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BST C 

Th urvey for thi dy wa d n between 

h 19 h Augu ' 1983 and 30 h p mbcr, 1983. The 

population of interes inc1 d d all advcr ising 

ag nc e p r ing in Kenya a~ f h abo e dates . 

A i obt ·ned from the Ma k ng c y of Kenya 

a updat d to include only ho e ad er ising 

g cie ha were in opera ion a tha t..'me . This 

ga al ~ 14 advert is . ng agcnci be ercd e a 0 0 co 

in a c nsu urvey . However, only 13 of hem were 

nt..ervi w d. 

The tudy was an exploratory on w'th two 

main object' e , vi~ . 

(1) To identify the na ur of advertising 

agencies in Kenya, and 

(2) To explore the opera ion of ad ertising 

agencies in Kenya. 

To addr s itself to h e obj c ve the study 

sought to an \er he following quest'on : 

(i) (a) How many types of adverti ing aPencies 

ar there in Kenya? 

(b) How are ad ertising agencies in Kenya 

organi~ed? 

(c) Who owns advertising agencie in Kenya? 

(d) By what methods are adverti ·ng agencies 

n Kenya compensated for the'r work? 
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(i.) Wha adver ising ag n y rvJc ar 

off red by th adv rtising g nci s in 

Kenya? 

( · ii) What methods ar u ed by dv r ng 

agenci s o obta·n new c ien ? 

(jv) Who de ermine the media ho en for an 

advertising campaign? 

( v) \hat do ad erti ing agenci per e e s 

the causes for change of ag ncy by eli nts? 

P rsonal interviews u ing a s rue ur d 

ques ionnaire (see appendix 2) 

da a. 

u d 0 co t 

The findings were as follows: Th re were two 

type of adverti ing agencies in Kenya. Th e were 

fu 1 ervice (some 76 . 9 per cent of he agencie ) and 

reative boutique (23.1 per cent) agenci 

Some 53.8 per cent of the ag ncies ' re 

organi~cd on departmental basis, 38.5 per cent of the 

agencie on both departmental and group ba i 

r maining 7.7 p r cent on group basis. 

and the 

On ownership it was found that some 46.2 per 

cent of he agencies were Kenyan owned, 30.8 per cent 

were Amer·can owned, 15 . 4 per cent were British owned, 

and 7.7 per cen were Canadian owned . It wa also 

found that while only 38.5 per cent of the agencies 

were branches of multinational organi ~at ions, 61. 5 per cent 



u· 

,., •r na i n 1 ( a J n agency op rat d in no 

o h r coun ry p r from K nya) agcn i s . Again, 

,.,h·l 76.9 p r c nL of the agenc·e w r und r 

imit d liabi i y company O\ncrship, 15.4 perc n 

wer own d by ol proprietor , and 7.7 r c nt y 

partner . 

Th m thod of compensa on re a follo' 

s·.6 p r cent.. of th agencies\ r ompensa ed by 

media commi ions 61.5 per cen by ser,·ce charg s, 

23.1 per n by a composite of other method , 7-7 

per cen y fees, and 15:4 p r ~ent by me hods other 

tha the above. 

Although a 1 advertising ag ncy rv 

w re off r d by the advert·s~~g ag n s n Kenya, 

adv rtising planning, copy d lopmcn , ar work, and 

media sel ction were the most fr qu ntly offered 

by all the agencies The oth r rv · c s w re ot 

a · frequently offered. 

The most frequently ci d m thod used by 

ad erti ing agencies in obta"ning n w cl· nts was 

personal contacts and olici a ion to prospecti e 

c ients, followed by speculative pre 'en ation, hen 

ag ncy presentation and reliance on client's own . 
approach. 'The rest of the methods were not frequently 

ited. 

In 69 . 2 per cent of th agenc"es, t h e deter-

minaLion of the media chosen for an advertising 
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ampaign w by both th ad r i er 'd a n · . 

In 30.8 per c nt of h agen s, wa d by 

the agency alone. In none of th agenci h 1.;ev r J 

did he adver i er alon determin uch ho'c . 

The study also found out th t. di s t.i - faction 

'th the standard of agency r 'eat.i v rk nd di a -
i fa tion \ i h he standard of ag ncy c ount. m nagc-

ment were perc i':ed by 76.9 per cent of he agenci 

n ach ca e a ca~ e for chang f ag ncy by c i nt . 

The her caus in tenns of ranking by fr qu n y 

of nti n \\ re per onality confli t b t1 n th eli 1 l, and 

agency, and hang s in the advert· sing personn 

company. 

of tl eli nt, 



CHAPT ·R I 

I TRODUCTIO 

Bacl<gr d 

Su s and effective es in adver i in"' in m t cas 

requix the c ined efforts of three type of in 

tl e adv r, the adver ising an-ency, and th media o~ner. 

Th form a thre -cornered rela .ionsh.ip. 
1 

The advertiser is the fir party in the r lationshiJJ, and 

it him who possesses the advertising probl ... m fo wh · h 

he pproach s the advertising agency to d i an advertising 

campaign . 

The adv rtising agency as the second party occupies a 

middle po ition in the relationship . '!he Am rican As ociat..ion 

of Adv rt..ising Agencies has defined an advertisi.ng agency as an 

· ndependen business organization ccxnpo ed of cr at· ve and 

busine s people ~to develop, prepare, and place adv rt..ising 

jn adv rtising media for selle s seeking to find customers for 

th ir ~ d 
. 2 · an serv.1.ces . '!his is the definition adopted in 

his study . 

