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AN AGE WITHOUT SURETY

A TREND TOWARDS
PROJECT-BASED
PITCHES HAS PUT
UPWARD PRESSURE
ON THE COST OF
AGENCIES WINNING
BUSINESS, WRITES
DAVID LO.

There was a

point at the end

of 2008 when it

was suggested

that none of

. us in business

would be here

by 2010. But here

we are. After

meltdowns and green shoots, we

scraped pasta full blown recession
by the skin of our teeth.

So are we suffering a king size
“hangover” or have we just avoid-
ed a close call? Hangovers, gener-
ally follow some sort of celebra-

tion, so I don't think that really
applies in this case. However, a
close call seems more like it.

Rogue capitalism and extreme
short termism seemed to play a
partinthe world's financial system
needing butcher-like surgery.

The effects upon clients and
agencies were felt in a very direct
fashion. Pitch everything.

Pitching is now spawning an
industry, from pitch consultants to
hired guns that can increase an
agency's win rate. We now pitch for
our daily bread.

We now take it for granted that

NEED ANSWERS?

JUST ASK NIELSEN.

Who are Australia’s Top 100 Grocery Brands?

Nielsen's 2009 Top 100 Brands Report is a comprehensive list of Australia's

leading grocery brands. Our unique Nielsen Brand Score Index is derived from

multi-dimensional measures across three key consumer metrics: household

penetration, average spend over the past 12 months, and an attitudinal index

meausuring consurners' engagement with each brand.

With our expertise across media measurement, we also reviewed estimated

main media investment on each brand, including year-on-year comparisons.

To find out more, simply turn to the special Nielsen Top 100 Grocery Brands

report in this issue of ADNEWS magazine.
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any questions?
www.au.nielsen.com

clients work with more than s
agency and the day of the - 3
roster is upon us. There is

new in that.

What seems to be a trend
the past year is that of
becoming more p
retainers.

In the promotion and |
tion sector of marketing
the “project” is nothing
as this is the norm for our
This is why | am amused
big above-the-line agency
bemoaning the rise and
project-based work.

They are not the only |
complaining. The porn inds
too is seeing revenue &
people arranging dates
the dating websites of ¢
appears commitment is
flexibility and jettise
costs are in.

The implications for e
keting services secior sesss &
more and more pitches. o -
more and more “projects” Wik
puts upward pressure on the
ofawin. s

The lack of any type of surs
over revenue means that for thes
of us running a business in =
keting services, we constant ;
ance minimum scale and ,
can scale up quickly whes 8
work arrives.

What effect does m
scale have on your existing &
ness? Duress.

Service levels must &
you are constantly sk -
ness to achieve minimum
service. A new metric for
may be taking the dec
number of complaints you
from clients as a way of me:
acceptable service. :

The rise of the pitchand projecss
leading to the fall of price and pes
formance - this may be the
dynamic we are left with in 2000,
after the global financial crisis
We have been heading that way
anyway, it's just been accelerated
dramatically in the past year.

Will we all be here in 20017
Probably, but not likely in the same
form. Perhaps we are seeing the
birth of the “pop -up” agencw
which can pack up its tent and dis-
appear as quickly as it arrived? <
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David Lo is chairman of the




