Advertising Agencies

ReadyGetSet Report

Ok, here's how advertising agencies operate.

They help customers put together an advertising plan, they produce the actual content of ads, and they arrange media placement, that is, the placement of ads in newspapers, magazines, radio and TV.

Some agencies do all these things, some specialize in one area. They may also do public relations, telemarketing, and direct mailing.

Most agencies are small, with annual revenue under $2 million and fewer than a dozen employees. People with creative skills are their major expense. 

Revenues are called billings, and include money that's passed right along to media companies for ads.

Annual billings per employee vary from $100,000 at smaller agencies to 200,000 at big ones.

New clients are often found by pitching them a proposed ad campaign, or thru competitions with other agencies, sponsored by the client.

Computer systems are heavily used to design and produce ads. 

Here are some strategic things you should know.

Large ad companies like Omnicom own strings of agencies with various specialties, to provide a full range of services to customers.

Large corporate customers often use more than one agency.

Declining interest in TV and newspapers has made other types of advertising important, like billboards and the internet. Internet advertising is growing rapidly.
Ad agencies are strongly affected when the economy's in a recession.

Here are some good talking points.

What kinds of services do they provide? Does it include media placement?

How many people work there? It's usually less than a dozen.

Are they part of a larger group? 

Do they depend on a few large accounts? Because agencies are small, large customers can be very important.

How much internet advertising do they do? 

With changes in technology and media, how do they see advertising evolving?

Finally, how do they see the future of their own agency?

Now you're ready.