Th third party is he media owner and it i trim \\ho e 

medium of coarnunication is used to carry he adverti ing 

messa~ o the target audience . The ad ertising media is 

1
Colin Gilligan and Geoffrey Crowther, Ad ertising 1anagement 
(Oxford: Philip Allan Ltd . , 1976), p . 61. 

2
Fredri k R. Gamble, "What Advertising Agencies Are- hhat 
They Do ad How The Do It,v , ew York : American Associat-ion of 
Adv rti ing Agencle , Inc., 1968, p . 4. Quoted in Dorothy Coh n, 
Advert..i ing (New York : John Wiley & Sons, Inc . , 1972), p . 290 . 
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dfin a the means by "'hlch ad et·tis r r h 

their p1•o pe ti om rs with advertising m s. In lud d 

in his d fini iun are channel lil<e radi , t, levj ion, new ·paper , 

magazin dir l. mail, spe ialties, poinL-of-pw· ha e 

dve ising, o d or ad ertising, nonstand rdiz sign , ran it 

ad erti ing cinema or film advertising, and dir c ory 

adve ti ina. 

I with the second party in his thr e-c rnered 

relat.ion hip, the advertising ~uency hat this udy is cone me 

In this study the meaning adopt •d for ad er · ·sing s hat 

of the Defini i ns Committee of the American 1arkeLing ociation 

whi h has defined ad ertising as "any p id form of nonpersonal 

presenta ion and promotion of ideas, goods, or servi e by an 

identif · ed sponsor . .. 3. 

IL is possible for an advertiser to d v ' se and place an 

ad erLising campaign without involving an adver · · sing agency . 

This happens, for example, when he cont. n of adv rtisements 

is decid at very short notic , or when he probJ m is as simple 

as that of putting a 'for sale' notice in a nat'onal or 

provincial newspaper or in such a simple advert' 'ng media as 

nonstandardized signs, or wh n the f · rm has it o\...n highly 

developed adve ising depar ment staffed not only by experienced 

admini rative and advertising personnel but also by specialized 

~eport of Definitions Committee, 
Vol . 13, No . 2 (1948) , p . 205 . 

ing 
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advertising exper In most cases, however, and for the 

majorit..y of business organizat · ons the ad rtising agen y plays 

a real and very important role in advertising. ill such cases the 

advertising agency cannot be avoided as it brings together such 

specialis ts as writers, artists, media experts, resear hers, , 

broadcast pNxlucers, and various ot~er experts \vhose combined 

efforl.s result in an improved eff.ciency of the advertiser's 

ccmnunication net1o~ork. 4 The advertising agency therefore offers 

to advertisers of both large and small sizes an opportunLy to 

benefit from the attention of various specialists whose teclmical 

and special services are required for success in present day 

advertising. 

Any advertiser with an advertising problem will naturaUy 

have to make two major types of decisions . First, he would have 

to decide \omether to use an advertising agency or not . If he 

decides to use an advertising agency then his next decision would 

regard the selection of an advertising agency . This decision would 

take into account a nwnber of factors such as services and type of 

agency to go for, expertise of the agency 1 s personnel, method of 

agency compensation, and many other factors . :rhese and other 

factors have been provided by Dorothy Cohen in her discussion of 

the selection of a new advertising agency . 5 Obviously, the 

advertiser would be in a better position to optimise his decision 

if for each factor that goes into the selection process there 

4wright et . al._, Advertising, 4th ed . (New York : McGraw-Hill, 
1977), pp . 158-159 . 

· 5Dorothy Cohen, Advertising (New York: John Wiley & Sons, 
Inc . , 1972), PP · 300-301. 
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n f agencies offering vario 1 al n t.i es o the 

d rtiser. 1\ r vie"' of the li rat reveal that in bo h b 

.K. and U.S. here is at pre en a ·d spectr m of ad ising 

a nc arying in size, service , and pecialis ion for the 

ad r iscr to hoose from. In Kenya -h si tion is 

re ponds by inve -a lit This study her fox 

tig.1ting th na W"e and operations f a \ er i ing ag ncie in 

nya. 

Statement of 

In spi of he important role pla d by he adver ising 

a ncies in fac·litating the process of mass di Lribut·on, v ry 

li · 1 is known about he nature and opera io of adver ising 

in K nya . The types of advertj sing agencies, the· r 

organizat·on, the services they offer, how they obtain n w 

eli n , how hey are COfttpPnsated, and o her sim "lar i s 

remain a my e y to most people in this ountry. t was for 

he ptwpo e of generating such information that this study was 

w1dert..aken . 

The Objectives of the Study 

Th main objectives for this exploratory study w re: 

(1 T identify the nature of advertising agencies in 

K nya~ and 

(2} To explore the operations of advertising agencies in 

Kenya. 

· In order to address itself to these objecti es the study 

therefore sough · to answer the following major questions: 
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in 

(i) ( ) I w many types of 

here in Ke ya? 

(b) H are advert· 

\\'l o owns advcr i ng a 

5 

ina a nci s are 

s u1 K nya organized? 

n K nya? (c) 

(d By hila me hods ar adv rti ing agenci s in 

K nya compensaLe for t h r work? 

(i ·) \"ha adv rtising agen y s at offered by he 

in Kenya? 

(ii.) Wha m thods are used oy ad rt...:i: ·in a ·n es to_ 

obt in new ellen ? 

( ·v) Who d ermines the m a hos for an adv rtising 

cam CJ1.? 

(v) Wha · d adver ising agen j v as the causes 

o hange of agency by client.. ? 

Impor y 

\\'hil th. tudy may be of value t..o any 

ies in Kenya, it is h d i 

n intere ed 

findings will 

specifically n fi he following: Produ s raders and 

mark ters in 

nature of ing agenci s they are d 

the 

· ng with . The 

study likewis m y b of value to media own r · n understanding 

the advertising agencies they are dealinn- with a d also giving 

them insight as to the areas of their media b in in which the 



l.n could be of h lp. h lly, udy may 

p ovid f od o he acad~lLL ...... d a d may b useful 

to hem f r pur of fu ure r ear h. 

