, as well as 
a growing headcount, it would 
be easy to lose our entrepre-
neurial side. We have seen 
that happen time and again 
around us. 

But it’s important to keep 
that craziness alive. To keep 
your heart as invested as your 
brain. To have sleepless nights 
and nervous energy. To know 
that what you do can’t be ordi-
nary. Because only then can 
you truly make a difference.  

It’s time to embrace the age of entrepreneurship – for clients, employees and consumers alike 
Everyone’s an entrepreneur

AT  A  G L A N C E 

Founded 2012
Principals Raj Kamble, founder and chief creative 
o�cer; Kamal Mandal, chief financial o�cer; 
Sidharth Loyal, head of strategy; Avinash Shenoy, 
head of business; Mithila Saraf, new-business 
director; Sumit Chaurasia, creative director
Sta� 75
Locations Mumbai, Bangalore

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Passion, freedom, 
innovative thinking.
The most important thing I have learned in the 
past year Follow your passion, and the money will 
follow you.
The most cutting-edge tech I’m using Human 
connections.

RAJ KAMBLE, FOUNDER AND CHIEF CREATIVE OFFICER FAMOUS INNOVATIONS

BELOW
Kamble… 

‘When a 
consumer sees 
your brand as 

an ally in 
their cause 

and wants to 
innovate 

along with 
you, you’ve 

earned your 
stripes’
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RIGHT
Ruola, 

Bäckström 
and 

Lindequist…
‘We don’t 

work as 
different 

companies 
but as people 

coming 
together 

around a 
unique set of 

problems’

I
n an interview with Rolling 
Stone, Keith Richards 
compared the guitar to the 
art of weaving. “It’s about 
more than one player,” he 
said. “At our best, me and 

Ronnie make the Bayeux 
Tapestry on stage.” This is how 
Hasan & Partners Group feels 
about our way of working: we 
are great independently but, 
together, we are brilliant. 

Insights are the foundation 
of what we do. It’s easy to for-
get that customers – whether 
our clients or the audiences we 
make culture for – are human 
beings who expect to be clearly 
understood and properly 
served. When we broke away 
from Interpublic, Hasan & 
Partners Group realised that, 
in order to serve our clients 
better, we needed to adopt a 
nimble and holistic approach.

A total rethink on the impli-

cations of integration led us to 
establish the “one team” ap-
proach – a new model in which 
one account director and one 
creative director unlock the 
capability of the group. We 
don’t work as different compa-
nies but as people coming to-
gether around a unique set of 
problems and customer needs. 

Rather than engage differ-
ent groups in the network 
based on their proximity to the 
client, we identify the most ap-
propriate talent and expertise 
for the business problem the 
client wants us to solve. 

Usually, Frankly Partners, 
our insights consultancy, will 
provide the core understand-
ing behind the strategy, which 
is then transformed into me-
dia-neutral creative. The tech-
nology and digital elements 
are designed and executed by 
Perfect Fools, while Hasan 
Communications might de-
liver the PR campaign. 

We recently delivered a 
virtual-reality ski simulator 
for DNA, a Finnish mobile 
network, that was created en-
tirely in-house. Hasan & Part-
ners came up with the idea, the 
platform was built by Perfect 
Fools and our production 
company, Raw & Land, pro-
duced the footage. It worked 
brilliantly and ensured con-
sistency across the process.

Bringing one team together 
Why picking the most appropriate talent from across your group delivers the best results

EKA RUOLA, CHIEF EXECUTIVE AND EXECUTIVE CREATIVE DIRECTOR HASAN & PARTNERS GROUP

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Integrity,  
courage, passion.
The most important thing we have learned in 
the past year Integration is everything. We are 
now six companies in three countries: Finland, 
Sweden and the Netherlands. We make magic 
every day in individual units but, when we work 
together as one team, it’s something even better. 
We can build truly unique combinations of skills 
around the client – and do it e�ciently. It’s 
actually quite simple: the better we know each 
other and the subcultures within the group, the 
better our work is. 
The most cutting-edge tech we’re using I don’t 
need 100 words to answer this. It’s simple: the 
human brain.

Other creative we’re proud 
of includes “epic Estonia”, a 
campaign for the cruise com-
pany Tallink using the insight 
that people are increasingly 
booking their holidays based 
on what they have read about 
others’ experiences. So, in lieu 
of celebrities or influencers, 
we offered 97 ordinary Swedes 
an outrageous VIP experience 
that would make them ambas-
sadors for the country. 

