A focus on reshaping structures.

Marketing is a people business, and the agency sector has always recognised and celebrated talent, from
the creative teams behind famous ad campaigns, to brilliant business leaders, media planners and more
besides. While the talent is there to see in agencies across the globe, our industry must keep asking itself if it
is putting that talent to the best possible use.

In a volatile world with an uncertain economic outlook, and some unknown technological advance waiting
round every corner, anticipating the marketing needs of a business is a tougher task than ever before.
Agencies must be able to offer organisational models that fit around the needs of individual clients, securing
the best talent, offering flexibility, and underpinning it all with commercial models to match.




MEASUREMENT TO ADDING VALUE

In 2022 Havas commissioned YouGov to
survey 109 marketing procurement decision
makers, half each from the UK and US, from
businesses of all sizes and sectors. Our
findings highlight several ways in which
agencies can better meet the needs of
today’s businesses. They also make clear the
need for flexible operating models.

However, we also find that:

AGENCIES NEED TO THINK DIFFERENTLY.

And the research is clear in what clients want agencies to do:
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Agencies need to transition from measuring FTE's, fixed scope of works, and embedded operating models,
to providing their clients with bespoke brand solutions, retaining star talent, and providing flexible adaptive
service models for the client’s evolving and future needs.
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When we asked procurement leaders which agency behaviours they considered most important,

came out at the top.

This makes it vital that:
The agency is ingrained in the client business (core team), and not just on a project by project
(understanding)
The adaptive talent is only activated when required (value for money)
The models and solutions are co-created together, between the agency, client stakeholders and procurement
—to ensure best fit and transparency.

The underlying principles of the supporting commercial model should be that it is sustainable, efficient, flexible,
fair and easily administered. With no barrier between agency services and geography (1P&L approach).

THE HAVAS VILLAGE OPERATING MODEL

Uniquely among the leading agency groups, Havas operates under a true single P&L. This means our agency brands
are never in competition with each other, and work towards the same goal of maximising value for all our clients.

This philosophy is the basis for our Havas Village model, which brings our creative, media, digital, design and
activation talent together in one location in each of our cities worldwide. This allows for seamless integration and
collaboration between our agencies, which retain their own identities to signify their areas of expertise.

Fix & flex is not a single model, and the Havas global network allows us to provide different set-ups for different
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The combination of flexibility and consistency that this model is able to offer has been key to Havas receiving client

satisfaction scores that are 15% higher than the industry average across the world.



CALLTO ACTION

Challenge the status quo. Drive for the freedom from rigid structures, without sacrificing the
knowledge, access and relationships with your star talent and extended team.

One size does not fit all. Create a solution orientated and transparent partnership, marrying the client

operating realities and ambitions to the Agency’s strengths and innovation. Our differences make us
more powerful.

Agencies need to proactively assess, share, and apply more efficient ways of working. Lead not follow.