Th' proj t por consist. of fi hap r The 

f:i t l a1 r, h introduction, g1 tmd infonnat ·on 

t e ubj c ma r of the study of Lhe problem, 

he obj cti tudy, and he he udy. 

Th ch.lp r pro id s a revi w of h J iLera ure 

pert in udy . Covered a w of h literature 

ri al d elopnent~ natur , nd perat · ns of the 

adv rti ing agen y business in Dr· tain and J\m ri a. 

The hird hap er deals \ · h he d ign for th study 

specifyi g 

and the d 

pula ion of intcre 

ollect ·on method. · 

Th our h apter is mainly con 

and fin 

T f'nal hapter the con 1 

the 'fin dings o the study, highl' ght 

c n lud · \v:ith ggestion s t'or t' 

people interviewed, 

d \ · th data ·analysis 

n, !!IJJlJllarizes and discusses 

limitations, and 

ur re arch . 
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Th li 

and 

CHAPTER 

T RATURE R ·V 

In 

vie"'-ed t aims a identifying h 

io of adverti ing agenci in he soci 

mer adv r ·sing agency ind ry ·s I · ghly de eloped, uch 

as in urope and 1\meri.ca. The r v ew focu e on the h · t. ry 

of adverti ing a nci s the type f advcrti ing agencies the 

functions of th advertising agency, '"'"'a dv rt · sing agen y peopl 

do, how dv ,rti i .ng agen ies ge cl' ent , h advertising agenci s 

'-'Ork, how adv r i ing agencies make mon y, and agency-client 

urnover. 0 of th advertising agencie in Kenya are either 

ranch of m t · ··ta ional agencies or independent agencie tha 

have borrowed m ch from the European and American agencies . A 

review of the na ur and operations of he adv ising agen y 

industry in the U.K. and U.S. \\'0 d throw a lot of light on he 

advertising agen y industry in Kenya. 

llist ry of the Adver ising Agency 

Insight. into the nature and opera · ons of modern 

advertising agen ie can be gained by a bri f look at the 

develo(XIlel1t and evolu ion of the adverti inn a.:,~ncy . The history 

of such development and evolution in Britain and America is 

reviewed in he following sections . 

...... 
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a cy in Britain ba k o h middl 

~'Y of mod rn 

the 17 h 

y w n the first recognisabl pr s nt ppear d. 

publishing Sc ral y ar la r, in 1666 , e 

0 f' gnt 

u h adv 

upplemen s, offering an oppor · ty b inessm n 

or custaners hrough th ir adv rtis nt Ho\YE!V r, 

ing upplement \~·ere mor lik publi not· ces un -: 

arly 1 th C n ury when their format .hanged a a di ferer.t:. 

appro h o prod t promo ion \ as adopt d. q'his p riod according 

to Gilligan and Cro her marked the emergence of h first 

ogni ;t le adv rtising agency, the R, ynell and Son fonn d in 

812 in London. 7 ·The range of services offered by thi advertis"ng 

agency r mained imited until the second half of he 9 h C n ury 

wh n for h fir time hey provided creati e advice o heir 

This addition into their services wa n c ssitat d by 

increas'ng industrialisation at that ime nd h need 

her by ~or bus inessmen to earch a iv ly for n w 

ma k t . Many n w newspapers had al o b n found d by 

h. tim 

p opl had 

papers. Th 

t only were there many ne~ pap r bu many 

l . c ~one intG pac selliA~ b ·~ for new-

g neral approach at thi t"m was f.or newspaper 

6c·lligan and Crowther, op.cit . , pp . 61-63 . 

7 Ibid. , p. 6:2, 
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p 0 11 larre b1 f 

r ions of t.o ompanie ,.n_ hing 

1.o ad Com ti ]on k s comp led th 1 

nge of serv r d to clients .
8 

1any 

br ro ide advi n 1oga · ab e for e in 

ad was eventt lly foll "' d l>y an thcr addit ·on 

in he in rodll tion ratio into 

advert· f which ad e isers uld a ail hemselves . 

Th:o format-ion of a number of 1 rea iv 1 ad ertising 

agenci in h 1 t, er part of h 19th C n WJ' wa oon follo,.,ed 

by a s ady but 

busine s . 9 Th · 

elati ely W1Spe vac ar gr \ h of adver ising 

gr01 h ontinued up to th t World War . The 

rate of growt-h in reased slight y betHeen wo Horld wars but 

wh n the Se ond Wor d \ ar started in 1939 he advertising busin ss 

suff red a ver setback . This ,.,a beca · many adver ising 

prac i ·one h d "oined either he~~ try of Informa ion or 

gone to d d art f h 
. . . 10 

a ep men s o ot. r nu.rus r1es. 

t was dur · ng this time 1 a adverti g agencies in the 

United S a es an d rapidly and incr d the range and scope 

of their erv"c o include advi eon var·o ac iv · ies such as 

marketing, m rchandlsing, market research, pub ic relations and 

11 many others. Thi had a strong influence on many British agencies 

which after th wat follo d suit. In 196 5, the adven of 

COI1Jilercial tele 

8
Ibid. 

9Ibid . 

10
Ibid . 

l1Ib. 
i.d . 

ions in Britain led to the establishment of 



10 

levi i n m n in he 1 rg r Br · · h agen ies . 

1970s Gilligan d Cro h r argu ha 

in 

a in Bri ain in ea5 ing ind trial· ati n 

grea ly stimula d th growth of ad er i · g agencies . A cordina-

to Borden and all the devel pment of ad ertising agen ies 

in America "'' a product of ind ial d v 1 pment .13. Th y 

argue tha " · ng b came increasingly 

important, · t wn na ural hat group of ial · sts s ho d 

hi activity . 11 ~ Th gro h in importance 

of adver · sing \ a positively correla d · h th growth · n 

industrial d ve opn nt. Borden and 1ar hall ha e traced the 

history of h d lo nt of the ad t.r agency back to 

he year l 41 wh Voln y B. Palmer is aid to have started 

the first adv rti ing gency in Philadelp ·a .15. He started by 

sol'citing ad rt'sem nts for his father' new paper . Eventually 

l3 eil !i . Bord n and Mar in V. Marshall, 
(Homewood, Il inois: Richard D. Irldn, ~:..:....;::.:....:;~~~;..:.:::=~;:-:.:.:.::.. 