Then there is our Lemmy 
tribute. Shot as a TV commer-
cial for the dairy giant Valio, 
what was to be a remake of a 
classic 20-year-old ad had to 
be radically rethought when 
the Motörhead legend passed 
away during post-production. 

Produced in-house by 
Hasan Motion, our film re-
ceived more than two million 
views within a week without 
any media spend. The “one 
team” approach crafted a care-
fully considered tribute that 
was globally well-received. It 
could have gone the wrong 
way, but insight vindicated the 
direction we took.

Another shift is that the 
industry now has to compete 
with management consult-
ants. Increasingly, the prob-
lems we’re asked to solve relate 
to fundamental business issues 
rather than purely creative 
campaigns. 

For example, Frankly Part-
ners has used client insights 
to deliver sales training and 
change management strate-
gies. Perfect Fools has created 
digitally driven global busi-
ness solutions for retail,  
consumer electronics and 
gaming clients. 

Of course, there’s overlap in 
terms of what each group com-
pany offers – in this day and age, 
when there’s increased pres-
sure to do more, better and 
faster, everyone overlaps.

It can be hard to tell whether 
something’s branding, an ad 
or a PR piece. But as Richards 
pointed out, each of us indi-
vidually has a unique skillset 
that allows us to be stronger 
together. 

AT  A  G L A N C E 

Founded 1991
Principals Eka Ruola, chief executive and 
executive creative director, Hasan & Partners 
Group; Ami Hasan, chairman, Hasan & Partners 
and Perfect Fools; Jonas Bäckström, managing 
director, Hasan & Partners Stockholm; Ann Ystén, 
chief executive, Perfect Fools; Anna Lindequist, 
deputy chief executive, Perfect Fools; Anna-Riikka 
Hovi, managing director, Frankly Partners; Niko 
Waaralinna, chief executive, Raw & Land
Sta� 153
Locations Helsinki, Stockholm, Amsterdam



I
t’s sometimes referred to 
as a “purple patch” – a time 
of notable success or luck. 
“A period of excellent 
performance where nearly 
everything goes right,” as 

one dictionary defines it. And 
we are thrilled to admit that 
we find ourselves in one 
right now. 

We adopted the colour pur-
ple many years back because, 
with a name like King James, it 
was unavoidable. And all the 
other colours were taken. 

Truth be told, we’ve never 
really had a terrible year, not in 
the 18 years since we started. 
Granted, we never set any 
targets but, as long as we were 
having fun and not losing 
money, we were content. With 
no objectives in mind, we had 
no goals to fall short of. Our 
growth hovered between 10 
and 20 per cent every year, 
albeit off a small but incre-
mentally growing base. And 
even when global recession 
kicked in, we managed to never 
once consider closing our free 
staff bar (open every day). 

During that whole time, our 
creative product was OK – 
better than average, some 
would say. We won a few big 
prizes here and there without 
ever quite managing to set any 

single awards show alight. 
Some years, we would manage 
the rare balance of growth 
and creative performance and, 
during these times, we won the 
industry’s business accolades 
that kept us on the list of 
agencies worth consideration 
(or acquiring). Despite a few 
flirtations, we stuck to our 
independent guns and we’re 
grateful that we did. Every 
time we thought it was as good 
as it gets, it wasn’t. 

The past few years have been 
rudely good to us and we’d like 
to think it was more by design 
than luck. The catalysts, as it 
turned out, were intentional. 
With the digital era well under 
way, we set our sights on a new 
kind of work that required a 
dramatic change to our very 
structure. We rebooted our 
digital offering, outwardly  
relaunched it as Punk Digital, 
while inwardly collapsing our 
creative studio so that no silos 
existed. We literally forced our 
divisions together by sitting 

our “specialist” executive 
creative directors in the same 
room. This physical change 
enabled us to rethink the kind 
of clients we wanted to work 
with. Our first opportunity to 
test the model came with no 
small amount of pain. 

A difficult decision
In 2014, we controversially 
resigned our most-awarded 
above-the-line client to take 
on its larger, more media- 
diverse competitor, which 
wanted a more integrated 
approach. Sanlam would 
become our first true media- 
agnostic challenge. 

