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Closing the Gap: Why we urgently need to build a more meaningful
relationship between agencies and clients

There has never been a stronger case for the value marketing contributes to busi-
ness success than today - you just have to look at the booming market since the
initial shockwaves of the Covid pandemic to be confident of that. But as client
marketing investment has risen, so too has the influence of procurement depart-
ments - a group of professionals that has often been dismissed as merely in
charge of making the numbers add up.

In fact, today, procurement has greater influence and scope than ever, and as
you’ll see in the results of this groundbreaking study, are calling for an urgent reset
of the agency-client relationship to ensure it is fit for purpose into the future.

The pandemic accelerated existing social changes, like the accelerated shift of
consumer spend to digital platforms and new technologies, and created new norms,
such as frequent and ongoing working from home. Today, political turmoil and cultural
divides, and the war in Ukraine, have all disrupted supply chains and pushed up
global inflation. Against this volatile backdrop, businesses must be adaptable, and
agencies must be prepared to deliver the innovation their clients need.

To give marketing procurement leaders a
voice, Havas commissioned a first-of-its-kind
research report through YouGov; surveying
over a 100 procurement decision makers -
half each from the UK and US - from
businesses of all sizes and sectors.
Alongside this, we carried out qualitative
research in partnership with Prescient.
The size and scale of this research project
has not been seen before within a
procurement community that is growing

in influence and scope.
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Procurement’s growing influence

How do you see the influence of
marketing procurement and your role
changing in the next 3-5 years?

When our respondents were asked how
they saw the influence of marketing
procurement changing over the next 3-5
years, they were far more likely to
believe it would become more influential
than less. This means that the
challenges facing agencies identified by
this research are only going to become
more pressing.

How, if at all, will the role of marketing
procurement change over the next
3-5 years?

Unsurprisingly, driving business and
sales performances was named by the
most respondents (30%) as the most
important factor affecting their roles at
present. But a similar number said that
either innovation and future-focused
solutions (22%), or data and technology
(9%), were the most important. Over
the next 3-5 years, two in five (42%)
believe procurement will see an
increased reliance on data and
technology solutions.
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Marketing procurement will
become more influential
within our organisation

Marketing procurement’s
influence will be the same
within our organisation

Marketing procurement
will become less influential
within our organisation

Don’t know

Increased reliance on data
and technology solutions

Increased importance of
building sustainability and
ESG strategy

Increased requirement for
ethical and purpose-led
media and advertising




How do you see the influence of marketing
procurement and your role changing in the

next 3-5 years?
Base: All respondents (109)

Managing company culture and talent

Committing to CSR and sustainable operations

Driving brand guardianship/stewardship
Driving business and sales performances

Innovative and future-focused solutions, data and technology
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The research uncovered attitudes that will make uncomfortable reading for agency
leaders. It paints a picture of a sector that is performing reasonably in some areas,
but has significant room for improvement.

Respondents were asked how important a series of behaviours were when
considering their ideal agency relationship - and how satisfied they were in currently
seeing those behaviours. In each case, significantly more said they considered a
behaviour important than said they were satisfied that they were getting it: the
satisfaction gap. Crucially, there is a lack of trust evident between clients and
agencies. Only 56% are satisfied they have an honest and transparent relationship
with their agencies, against 80% who see this as important - a gap of 24%.

“It is very much treated ‘theny’
R m— and ‘us’ and there's very little
= trust on the client side of their
agencies. | don't get a sense
of working together and
collahoration and | think that
the guards are up on the client
side. There can be suspicion
that they are trying to upsell
us other products.”
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Are agencies up to the task?

Respondents were also asked how much they agreed with a series of statements
about their agencies. Of those that gave an opinion, 56% said they thought that

agencies over promise and under deliver, and 53% believe their agencies are
getting complacent.

Shedding light on how agencies are
failing to meet expectations; almost
half of procurement leaders helieve
there is a disconnect hetween what
they need and what agencies are
offering, while 46% agree that
agencies only provide traditional
solutions to problems.
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To what extent do you agree with the

following statements?
Base: All respondents (109)

We are happy with our agency partners
Our agency fully understand our challenges
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Agencies over promise and under deliver

2
)

Our agencies are getting complacent

Agency partners don't really understand our challenges
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Agencies still only provide traditional solutions to our needs
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On some core competencies, agencies got a better assessment: three-fifths (62%)
said that their agency partners fully understand their current challenges. But with
two-fifths (42%) believing that the only way to improve their agency relationships is
with a pitch, those agencies that are failing to live up to their promises and offer
relevant innovation could see their business at risk.