14Ibid . 

l5Ibid. John \V. C awford, dvertising, 2nd ed. (Boston : Allyn and 
Bacon, Inc . , · 965), p . 10. 
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1 

h ot only ld pace for his fa I cr s pal bu b 

lJ ·ng a r n \ paper y n p nn yl ani a 

and w J I did ot take long for him 

b in ud and in th r s . 

In 1 45 b id· h. Philad lphia branch he o her branches 

in f!o ton, w York and Baltimore . 17 

cording \ right, Warner, W · nter, and Z · gler · seems 

t.hat Palmer w n t the only one in his b ne . . Th y a.J gue 

that 11 aroW1d 1 40 arious men began to act sal repr sent ~ti ves 

for ou - f-to\-tn n \ispapers in such me ropol· an entres as ew 

Y k and Philadelphia . 111 Since Palmer's fa no he only 

n wsp pe publi her in America in is probable that 

pe p e o h r th n Palmer acted as sa s pr 

o her new p per Wha however might be tr i hat Palmer among 

hem emerged as he most distin e and p p ar y kn0\\'11 space 

ling agen for ne papers . t is howev 

1840 many ople participated in space s 11ing business for 

vario n \-0 paper .19 Crawford argu hat Palm r 1 s methods were 

· · a ted by his competitors whose numb r in he n · d 1840s had 

r · s n grea ly. 20. The relationship Palmer had initiated with 

16
crawford, op .cit . , p. 10. 
Borden and Marshall, op .cit . , pp. 1021-1022 . 

17c a,.,ford op .cit. p. 10 . 
1 

\Vrigh et.al. op .cit . , p . 159 . 
19crawford, op.cit . , pp . 10-13 . Borden and ~1ar hall, of¥:it.,p·.l022 . 
20 craWford, op.cit . , pp . 10-13. 
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p li compens d for rvice 

ap o Cra\lford Palm r 

l ' and p in r ) a hi 

prj ipal · 

mak on ra 

2 
p per • . In ad 

ed ha · as their ag n 

\\hO 

on it is said ·of Pa 

Though h · m thoCl of compensa ion 

he modern adv 

it cl' nts 

m 
. 23 a. 

ng agency oday r pr 

mu h as or more than it r · pr 

h wa • hor· zed o 

in h r 

pr nt day~ 

in ere t of 

nL dv rtising 

In 1865 George P. Rowell introduc d a neh' dimension~ space 

whol salin" into advertising agency busin 24 R well and hose 

who imita ed him became space wholesaler f r newspapers . 

Th y ontrac ed for large blocks of pace a r d cd rates~ and 

r old o ad er · · rs in smaller ots, at pr fitable ra es . \\hlle 

whol · ling hi way for some ne' paper th y ontinued to act as 

g a nsf 

21Ib.d. 

22
Ibid. 

23Ibid. 

the ne1vspapers wl · ch th y w r representing . 

24Ibid. Borden and Marshall op .cit . , p . 10-2 . 



In 1 67 nand Smi h ( ub qu nt.ly h J. \\'al er 

n n Compan ) nd o he ao n s II on ra nnually 

he ubli to pay a lump urn and 

tak over mos f he risk and man en i e 

ad sing pa in he a per d in the rising numb r of 

magazines which b gan o mc!ke l eir appcaran e af r h c · 

25 r. 

Borden an .1 rshall als repor that : 

In order o f'll adve i 
while a t..:n 

order ; or 
the agent 
commi ion 
paid to a 

13 

or rights 

Adv rtising agenc · es then not only pr pared uitabl adv r ising 

cop· es for ad ert · ers but also helped in h sel tion of ui able 

In about 7 5 George P . Rowell again pioneered ano her 

change in adverti ing agency busines , in which agencie · 

inst ad of bidding n advertisers 1 list, b gan to buy pace 

solely in the ad~ rt.i ers' interests, dis losing o he 

adv rtiser the pr'c s paid to publish rs. 27. According to t he 

Row 11 plan the ag nt b ught space at the owest price obtainable 

in ho e publica · listed by the adv rtiser . For his ser ice 

25crawford op .ci . , p. lJ . 

26 Borden and Marshall, op .cit . , p. 1022 . 
27Ibid . , p . 1023 . 
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ho~ v r 1 c ei ed a onmi ion \\hi h w 

2 
purchases. 

theod d a pl n in which he adv rti 

ra e{ar ·r all ommi . io rebate and 

er 1d S n Agency 

b'll for the net 

e concessio 

wer d dueL d). 29 The advertiser hen paid h agen a commission 

on hi p ce for the servjces perform d. 

\\11 · e s n agen s \\"'rked ol ly f r adv rtisers' 

. t the new plan, h old meth d of biddi.ng 

' li t persis ed upto ab 1900, wh n he new 

method be arne dominant. Even though the adv rtising agents 

had cvol v d in o spa e buying agen s fo adv rti er rather than 

accep ing the ne - est-plus-commission plan establish d by Ayer, 
, 

mos of hem f lowed he Rowell plan of btaining their income 

from he ommis ·on 1-vhich media owner continued to grant to 

them. 30 

Y another group took a diff rent direction by. becoming 

true sell ina agen .:. for selected lists of publications . 31. These 

firms ar no1o~ known as media representat.i v They represent 

t media (n wspapers, magazines, radio or television stations 

or any o her media) or whom hey sell. · e they seek business 

from ad tising agencies for the accoun s of the agencies'~li nts, 

they ar paid on a corrrnis ion basi by the media owners they 

repr en . 