Towards the tail end of 2015, 
we were named Agency of the 
Year at the African Cristal 
awards and topped the creative 
rankings at our very own Loer-
ies, winning awards across 
virtually every discipline.  

This shift in our business 
model resulted in 39 per cent 
growth in 2014 and 21 per 
cent growth in 2015, and in us 

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Freedom, 
empowerment, distinctiveness.
The most important thing I have learned in the 
past year Culture trumps process.
The most cutting-edge tech we’re using Virtual 
reality – Unity. Web – WebGL, HTML5, canvas, 
advanced JavaScript, D3. Kinect motion-sensing, 
Arduino sensors and Raspberry Pi for installations. 
Mobile – native platforms, Swift. Internally – Slack 
and Trello for communicating around projects.

being awarded AdFocus Large 
Agency of the Year 2015. And 
if all that wasn’t enough of a 
high, arriving back at work this 
year to the news that we had 
been given the country’s 
fourth-biggest account, Pick n 
Pay, most certainly was. The 
account hasn’t moved in 48 
years, making it something of a 
historic win for an independ-
ent agency. If nothing changes 
for the rest of the year, we will 
have grown 50 per cent.

This momentum bodes 
well for the future. We’ve 
made several acquisitions to 
strengthen our integrated 
offering in Johannesburg and 
expect to have our first office 
outside South Africa in the 
next few months. It’s a giddy 
time for us and, if we have a 
chance to cloak the rest of 
Africa in the colour purple, 
we’ll give it our best shot.

RIGHT
King and 

Barty…‘we 
set our sights 

on a new 
kind of work 
that required 

a dramatic 
change to 
our very 

structure’

AT  A  G L A N C E 

Founded 1998
Principals James Barty, chief executive and co-founder; 
Alistair King, chief creative o�cer and co-founder
Sta� 300 
Locations Cape Town, Johannesburg

Sticking to our independent guns while welcoming dramatic change is reaping rewards
The future is purple 
ALISTAIR KING, CHIEF CREATIVE OFFICER AND CO-FOUNDER KING JAMES
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W
e all spend the 
formative years  
of our lives striv-
ing for independ-
ence. As we learn 
and grow, we exist 

in a dependent world, a world 
where our decisions are made 
for us.

What we should eat; when 
we should sleep; who we can 
see and when. Our money is 
tightly controlled and what we 
spend it on even more so. For 
all the joys of childhood, there 
was always that frustrated  
hankering for being allowed  
to stay up a little later to watch 
an episode of Cagney & Lacey.

It is this dependence that 
makes teenagers rebel. I be-
came a geek; Claire Hynes was 
a goth; Laura Jordan Bambach 
was both. And still is.

But at an indeterminate mo-
ment of maturity, we all aspire 
to set off on our own path. 

Armed with a lifetime of learn-
ing. Ready to strike out and 
find our own way in the world. 
Each generation building on 
the experience of the last.

It is at that moment that we 
are at our most creative. Free 
to make our way in the world in 
a way that we see fit. To pursue 
our passions and ambitions. To 
try, to experiment, to discover. 
Independence is the driving 
force for the new.

Embracing our independence
Everyone at Mr President is 
fiercely independent. Sitting 
brazenly across the expected 
categorisations of the industry. 
We stand by our belief in our 
teams to produce beautifully 
crafted films for The Body 
Shop in the same week that we 
build NFC technology into 
mustard tasting spoons for 
Unilever. 

We have an uncommon am-
bition not to do what we can 
do, but to discover what we 
should do. This is what makes 
us take real responsibility for 
our clients’ challenges. And, 
believe us, responsibility is 
everything. When every single 
member of the team owns a 
stake in the agency, you can’t 
help but take every brief per-
sonally. Their success is our 

own individual and collective 
success. 

We don’t even look like  
the conventional agency. We 
have already outperformed the 
IPA’s 2020 diversity goals of 40 
per cent female and 15 per cent 
black, Asian and minority- 
ethnic representation in senior 
positions. To do different, you 
need to be different.

Our parents may not under-
stand what on earth we are 
doing, but they are proud of 
the results.

Everyone prefers an 
independent
We aren’t the only ones em-
bracing our independence. 
From the craft beer we drink  
to the local shops we frequent, 
independence is the defining 
trend of our age.

