
TURNING HEADWINDS  INTO
TAILWINDS TO ADD BUSINESS VALUE
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IN A TIME OF 
GLOBAL 
DISRUPTION,
WE ARE ALL 
FACING 
HEADWINDS

BUT ARE THEY 
TAILWINDS 



CHANGE FORCES US TO 
RETHINK OUR APPROACH 

TO MARKETING VALUE

AND TO REASSESS 
WHERE WE

COLLECTIVELY FOCUS
Source: Havas | MB Special Report (YouGov) | June 2022​



Source: Havas | MB Special Report (YouGov) | June 2022​

OUR MEANINGFUL BRANDS 
SPECIAL REPORT INTO 

CLIENT/AGENCY RELATIONSHIPS 
GAVE US CLEAR DIRECTION

We carried out qualitative and quantitative
research with 200+ people across 

North America and Europe



believe their agencies 

don’t make an effort 

to understand 

their business

believe there is a 

disconnect between what 

we need and what 

our agencies provide

believe their agencies 

still only provide 

traditional solutions 

to their problems

believe their 

agencies

over promise and 

under-deliver

Source: Havas | MB Special Report (YouGov) | June 2022​

OUR MBi
RESEARCH 
TELLS US

YOU WANT 
SOMETHING 
DIFFERENT 

believe the only way to 

improve the output is to put 

the business up for pitch

42%

56%

46%50%

40%



IN A TIME WHEN TRANSFORMATION
IS THE CORPORATE ZEITGEIST



VISION 

HCG 

WORKS

HOP

Innovative and future-focused solutions, 

data and technology

Driving business and sales performance

Driving brand guardianship/stewardship

Committing to new MarTech operations

Managing company culture and talent 6%

8%

9%

30%

31%

Q15_RC. You say that each of the following areas are very 

important for your role currently. 

Which would you say is MOST important? Select one only.THERE IS AN 
INCREASING 
DEMAND FOR 
DELIVERING 
MEASURABLE 
CHANGE



AGENCIES NEED TO THINK DIFFERENTLY 

of C-suite believe agencies 

still only provide traditional 

solutions to our problems

Source: Havas | MB Special Report (YouGov) | June 2022​

46%



Source: Havas | MB Special Report Procurement (YouGov) | May 2022

Helps me learn new skills

Helps me prepare for change

Innovate for the right reasons 

Try new approaches

Understands our business

Understands our customers

Reveal value for money 

Efficient model

IMPORTANT

SATISFIED

Best talent

An extension of my team

Honest and transparent

YOU TOLD US 
CLEARLY WHAT 
YOU WANT 
AGENCIES TO DO



FOCUS ON WHERE THERE IS THE BIGGEST 
OPPORTUNITY TO BUILD UP AND OUT

What we do

TALENT
& SCOPE

ETHICS
& SUSTAINABILITY

Where we impact

DATA
& TECH

How we measure
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What we do

TALENT & SCOPE
A FOCUS ON RESHAPING STRUCTURES

Tracey



CHANGING OUR APPROACH TO TALENT

FROM JUST MEASUREMENT:

FTEs

Scope of work

Org structure

TO ADDING VALUE:

Star talent retention

Adaptive services for clients’ future needs

Bespoke brand solutions

Village op model



EVERY CLIENT IS LOOKING FOR NEW MODELS

HEADWINDS TAILWINDS

Innovation

Differentiation

Competitive advantage

Output neutrality

Channel complexity

Lack of (long term) scope visibility

Need for agile talent

Maximising budget/ 

MROI improvement



A POWERFUL COMBINATION

OPERATING MODEL
FTEs

Scope of work

Org structure

COMMERCIAL MODEL
Star talent retention

Adaptive services for clients’ future 

needs

Bespoke brand solutions

Village op model
CLIENT SPECIFIC

INNOVATIVE

AGILE

ADAPTIVE



FROM FIXED AND RIGID SCOPE BASED TO
HYBRID CORE AND AGILE OUTPUT BASED MODELS

Less like this More like this

Shifting effort from internal management 
and delivering the right solution on time



FLEXED GLOBALLY TO DRIVE 
MORE EFFECTIVE RESULTS
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Branding

Adv e rtising

Partnership & Activ ation

Content Production

Digital

Decentralised

Regional lead 

based on brands

                       
                     

Centralised

Led by global hub 

in the US

Content Production

Branding

PR

Digital

Expe riential

                       
                     

Centralised

Led by global hub in China, 

supported by London

Customer Experience

Branding

Te ch Integration

Data

Loyalty

                       
                     