28
Ibid. 

29Ibid . 
30Ibid. 

31Ib.d. 
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The abo d v loiXD n . in h a ncy ind JY 

ed to i ng adv 

r de dv 32 Thi emp a grea . 0 

n sel'v· ce .,.,. II g ard or th n t•oduction f va ied 

agen th adv rti r. y rand n is repo t. 

o have nga d n a market aualys 1897 Lo d - ermine a pr 

media list for 'chols-Sh~pard Company . 33. arlier in 1 84 

.W. , yer and h d engag d ·n full planra · ng and pre;>araticm 

of adver · ing amp igns. 34. In tl s it pearheaded the 

introduc ·on of ried services · n ing agency busine 

npelled a ver ing o devise idea 

and mak ions 0 ad rti •s 35 I • Of n agencies 

availed of the crvicc f r -lance opy writers . 

By 1890 agenci be!!an to as um into norm s rvices h 

writing of adv is· g copy \ooi • h by he nd of the 19 Centw--y 

was handled by a inct dep mcnt, he py d partment . Th 

agencies how r r lied on the help o th p in er and -the 

engrav r for 1 and typography wo k n ded. 36. The spei l 

32Ibid., p. 1025 . 

3~alp 1. H wcr 
Carob idge 

The History o 

34Ibid., p . 79 . Borden and tar hall, op .cit . p·. 1025 . 

35Bord n and larshal.l, op . cit . , p . 1025 . 

36Ibid. 



and lay n did no be' gun il about 190 

and s later t.o be fow1cl in agenc 

p r t of the a y personnel . 

Since th ginning of h 20 h Centw-y ~ cies in 

ri a have un r·g n drasti nd Marshal 

o rve: 

p acing 
agenci 
jus ad, 

he 
billings 
departmen 
d ad 
·n the se 

Bo d n nd Marst 1 n ... inue y arguincr that 

] 

oward he offer· na of more serv · s, here as a nd in I e 

1950' oward th n rger of agen i 

servi added sub an ially 

nus was 

ncy o erhead . 3 

c use more 

mergers, 

could pr d s h o erh d x nse among a large numb r 

of a un 

Evolu i n of the 

F om the a ov his ory of h d velopmen o the 

adverti ing agency ce tain trends ha been disc nible in the 

37Ibid.) p. 1026. 

38Ib'd 1 . ) p. 1027. 



evolu ·on of ad 

h · colleae.ues s 

ising a n y rvi es whi h Wrigh and 

in th follo\o!i.ng hr main 

he 

17 

39 . 
ion 

of th ncy . r tarted by rely ol · ci ing 

developed into 

heir 1· nt paper 

i acting as simple agen s lling 

on a comm ion basis . 

Even tlal t number of p t:> s from a giv n 

ne\'t'Spapcr and h n sold o ad rtise1•s in smaller pore· ons 

with the aim of mo.king a profit . Agents wer solely concern cl 

with ry · ng to sell media spac and ime o the advertiser . In 

trying o do this h y resorted to he stra gy of price u ·ting 

as adv rl-isers SOtJct1ht. he lowe po sible pr · e. During his 

stage in he evo t, ·on of advertis · n agen y planning of adv r i-

sing an developmen of the best pos ible m di hedule for 

adver is rs re lit, le emphasis d and therefor was not 

-surprising that h field of adver i ing at this ime was 

charac rized by inefficiency. 

Standard This was he se ond gP. in which the 

agent became a buyer of pace for he advertiser as opposed to 

being a eller of pa to the advertiser . The agent 1 s 

representation and r ponsibility r revers d . Instead of 

representing and be· ng responsibl o he publi r whose media 

space he old to the advertiser h was now repr senting and 

39Wright et . alo. op .cit. 1 pp. 159-161. 
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r ponsibl o h ad ert · r f r whom he bough m dia space 

f om he p li 40 An gr nt a made 

ad rt:.is~r in h'hi h he ad er r pranised 0 pl all their 

ad erLising hr u he agency. Th agen y on h , other hand 

wo d buy .::>pa he advert' r only at establ' h d rates 

as published by n wspapers and magazin Thi rrangement 

compel ed agenc · in heir ompe it,i ve struggl for clients 0 

take on such du · s like copy ·.T • l-ing artwork, ay u , media 

el ction, and res arch . J ltcse ar now conside d nonnal 

{ andard) agency services.. Sev ral ear later agenc · es 

improved the q a ity of theirs rv'c sand add ervices 

in luding helping clients to solve th ir other nonadvertising 

p oblcms. 

This was the lhird stage in which 

a., cie offered more varied and highly killed scrv · es to 

he eli nts, taking onsumer psy hol gy · to account ~hen 

cr at1ng advert· em ts . Agenci lso furthered h role of 

adverti ing in h marketing by oordinating it with o her 

marketing proc dures . The agencies rath r than handling the 

clients' adverti ing problems also concerned th mselves with 

th lients' market · ng problems . From 1.,1 • s stage vol ved t he 

ful - ervice agency typical of most large advertising agencies . 

The full-service agency renders to clients much more services 

than the marketing service agency would . 

4°c .A. Kirkpatrick Advertising (Boston : Houghton Mifflin 
Company, 1959) p . 516 . 
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ar ltSU lly cat goriz d a ording o: (1) the 

na ure, ,·ariet n r of crvice (2) method 

of offering vi and char~g li n for he services, and 

( 3) 0\\11 rship of g ncy . Acco dingly, \ t•j gh a d hi colleagu 

identi y ,he fo 1 wi.ng four major types. 4 

Agenci in his category are l y of large size and 

are tl bl o effectively off z· 

many a varie y f rvices as possible. Th y ha e a large size 

of billin~ a 11 as many account and employe s . 42 They ar 

known a full-s · ce agencies b y offer nearly all of 

the norma agen y services req d f r t pr paration and 

placemcn f adv rtisements . The e in 1 de all of the creative 

and media vic required by adve ers. Often these agencie 

are ind pend nt of advertiser own r hip. Their compensa ion is 

large y a ed on me ·a cc:mnissi n. 43 F 1-Service agencies have 

the advan age of catering to n arly all t..h advertising needs of 

thei li nts and hence have better chan s of survival . 

h e agen ies which are som times known as the creati e 

4~right c .al . > op.cit . , pp. 170-171, 16 . 