There is an unstoppable tide 
of desire to find real craft again 
– real care, skill and service.  
To support the people doing  
it for the right reasons. The  
ones who genuinely under-
stand their customers and are 
driven to do the right thing by 
them.

Only in adland do we see the 
opposite move towards con-
solidation. To the big networks 
gobbling up specialist shops 
and innovative talent. All with 

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Freedom.
The most important thing I have learned in the 
past year To question bravely and answer boldly.
The most cutting-edge tech we’re using  
Our brains.

the intent of offering an oxy-
moron of globalised, corpo-
rate, one-stop-shop creativity. 

The parents are asking the 
kids to move back in and ex-
pecting them to still develop 
along their own paths. This is 
what stifles progression. 

Be free from dependence
This is the thrill of being an  
independent creative agency. 
No longer dependent on the 
safe but cloying blanket of a 
parent company. No-one to 
control what we spend, no-one 
to impose structure on us, no-
one to approve of our friends, 
no-one to tell us what to do  
because that’s how it was done 
in their day. We are solely de-
pendent on proving the worth 
of our ideas to our clients, not 
on proving to the industry that 
we are still relevant.

In a world of opportunity, we 
must focus on we what we 
should do, not what we can do. 
For that, you can depend on 
Mr President.

RIGHT
Jordan 

Bambach,  
Hynes and 
Emmel…
‘From the 

craft beer we 
drink to the 

local shops we 
frequent, 

independence 
is the 

defining 
trend of  
our age’ 

AT  A  G L A N C E 

Founded 2012
Principals Claire Hynes, managing partner and 
founder; Nick Emmel, strategy partner and 
founder; Laura Jordan Bambach, creative partner; 
Shahla Lalani, client services director and partner; 
Jon Gledstone, creative director and partner
Sta� 35
Location London

At a time of increasing consolidation, only independents have the freedom to do what’s right
Be not dependent
NICK EMMEL, STRATEGY PARTNER AND FOUNDER MR PRESIDENT
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W
ho are #millenni-
als? A common 
misconception is 
that they are those 
born after 2000. 
They are, in fact, 

those born between 1977 and 
2000. Hold the smartphone: 
1975 and 1995. Cool your jets; 
it’s 1982 and 2004. Wait… is 
generational segmentation 
subjective? Not only subjec-
tive, but openly debated. 

The 21st century birthed  
the hyper-ego. We live in a 
world where “youngsters” are 
rewarded for participation. 
You didn’t come last, you came 
fifth. Out of five. Well done, 
champ. Here’s a trophy. In 
short, while our parents told us 
that we could be anything, the 
world is telling us that we can 
have everything. Add to this 
that marketers are exceedingly 
ambitious and we have a recipe 
for anti-commitment. 

The common mindset 
among millennial marketers is: 
get a job with an agency, stay for 
two to three years and move on. 
It’s getting harder to find long-

term team players. Silicon Val-
ley became the curriculum in 
start-up culture, meaning mil-
lennials now dream of doing it 
in a small group or alone. Ask 
any young advertiser where 
they’d like to be in ten years. 
While the answer used to be 
something like “creative direc-
tor” or “head strategist”, you’d 
be lucky to hear them answer 
anything other than “doing  
my own thing”. Now pair  
this with the fact that, by 2025, 
millennials will make up 75 per 
cent of the workplace. Dang.

Here’s the switch. The prob-
lem isn’t the millennial mind-
set. All those freely lashing out 
on how millennials require 
“regular naps” and “are the 
worst” – you’re the problem. 
You’ve become that person. 
That grumpy old windbag 

waving your proverbial hag-
gard fist at the “youth of 
today”. A failure to accept, 
adapt and evolve. Thing is – 
we’re not willing to “get off 
‘your’ lawn”. You effed up your 
lawn a long time ago. When 
you’re gone, we’d like to have 
some green to smush our  
toes into. So don’t be surprised 
when your print ad brief aimed 
at selling engagement rings is 
answered with a CSR initiative 
to solve the child-soldier crisis 
in Africa linked to the diamond 
trade. You should be fighting 
tooth and nail to provide stim-
ulating environments teeming 
with culture and shared value.