Content Production

Adv e rtising

Partnership & Activ ation

Comms

Social

Global Hubs

Strong global axis between 

US/UK/Singapore



Where we impact

ETHICS
& SUSTAINABILITY

THE SHIFT TO (MEASURABLE) 

CORPORATE CITIZENSHIP

Matt
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WE NEED 
TO MAKE 
ESG++

THE 
GROWTH 
STRATEGY “

of C-suite believe 

ESG will create more 

resilient businesses

I think it’s important to 

underscore how seismic this 

is: sustainability and ESG-

led businesses are literally 

the future 

“

Sam Hornsby, CEO TRIPTK

79%



88%
of consumers would switch from 

a brand they’re loyal to if there’s 

a sustainable alternative

95%
of consumers see sustainability 

as something they want to do, 

not just need to do

86%
of C-suite leaders believe there is a shift taking 

place in their industry, away from serving 

shareholders and customers to considering a 

broader group of ESG stakeholders

90%
of C-suite leaders say customer 

demands for ESG action is 

now at a critical stage

CONSUMER DEMAND IS ALREADY THERE



70%
say they lack the capacity needed to 

deliver the direction ESG principles require

60%
of businesses have ESG plans, 

but only…

65%
express the need for education 

across the board and C-suite

12%
of C-suite leaders expect to stick 

with today’s plan

WE NEED TO TURN ESG INTO COMMERCIAL STRATEGY 



AGENCIES HAVE TO MATCH VALUES 
TO CHOICES 

FROM JUST MEASUREMENT:

Sustainability as a cost

Siloed ESG activity

TO ADDING VALUE:

Sustainable growth

Systemic ESG solutions



AN ETHICAL 
MARKETING 
PRACTICE 
NEEDS SIMPLE 
PRINCIPLES 

WE LED THE INDUSTRY IN 2021 
AND WILL CONTINUE IN 2022

DO NO HARM 

The ethics of 

compliance

TRY TO DO GOOD

The ethics of 

achievement 



BE RADICAL 
AGENTS 
OF CHANGE DO NO HARM 

The ethics of 

compliance 

TRY TO DO GOOD

The ethics of 

achievement 



SIMPLE PRINCIPLES GUIDE 
DETAILED BRAND FRAMEWORKS 

Audit 
advertising 

supply chain

Understand
opportunities

for change

New approaches
where needed

DO NO HARM TRY TO DO GOOD



VALUES DRIVE VALUE

Source: Havas | MB Special Report (YouGov) | June 2022​

>10% increase 
in campaign reach 

71% reduction 
in carbon emissions from 

digital ads supply chain 

700 staff 
globally are Certified Ethical 

Advertising Executives  

Implementing our inclusive advertising framework 

to support LGBTQ+ and Minority Creators 

Implementing the AdNetZero action 

plan, measuring emissions and impact 

Putting applied ethical principles at 

the heart of our business 



AND DELIVER MEASURABLE
BRAND GROWTH

DIVERSITY & INCLUSION:
ADIDAS LIQUID BILLBOARD

SOCIAL INVESTMENT:
SANOFI COMEBAQ COURTS

SUSTAINABILITY:
CARREFOUR ACT FOR FOOD

70% sell-out in 4 weeks, 

+175% of target
+11.5% sales Y.O.Y

90% believe brands with 

responsible food production



Where we impact

UNDERSTANDING THE WHOLE CUSTOMER

DATA & TECH

Matt



MEASURING MARKETING AND 
BUSINESS VALUE IS 

INCREASINGLY CHALLENGING



SIMPLE PRINCIPLES GUIDE 
DETAILED BRAND FRAMEWORKS 

We define 
what marketing 

value means 
to you

We design 
the key 

performance 
indicators 
needed to 

measure value

We set targets 
and industry 
benchmarks 



DELIVERING A MEASUREMENT FRAMEWORK

1

Havas Helia

_10



INTERPRETED BY A TEAM OF 
PERFORMANCE EXPERTS

FROM JUST REPORTING:

Acquisition

Reach and broadcast

Share of market

Data costs

Tech systems

TO ADDING VALUE:

Life-time value

Incrementality

% High value customers

R.O.I.

Tech application 



DELIVERING THROUGH OUR UNIQUE 
APPROACH

BRAND 
ENGAGEMENT
(acquisition 

focused)
(LTV focused)

CUSTOMER 
RELATIONSHIP
(LTV focused)

CUSTOMER



LET’S DISCUSS