42Billings represent the amount of money b ' led by he agency 
to its client companies for adv rtising expenditures . 

43James E. Littlefield and C.A. Kirkpa rick, Advertising 
(Boston: Boughton '-1ifflin Company, 1970), pp . 4\31-432 . 
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ou iq s perfo nly 1 CI tiv fWlct · n. Th y dev 

a r ul of ive in · d 

h l e creative o ad ert · ing j n he 1960 Be ause 

h clients tend o 'an ual agen y rvi b iq 

pe iali y are ha\e fail d to aLi fy he 

di v rse advert· f lients . Th refor many uccessful 

bout.· que agenci · a hanging to full- erv · e a n ies . 

A la 

Thesear ll h rvi he agency 

to clients on an op ional basis. They char a parate fee for 

each service de ir d y th l'ent . · t,ion in this 

case being bas d mo e on ser ice charges han on media omrnis ·on¥ 

Wright and his o eagues argue that h · ype of gency may be 

referred to a he " partment-store" r "smorg. bord" agency . 45. 

46 
In-House A@n Y 

Thi ype of agency is o~ned o ight by the advertiser 

and operates under direct supervi on . L · e f 1-service 

agency it perfonns all of the creativ and m dia s rvices . 

The difference b ing hat while the -s rvi agency renders 

4~ righ et . ah, op .cit . , p. 170 · 

46See also Litt efield and Kirkpatr · ck, opt::it . , pp . ~1-442; 
Cohen, op.ci ., p . 3l3 . 
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0 ient 0 i own r 

and ly i add h r upplement h 

h he ad an a the 

pro lem and red i ng t of 

own r like t ncy it 

ns . How v r, h 

It d s o cope of 

ce independ n ng agenci 

he 0\•n r only an ins· d d imited poinL 

f he ou ide and b ad po n of vie' . It i 

he rious pr bl m of ·ng and the 

r of a d cline 

esults in 1 

ld, v·goro thinking. La k 

of keen 

"-"0 k . Th a., 

ex:ecut,i on of i 

recogni i 

0 by 

adv 

y lack independ nc 

inally, 

'-'VUill~o:>iOOS . In-h 

pani w ·ch 

m 

nL · v t d outstanding 

c ·vi y in the 

may r fuse to 

a nci in most ca c ar 

of ele ision 

Th 1 kinds of advert· ing a., ie have been 

identified by om marke er , h abov fo ar the most 

pop ar•. Tl ype of agency fo lo' ·ng s ction of the 

review indicate, detennines o en he kind and 

n r of rvi es an agen y · 11 pro id o clients . 

47\ ight t . alo. p ·. 170. 
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todern form h f 1 \ ng •u· 
ba 1. fW'l tion li 4 

'lh y ) p th eli nt. lao he d ng amp &rn . 

2 . They pl p c h ad nt or lient . 

J. lfh y help in he pl of h adv rtisemen in 

The plan actvert.i g ampaign anno be r ically 

d 'elo d in i o nn mark tinu mix . It is an 

in gr par of h ov rall m ing plan a1 d m t ther fore 

be d v loped in c njun ion wi h o her aspects of he o erall 

plan. t. is nly after a tho ough p.1.M of th ad ertising 

campa'gn ha b prepa d . 

This quir s i ra ror -o be us 

so as 0 chi eve he obje tive for ~h· h th adv isemen i 

made . The obje s could be 0 e awar ne 
' inter a 

desire, or purchase of the ad ert · produ 49 After h ' 

advertis pr pared he a!!'ency may d rtake to s 

for th c ient hose m eli a that 11 '11 onvey the ad ertising 

message in the mo t ff c i ve mann r o the tar 

~o 

t po sible. '" 

48Gilligan and Cro\ her, op . cit . :J p . 6u . 

marke L h 

ec 

s of Mark ting 

Prentice 

50Ibid . :J p . 63 . 
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Ov r h y the three b f the 

advert..i.::.ing ·n y have b n xp n<.l cl to m t he needs of 

li nts in th mark that hav b 1 l · ghly ompetiti e . 

Though a '·de an of services a1· y at ibutable to 

agenc · e Doro hy Cohen argues th II agencies have 

speciali?ed o ha they may r s one area of ex:perti 

over anoth r . nte extent of ervi of r d by the agency 

generally d pen upon its size and it par icular campo ' t'on, 

pecific agency, "SJ or he kir d of people ' he make up t c 

The follo d.ng ange of services a • off ed by most Briti h and 

American ad r ising agencies to th ir clien s . 52. 

Research 

The ad tising agency o t n f'nds it necessary 

to coil t information to aid it in he onnulation of an 

advert is· ng plan for its ellen and for reati ve and media 

decisions . · t ngages in thr e main kinds of research namely : 

internal r..,._ ... ,_.,.. r .,h within the c ient 1 own business; general 

research us.' ng government depar men s libraries, among o her 

h by mail or per onal visits t o consumers, 

salesmen, middlemen, and other . i[n r nt years the scope of 

the ad ertis · ng agency research has expanded to cope up \\ · h 

51cohen, op . i . , p. 298 . 

52Ibid. , pp . 298-300 . Littlef'e d 
pp. 4 4-427 . See also appen 
the American Association of 

and Kirkpatrick, op . it . 
B-Agency Se vice Standards of 
r · · g Agencies . 
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'h in th mark a.J~ h . 