It’s a bigger deal than you’d 
think – possibly the map for ad-
vertising’s “future”. Granted – 
expecting better clients and 
“fun” working environments 

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Agility.  
Adaptability. Awesomery.
The most important thing I have learned in the 
past year Employee happiness and a healthy 
work/life balance are just as important as agency 
culture. In fact, they define it. It’s the one tool 
we have to combat employee turnover. Unless 
you’re embracing this fundamental shift, you’ll be 
left with sta� using you as a portfolio pit stop or, 
worse, staying for the money alone. In short, you’d 
be training an army for the competition.
The most cutting-edge tech we’re using I’m not 
falling for that one. I put down the latest tech. 
I seem cool. Then someone reads this in four 
months’ time and “BAM!” – I’m a dinosaur.

before earning it is not on. It 
goes back to the fifth-place-
trophy-back-patting we’ve 
come to expect. But wanting 
job satisfaction and a healthy 
work/life balance is justified; as 
is wanting to solve core issues 
rather than slap on the meta-
phorical Band-Aid. Millennials 
aren’t aiming for Art Di rection 
Craft Awards. They’re looking 
to be recognised for innova-
tion, goodvertising and a tangi-
ble contribution to the world. 
This notion is equally impor-
tant when considering millen-
nial consumers, who are more 
likely to favour brands that 
support a cause and (bravely) 
stand for more than the bottom 
line. In fact, many are willing to 
pay more for them. 

The title of this piece is 
flawed. It should read “The 
problems for millennials”. We 
have big issues to solve. We  
no longer have the luxury of 
pawning our shortfalls on to 
the next generation. Time’s up. 

Millennials are a generation 
of problem-solvers, not busi-
ness moguls. We seek ideas and 
solutions for people and plan-
et. “Millennial” is becoming 
more of a term than a genera-
tion category, and therefore 
should be grouped by mindset, 
not age. Those enthused by 
picking up the pieces of the 
over-promising boomers. 
Sure, they seek more than a pay 
cheque out of a “job”. Is that 
such a bad thing? We are seeing 
a fundamental shift in mindset, 
a result of greed, dishonesty 
and broken promises. We find 
reward in our effect on our  
environments, and we want to 
be recognised for our ability  
to solve the world’s biggest  
issues. Challenge accepted. 

RIGHT
Cardinelli…
‘Millennials 
are looking  

to be 
recognised for 

innovation, 
goodvertising 

and a 
tangible 

contribution 
to the world’

AT  A  G L A N C E  ( T H E  J U P I T E R  D R AW I N G  R O O M  &  PA R T N E R S )

Founded 1989
Principal Graham Warsop, founder and chairman
Sta� 300
Locations Johannesburg, Cape Town, Harare, Lusaka,  
Blantyre, Port Louis

Advertising’s future depends on tackling those misconceptions around the millennial mindset

The problem with millennials
CARL CARDINELLI, MANAGING AND CREATIVE DIRECTOR UTOPIA (AN AGENCY OF MILLENNIALS IN THE JUPITER & PARTNERS FAMILY)
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Y
ou hear it around 
almost every meeting 
table: “What do you 
think?” The four 
words that invite 
every agency to dis-

play its intellectual prowess 
laced with cultural references 
(or even a statistic or two). 

The best in our business are 
masters at building and satiat-
ing anticipation, often with 
charisma, pomposity and wit. 
That’s how the game is played, 
it seems. Go to meetings, 
dispense gems of sage-like in-
sight, deliver witty one-liners, 
look credible, be on-trend, 
make sure everyone nods. 

In Asia, this is often the test 
of whether your “highly 
awarded” creative director and 
strategist are truly worth their 
hourly rates. Opinions are 
not only asked for; they are 
demanded. 

A large part of the ad indus-

try is predicated on forming 
the right impressions. They 
elevate perceptions of our 
worth, help win us new busi-
ness and put us on a level with 
the most senior of clients. But 
before we start pointing fin-
gers at our clients, citing them 
as the reason for perpetuating 
this culture of “the smartest, 
loudest voice wins”, we need to 
take equal ownership here. 

Agencies wear their intellect 
and cultural voraciousness like 
a badge of honour (after all, it 
isn’t that sexy to swap those 
things with authenticity and a 
genuine ability to listen). We 
send clients the message that 
they should expect their agen-
cy to cite Chinese modernist 
art, quote Murakami and take 
them out for drinks at a new 
20s Prohibition-inspired bar 
at least once a month. 

