
The	
  Changing	
  In-­‐House	
  Agency	
  



In-­‐House	
  Agency	
  Models	
  

•  Need:	
  Crea9ve	
  “factory”	
  structure	
  
– Func9ons	
  primarily	
  in	
  reac9ve	
  mode	
  

– Viewed	
  more	
  as	
  execu9onal/tac9cal	
  partners	
  
– Smaller	
  in	
  size	
  
– Mostly	
  junior	
  level	
  staff	
  



In-­‐House	
  Agency	
  Models	
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In-­‐House	
  Agency	
  Models	
  

•  Need:	
  long-­‐term	
  planning/strategic	
  partner	
  
– Proac9vely	
  plays	
  central	
  role	
  within	
  organiza9on	
  
– Develops	
  communica9on	
  strategies	
  
– Manages	
  all	
  crea9ve	
  
– Oversees	
  any	
  external	
  agency	
  rela9onships	
  
– Larger	
  staff	
  with	
  more	
  senior-­‐level	
  staff	
  



In-­‐House	
  Agency	
  Models	
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In-­‐House	
  Agency	
  Benefits	
  

•  Dedicated	
  staff	
  working	
  on	
  one	
  brand	
  
•  Turn	
  work	
  rela9vely	
  quickly	
  
•  Fixed	
  opera9ng	
  cost	
  
•  CommiUed	
  to	
  maintaining	
  consistency	
  of	
  
messaging/brand	
  look	
  and	
  feel	
  



In-­‐House	
  Agency	
  Challenges	
  

•  May	
  not	
  get	
  a	
  fresh	
  perspec9ve	
  
•  More	
  likely	
  to	
  get	
  more	
  rework	
  (no	
  $$)	
  

•  Increased	
  capacity	
  =	
  less	
  quality	
  
•  Lack	
  of	
  strategic	
  planning	
  vs.	
  execu9on	
  



Mutual’s	
  Model	
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Mutual’s	
  Model	
  

•  Centralized,	
  Corporate	
  Division	
  
•  Allocate	
  costs	
  back	
  to	
  Business	
  Units	
  
•  Marcom	
  areas	
  dedicated	
  to	
  single	
  SBU	
  

•  Responsible	
  for	
  managing/maintaining	
  a	
  
consistent	
  brand	
  image	
  and	
  iden9ty	
  



Mutual’s	
  Challenges	
  

•  2001	
  
– Staff	
  of	
  +/-­‐	
  80	
  
– Processed	
  approximately	
  500	
  jobs/month	
  
– 3	
  web	
  designers	
  
– No	
  formal	
  process	
  for	
  capturing	
  all	
  work	
  



Mutual’s	
  Challenges	
  

•  2011	
  
– Staff	
  of	
  90	
  
– Process	
  1,000+	
  jobs/month	
  
– 14	
  web	
  designers/3	
  e-­‐commerce	
  coordinators	
  
– Marke9ng	
  on	
  Demand	
  

–  Interac9ve	
  design	
  vs.	
  tradi9onal	
  print	
  design	
  



Mutual’s	
  Challenges	
  

•  Increased	
  workload/flaUened	
  staff	
  
•  Increased	
  accountability/transparency	
  
regarding	
  alloca9on	
  $$	
  

•  New	
  expecta9ons	
  with	
  new	
  media	
  op9ons	
  