Tod y resear h infonnati n i n 

ing and adv ·sing 

d d uy agencie ot j 

and or creative d 

r 

ir eli n di 

d · sions only~ u ly provi.dc 

o h r ser i s · n~luding market· g vices to the· r client . 

exp ded ne f r search inf rm 

at imes for a nci o resort i nd pend nt speciali zed 

r • arch organiz 

ot'ganizations ha 

ons for such inform t' on . l'l•cs 

o he expansion 

earch informa on n d . 

P anning 

Drawing an dv r is· ng plan s very importan fun n 

gency opera ion d ually r r th cooperation o both 

he agency and th eli nt . An ad e i~no- plan is part of he 

o all marketing p an of he ellen and r i a gr at de on 

r s arch informa 

do or nsure the f 

t e set for h 

o jcc i es must b 

ha e to provide al 

n. In drawing s ch a p an the agency m t 

o 'ng: first, v'abl ad rtising obje ives 

plan· second, strat gie to achieve su h 

determined· and third 1 the agency will ually 

rna ive budget proposals to help the eli nt 

det rmi.ne how much should be spent on adv rtising. 

The writing of the advertise n copy was one of the 

ear iest functions to be added to the re ponsibilities of the 

· advertising space salesman . The developnen of an adverti ing 
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opy 'is he h r of all adv gu53 and h reo urn 

pr nen in adv g agency ro his r n h 

copy d par· me of he ar gro ps in he agency 

rganiza ion PY i a ea ive fun t'on and 

includes tl , and print and br adc 

p oduction! that 11 copywr · ers frequently " rk 

in conjunct· on wi h ar ists in the pr parat ·on of print 

ad rtising and opy writers, art eli ors, and braod 

p ducers ually c mbine their e ·f rts in the preparation of 

v dcast s ]Jing 

t 

Included und r artwork are h the Pl" paration of the 

i l ustration and h d sign of th layo 

Art rk like copywr · ing and media a basic function 

of advertising agenci s. Again lik opywri ing it is a r ative 

function and can b rformed by he a~ ncy rsonnel qual if· d 

he job or other e us may be mad of o side special· s . 

Th layout r fer to he placing of all th elements of an 

advertisement ( th copy and the il ration) in the desired posi-

ions for print media. For tele · chnique is called 

'storyboar>d 1 and pr s nts for the cl ·en , agency and ou s · d 

53 "t lefield and Kirkpatrick, op .cit . , p . 4~4 . 

54Cohen "t 29 , op . c1 . , p. . 



uppli r a vi 

o appe1r. 

u 

and ike opy and 

ording to L · t, 

jo d by media 

adv tising agen 

7 <t • n of t..h w y n " c th 

rding toRi h d 0 by t:-a·s fun ion is of 

. d rt' . 55 .1n a ve :LSlllg . • 

r basic func ion of dvert· ng agencies 

ar \ rk req . e rtise to rry 

field and I · kpa ri 11 opy an ar are 

omplete th rio of re func 0 of 

_ 
11

56 
The availabil' y media ..... 

26 

and 

and ways o omnunica ion hin each mediUJT1 

oi e of comb · na ion o med · a \..tllch 

· 1 do (.,he most ff ive job of r aching he eli nt 1 prospects. 

Thi according to C en obviously es knowledge o the 

aracteristics of h available 

standing of th target mark t o be 

ir cover ge, and an 

ached . 57· h agency 

sho d be able II lect what it co iders to be he best media, 

contact the vario 

bills. "5. Costs 

m dia~ execute con racts and pay media 

De4corr~e an important co ideration in all these . 

55Richa d Busby, o make the b 
ad rti ing11 Ad i in~ and ~arke 

(Spring 1979), p. 25 . 

us 
ing, 

of characte s in 
vol. 16 · ro .1 · 

56 1..' le ;eld and · k at · k 't 4~5 ~ r p r1..c, op . c1.. ., p. ~ . 

57Cohen, op.cit . , pp. 29 -299 . 

5 Ibid. 
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he agen y a pr o the clien for 

app oval . to consid r besid s ra ar cir-

ula ion.J enc J in an<.l -her elevant 

inf nna on . S h ical dat..a is of n appl · d o omp er 

0 prod m di m which aid :i.O m a select. · on . 

Prin 

Print pr due ion people in th age cy on ert the art'" rl 

and opy in o p:-in ing plate ed he finished 

ad erti emen . s, typograph rsJtype ecters, 

pho oeng-a r and o her outside upplier is usually required 

for pr· t pr uc on ople to facilo at hem in their \vork. 

Before fin 1 p inting plates are mad proof f dvertisem nts will 

usual y b submi ed to the clien s for approval. Littlefield 

and Kirkpa ri k er o this fnn t 0 

on al produc ion 

and hey pha iz hat the departm n h task of 

transfo:rrning h copy, illustrat 0 and ayout into a 

sat 
0 

sfac ory pr 
0 

n d advertisement . 59 Th manager must w k 

clo ely 0 h he copy director and he ar d.:i ctor o He a1 o 

uses various ommercial firms such as ypcse ters 'to put copy 

into type, pho ng:ra ers for engravings el c rotyper for 

duplicate p a o be sent to pub ·cations, and corranerc 0 a1 

0 t f 0 t· .. 6o pr1.n ers or p Ul 1.ng. • 

59Littlefo ld and Kirkpatrick, op .ci . , p. 426 0 

60Ibid . 
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Cohen argu hat whil n h ea ly d ' of 1 vision, 

r de t adv t' j ing agency, 

y "sh ,. ft•equen ly plU d fr m n tw rl 
' 