‘“The toughest thing is when you
transition to a new agency and
the disappointment level that
some clients get when it’s, ‘Oh!
Where's the A Team?’ ‘it's only
the C or D team that are actually
delivering the service’.”
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The satisfaction gap

All of the behaviours respondents were asked about - such as having an honest and
transparent relationship - were seen as important or very important by between 61%
and 80%, whereas satisfaction rates ranged from 44% to 59%.

In most cases, factors of higher importance had higher satisfaction, and the same
was true with lower importance/satisfaction. But it is those areas with the biggest
satisfaction gap - high importance and low satisfaction - that pose the greatest
challenge for agencies.

When you think about the ideal agency
relationship, how important are each of the

following hehaviours?
Base: All respondents (109)

We have an honest relationship [N 0%
Agency understands our business [ IIEIGINGINEEEEE 02
Agency delivers value for money |GGG 750
Agency understands our customers I 7532%
Agency innovates for the right reasons I 73%
| feel like my brand(s) are in safe hands || IIINGDD. 22
Agency helps our team to leam new skills [ IIINININGNGNGNENEEENEEEEEEEEEEEEEEEEEEEE 632
Agency helps us to prepare for changes [N 653
Agency feels like an extension of my team [N 6520
Agency challenges us to innovate [ I 652
The culture of the agency fits well with our own [ INNIEINNNNDD 672
The best agency talent is working on our business [ IENGININININININININENEGEGEGEGEEEEEEEEEEEEEEEE 67
We are always learning from our agencies [ IINEGIGINININININININIININNININGEEEEE 672
Agency inspires our team [N G5
Agency are willing to take risks [ INEGNGININININGEGEGEGEGEEEEEEEEEEEEEE 62
Agency pushes us NG 610
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Now thinking about your current relationship with
your agencies, how satisfied are you that you are

getting the following?
Base: All respondents (109)

Agency understands our business I 59%
Agency understands our customers I 59%
Agency delivers real value for money I ——— 5T %
The culture of the agency fits well with our own | ——— 560
We have an honest relationship IS 56%
| feel like my brand(s) are in safe hands I 56%
Agency feels like an extension of my team I 52%,
Agency helps our team to leam new skills  IE——— 49%
Agency challenges us to innovate I 49%
Agency inspires our team I 48%
Agency pushes us I 48%
The best agency talent is working on our business II———— AT %o
Agency innovates for the right reasons GG 46%
We are always learning from our agencies II—— 46 %
Agency are willing to take risks I 45%
Agency helps us to prepare for changes I 44%

The biggest gap - 27% - was found for the statement “my agency innovates for the
right reasons, rather than just for the sake of it”. Three quarters (73%) of respondents
thought this was important, but less than half (46%) were satisfied it was happening.

“My agency helps us prepare for change and transformation” saw the next biggest gap,
24%, between those who thought it was important (68%) and were satisfied (44%).

‘““Stakeholders internally are really in need of people
that can take them by the hand and say, ‘we've got
this covered - we've done this hefore’.
| think that is leadership in driving transformation.
Something that is critically important.”

BRANDS

Special Report

h havas MEANINGFU’



Relevant, meaningful innovation

Many of these figures point to the ability to deliver appropriate innovation, which
serves business objectives, as a key area for improvement for agencies.

Large numbers of our survey base felt that agencies typically only offer traditional
solutions, and when they do innovate, it is not always for the right reasons. They rate
highly the importance of innovation, future-focused solutions, data and technology, but
aren’t confident their agencies will be able to help them prepare for change.

“] want them to be innovative for the right
reasons and don't follow the greatest, biggest
shining star that's actually not relevant to me.”

There are clear warnings here for agencies and a clear call to action should they
choose to hear it. The report highlights the importance of innovation and
transformation at every level of clients’ businesses and it reminds agencies that it
is not enough to just say you can help support in these areas, but to be able to
deliver is going to be key to building that long-term, more meaningful relationship
that will last. Thanks to this research, we have identified seven ways to improve
the standing of those relationships.
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THAN
YOU

NOTICE: Proprietary and Confidential

All the content of this document (text, figures, lists, financial information, graphics, design, diagrams, as

well as other graphic elements and/or audio and videos), whichever the format used (paper or electronic),

is confidential and proprietary to Havas Group. This document includes ideas and information based on the
experience, know-how, intellectual/creative effort of Havas Group. For these reasons, this material shall not be
used, reproduced, copied, disclosed, transmitted, transformed, commercialized, or communicated, in whole or
in part, neither to third parties nor to the public, without the express and written consent of Havas Group.

Havas Group © All rights reserved
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