But when did we forget to be 
human? Perhaps we’ve forgot-
ten that it is entirely possible 
to be 100 per cent correct yet 
zero per cent effective. When 
did we start lording over topics 
and when did we stop listening 
to what consumers, staff and 
collaborators are saying? 

Usefulness trumps smarts
Here’s a newsflash. Usefulness 
trumps smarts every time. 
We need to seriously start 

The ad industry has forgotten that usefulness and empathy should always trump cleverness
looking at the value we bring 
to our internals and client 
meetings. It’s not about the 
loudest or most charismatic 
voice, and it shouldn’t be about 
flagrant displays of cultural 
currency. 

The best people in our agen-
cy are confident of their own 
smarts and never shy away 
from debate. But, more impor-
tantly, they are humble enough 
to know when to put their egos 
away and listen to what’s being 
said (and left unsaid). The best 
insights aren’t necessarily the 
rarest or most fascinating 
ones. The best insights are 
simply the most contextual 
and useful ones, expressed in a 
way that resonates deeply.

Putting humans at the  
heart of it all
“Innovation”, “technology” 
and “user experience” have 
been thrown around as buzz-
words in the industry of late. 
Before we all run out to buy 
that 3D printer, install Ardui-
no or build a lab, let’s remem-
ber one thing: user experience 
is, at its most basic, about put-
ting humans at the heart of it 
all. This isn’t just relegated to 
product development – it is 
fundamentally at the core of 
what we do, how we work and 
how we think about the work 

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Nothing. To. Lose.
The most important thing I have learned in 
the past year Exercising empathy creates more 
meaning than exercising one’s vocal chords.
The most cutting-edge tech we’re using Vanessa 
– a science and technology research engineer 
turned experience designer at the agency, whose 
earnestness and honest sense of wonder create 
pretty much any prototype conceivable under 
the sun for our clients (and for our general 
amusement).

we want to create. It’s not a 
newfangled concept. The very 
foundation of what we do 
every day is based on how we 
put humans (aka our target 
audience) at the core of what 
we are trying to say. 

As Bill Bullard puts it: 
“Opinion is really the lowest 
form of human knowledge. It 
requires no accountability, no 
understanding. The highest 
form of knowledge is empathy, 
for it requires us to suspend 
our egos and live in another 
world. It requires profound 
purpose, larger-than-the-self 
kind of understanding.”

In our share-of-voice- 
obsessed world, there is purity 
in creating something that 
people find value in interact-
ing with. It will ultimately 
result in work that stands the 
test of time – or any meeting 
table, for that matter. 

Your opinion doesn’t matter 

RIGHT
Neo, E Tan, 
Wei, C Tan, 
Ye, Phillips, 
Sidah and 

Lee…‘It’s not 
about the 
loudest or 

most 
charismatic 

voice’

AT  A  G L A N C E 

Founded 2007 
Principals Chiewling Tan, director of operations; 
Nicholas Ye, chief executive; Mavis Neo, creative 
director; Kris Kam, managing director; Hanyi Lee, 
chief creative o�cer; Eunice Tan, head of strategy; 
Julia Wei, general manager; Tracy Phillips, head of 
programming; Mriz Sidah, design director
Sta� 50 
Locations Singapore, Hong Kong, Shanghai

EUNICE TAN, HEAD OF STRATEGY THE SECRET LITTLE AGENCY
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W
hen I was asked  
to write this arti-
cle, I thought: 
“How can my 
contribution have 
the most impact 

on the world?” Sounds lofty. 
But, truthfully, I believe our 
whole outlook as marketers 
needs to fundamentally 
change.  And change fast. 

As an industry, we’ve been 
obsessed about what people 
believe about brands. Actually, 
what people believe about 
themselves matters more. 

Our motivation shouldn’t be 
limited to commercial success 
but also by a measurable, posi-
tive, societal impact. How are 
we using our gift of creative, 
strategic thinking?

Today’s 18- to 35-year-olds 
are born activists. They are lib-
eral and open and they really 
value socially conscious 
brands. We are living in an age 
of protest, when people take to 
the streets and social channels 
to protest against govern-
ments and brands. People are 
morally aroused; they make 
brand choices that are guided 
by aligned ethical, morally  
upright values. And, very  
importantly, today’s younger 
generation really understand 
their value, their potential im-

pact and their ability to make 
or break a brand.

Doubtless, in years to come, 
we’ll look back on today’s 
younger generation as the “en-
lightened generation”. Let’s 
not let them down.

This understanding has 
helped us, as an agency,  
totally reappraise our role as 
citizens. 

Measure more than profit
Quarterly reports offer limit-
ed scope in tracking progress 
and are worryingly short-term 
in outlook. We need to evalu-
ate other parts of the value 
spectrum – sustainability, 
community contribution and 
well-being of employees, and 
not just as tick boxes. As  
business and brand owners, 
with our structures, company 
visions, major decisions and 
daily efforts, are we measuring 
what really matters? 

Let’s reappraise our 
existence – and  that  of  
our clients
We need to invest billions of 
marketing dollars in a way that 
shifts not just the value of the 
brands we represent but their 
entire reason for being. Not 
only does a concentration on  
a higher societal purpose  
contribute positively towards 
employee satisfaction and re-
tention, but it is a critical factor 
for the talent of the future 
when they choose a career. So, 
as an industry, to future-proof 
ourselves, we’ve just got to get 
behind it, live it and mean it. 

Starting by changing  
the c-word
In every brief, proposal, strat-
egy and meeting – with clients 
and our own teams – swap 
“consumer” or “customer” for 
“citizen”, and let’s see what 
happens. 

We know we can’t do this 
alone; none of us can. If it gets 
difficult, don’t give up. Tell us 
about it at #mission2016 
#swapcword.

We marketers are often not 
comfortable with the market-
ing world we’ve inherited. So 
now it’s time to change that 
world. It’s time to reassess  
our role as citizens. Let’s start 
now.

AT  A  G L A N C E 

Founded 2001
Principals Jane McDaid, founder; David Coyle, 
commercial director
Sta� 43
Locations Dublin, London

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Credibility, 
authenticity, freedom.
The most important thing I have learned in the 
past year Listen and learn as much as possible – 
from youth audiences everywhere, our brand  
fans, our valued clients and each other. And 
respond, in our own bold way, to those  
insights and wisdom.
The most cutting-edge tech we’re using As a 
specialist youth agency, we experiment with 
everything – from taking Snapchat campaigns 
beyond the expected with Snapchat Fiction to 
360-degree Facebook video. Inspired by creative 
and internet culture, we explore new design, 
filming, illustration and photography tricks every 
single day. This helps us deliver killer content for 
our clients’ brands.  

We marketers need to change and change fast. 
Let’s start by thinking beyond the ‘consumer’

JANE MCDAID, FOUNDER THINKHOUSE

My challenge 
to you: stop 

using the 
c-word 

Frankly, the future of our 
world, life and business  
depends on it.

We need to do it more, faster 
and better
We need to start a new dialogue 
about how we define and target 
our audience. Regardless of 
how we reference them – con-
sumers, brand fans, ABC1s, 
whatever – they’re all humans. 
They’re all citizens of the one 
universe. When we think of 
ourselves as citizens, we’re 
more likely to participate, vol-
unteer and come together to 
engage with or evolve the sta-
tus quo. Thinking and acting  
as citizens enables us to live in  
a way that can be sustained 
across resources, business, 
processes and as humans.

So here’s a call-out. Let’s  
explore how we – the world’s 
leading independent agencies 
– and the brands we work with 
can make real change by shift-
ing to a greater responsibility 
(without losing the fun factor; 
we are human, after all!). Fun-
damentally, this is less about 
the traditional brand/agency/
consumer dynamic and more 
about the full spectrum of 
human relationships among 
businesses, communities, 
media, suppliers, customers 
and brand fans.

BELOW
McDaid and 
Coyle…‘Our 

motivation 
shouldn’t be 

limited to 
commercial 
success but 

also by a 
measurable, 

positive, 
societal 
impact’
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T
riad was founded by 
two fresh law gradu-
ates who had little idea 
what the advertising 
industry entailed as 
they set up shop in a  

garage in 1993. This free- 
spirited approach was at times 
daring and at other times  
foolish, but was bold enough 
to impress clients previously 
mainly exposed to legacy  
multinational agencies. The 
story has defined what the 
agency strives to live by today: 
the credo that “Sri Lanka 
Can”. 

Over the past 23 years, our 
agency has taken on the multi-
national giants that dominated 
the local industry and chal-
lenged conventional ways of 
advertising. The agency’s call-
ing card is its ability to mine 
local insights and think in the 
vernacular – expertise that has 
been acquired by purposefully 

building a team that is a truly 
representative cross-section 
of the country itself and by  
encouraging free expression 
through the removal of hierar-
chies, which was radical for its 
time.

Local inspiration
A deep understanding of the 
local market meant that, at a 
very early stage, we were  
identified as an agency capable 
of delivering effective political 
campaigns with mass appeal; 
to date, the agency has carried 
out successful election cam-
paigns for two presidents and 
numerous parliamentarians 
representing all major politi-
cal parties. Among Triad’s  
defining work have been sev-
eral national-level initiatives 
that have helped change the 
course of Sri Lanka, including 
key image-building initiatives 
for the country and security 
forces in the periods im-
mediately before and after Sri 
Lanka’s war of more than 30 
years. 

We’re lucky enough to be  
one of the most-awarded 
agencies locally for both effec-
tiveness and creativity, and to 
be among a handful of local 

An ethos that embraces independence and spurns convention can take agencies a long way

shops that have won global ac-
claim. But our real inspiration 
and motivation come from the 
many indigenous brands that 
we have helped grow to leader-
ship in a market overshadowed 
by big-spending international 
brands. Today, the Triad port-
folio includes public and pri-
vate companies representing 
all major sectors of the local 
economy. 

Being enormously proud of 
our indigenous roots and of  
our expansive footprint as Sri 
Lanka’s largest communica-
tions solutions provider, we 
have, over the years, branched 
out into public relations, 
media buying, digital and so-
cial media campaigns, events 
and activations, outdoor and  
below-the-line communica-
tions, pre-press and printing, 
photography and audiovisual 
film production, and desktop 
publishing. 

But our entrepreneurial am-
bitions mean that our group 
has also looked beyond ad-
vertising in Sri Lanka’s post-
war development phase, 
building our own big brands 
by investing in key growth  
sectors such as leisure and 
tourism, and even taking over 

D E C L A R AT I O N  O F  I N D E P E N D E N C E

What independence gives us Freedom, flexibility, 
partners. 
The most important thing we have learned in the 
past year That we can still hold on to the essence 
of who we are and preserve our humanity, 
humility and humour despite rapidly transforming 
from small beginnings to a large, diversified 
conglomerate.
The most cutting-edge tech we’re using We’re 
usually early adopters of whatever technology 
helps us serve our brands better, but what we’ve 
always considered our cutting-edge is deep 
human insights and ears to the ground.

the country’s oldest diversified 
conglomerate. 

What this expansion has 
done for our communications 
business is offer key executives 
a deep holistic understanding 
of business that translates into 
communications solutions 
that truly drive a client’s needs. 

In the true spirit of Sri  
Lanka Can, we are fiercely 
protective of our independent 
status, which means that we 
are not shackled by formalities 
of convention. In contrast,  
we are able to operate in an 
open and free work en-
vironment that encourages 
(healthy doses of) eccentricity 
and (reasonable levels of)  
merrymaking. 

Sri Lanka Can
RIGHT

Jayaweera, 
Amunugama 
Fernando and 
Ameresekere 

…‘In the 
true spirit of 

Sri Lanka 
Can, we are 

fiercely 
protective of 
independent 

status’

AT  A  G L A N C E 

Founded 1993
Principals Dilith Jayaweera, Varuni Amunugama 
Fernando, founders and joint managing directors; 
Sarva Ameresekere, chief executive
Sta� 135
Location Colombo 

SARVA AMERESEKERE, CHIEF EXECUTIVE TRIAD
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The first ever large-scale  

international conference, exclusively for 

Independent Agency Leaders.

To learn more and register now, visit 

www.indiesummit.net

or call thenetworkone 

+44 (0)20 7240 7117

Please join us at



now see the work.

creative work and case histories
from the agencies in this

publication can be seen at:

www.leadingindependents.com

thenetworkone management limited
3rd Floor

48 Beak Street
Soho, London, W1F 9RL

Tel: +44 (0)20 7240 7117
www.thenetworkone.com

www.leadingindependents.com
www.facebook.com/thenetworkone

@thenetworkone

julian.boulding@thenetworkone.com
paul.squirrell@thenetworkone.com
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