r·oa.d asting a io or inde nd produ r 116 . . She 

on o arc:. ~ ha he ere i on bo h radio and 

c Imler ial ho\ er d by agen y m n and 

.,... Their work in ol es the pr para ion of I c storyboard 

t' levi ion, t.h ice and d ·~ · m 1 f props , osl.um ; scenery 

and he lik h ast . 11Thc ac m chanical 

p oduction of h comuercial rna b do by an id p oducer 

d r t~ uperv.: i n of an agen 62 
TV produ er . 1 • Li tlefield 

nd Kirkpatri k h h' or argue that al. ime omm . cial m y be 

p oduced and super i d by the opy aff . 63 Concerning broad-

\iark they on inu to argue hat 1 The agen y an pr duce 

a client's program, buy a complet. p ckaged show for him, or 

uy tim for him on a part · cipa · n sho'". The broadcas 

d p rtment some im. s buys televisi n and radio time, the media 

d partmen orne does this bu · g. u64 

61 Cohen, op . c~ . p. 299 

'63Littlefield and Kirkpa rick, op.cit. p . 4 25 . 
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T trol 

Thi rela 0 I e intern, 1 function f h advcrti::: · ng 

a ~I y. b e a 'ri 1 unct.. ·on pa1· i ly \\hen 

gr \~ in i7 Traffi he iming of 

opy art, rk, adio nd elevision COO'IIlel'Cia plat s, and 

ro ypes 0 ·hat he ear !It al o 

n ure that lien and egal app1 val are b air d, and tha 

f" 1 ma erial is is ucd o rea I ach medium on or fore 

d dline . Cohen d ribes it as "a coordina ing a 

ol function at:d. c • tha 
I 

h a i vi ties of h various 

d p rtmen s are ac ura ly intertw:in d. 1165 

Thi func ion r ures ha some continuing and close 

con act is maintain d bet\,een he a ncy and cl · nt.. to 

prom te convnunication and under tanding bet n wo. ll.'he 

agency appoints a con a t man, the a oun exe utiv o maintain 

s ch liaison . The rol played by h account e ·ecuti ve is 

early xpre sed by Lit lefield and Kirkpatri k a follo\ 

The accoun exe uti ve studi his clienV s 
circumstances and problems, ·scusses them 
with the client plans an d 
program he thin appropri t.. and submits 
this program and its indi idual advertisements 
for client approval . His major and continuintr 

65Cohen, op.cit., p. 299 . 
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'Ih account 

agen y, 1 0 

h a ot 

I ' ning. He r 

ll he pro d d 

In meditun nd 

officer 01' 

r e as ac ow1t 

nvolve hems v 

v r, h 

a a count ex uti v 

e uti ves. Remun 

ary or comrni 

b an account gr 

aded by an acco 

may signed 

nd · rkpa rick 

or may n t have an 

e ted to 

(lin s). 67 In m 
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l> t yin oin rpr lin 

nt 0 

in erpret and 

dy help ·ing ma&~ager 

rti ina- pro en 

small siz a he prii c'p 

ven pre idcnL f le agen yp ally 

;[ is no un mrnon or h n t..o 

c writin f orne opy . he arger 

e are of as ign d t..o \rork 

There are als loyee type of a count 

n for acco 

!nlar 

upervisor . On 

executi 

hat 

ut-i es may b on 

a ncies th r may 

v ral accoun ex cu i v 

nt or several client 

Littlef'eld 

ex cutive may 

is ant and tha he may or may not 

orne time in ch for ne\ accounts 

c es the work o th account ex utive 

66
Li tlefield and Ki kpa ick, op .ci . , p . 424 . 

67Ibid. 
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af er h n , lient h · 1 n ign d. Thi '" d 

d nd on t e pol· of d h pr iling 

cir umstanc 

count in,. quir s added gn · ficance in a n y 

0 ra i ns than n mo busine This i 0 b aw..· of 

h foll wing onunon a signmen an a n y•s a ount d partment 

whi h Littlefie d and Kirkp trick expr ses vel'y ] ~lt'l \~len 

h y b..,~rve tha an account dep nt of the ab n y h 

Th head of the ac oun ing depart.men in advertisin<1' g ncie 

is of n the tre r or he con roller. 

w Business 

It has been d that.. th a ra tenure of a counts 

in he agency busi in any part of the \~r ld is app oxi.mately 

four to e'ght years.
70 

ew business hould therefor be secured 

for r placement. \Vh'le some agencies r ontact men for 

the task, others engage in "'hat Cohen refer to as 11 house 11 

68Ib'd ~ . , p. 4~6 . . 

69Ibid. 

70
Cohen, op.cit ., p. 300· 
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dv rt.i. ing wh.i h ail at selling th a n y's vic to 

pr tive cH n 7 This op re hoa·o ly 

in t,l s ti n "H w gene t. his hap 

Public Rclat ·on. 

Public r • ti ns and pub ici. y per on is y 

found in the ] rg r agencies. lfhe p tbU ions d 

has the r po ibili y of building s onb~r relations be w n 

and publics like tom r ployees, ' 
1 . . 72 """' p an c~tJ.es. · u•e pub ics are 001Tlun · ca cl 

to through · utional or corpor t adver ising and publ' i y . 

It is also thro · s departrn nt hal. h agency do s m 

for itself 'th it \iO publi s, 

pros ti e eli n and present eli n Littlefield and 

Kirkpatrick arb that the agency may, i i likes, up 

it public r activity as a par but sub idiary 

corporation, in this case ~ its advertising 

li t cl . . li t 73 c ens or non v r ~s~ng c n ·s. 

Merchandising-5 Promotion 

The e w functions may be organized differently by 

different agen While some ag ci s may organize them 

71Ibid. 

72Littlefield and Kirkpatrick, op .cit. p . 426 . 

73Ibid. 



33 

r separa may mer wo 

fun ti h marke ing d p Sane are 

h d in he 1 d par r handi ing d Sal 

one rn wi • activiti ha ar not 

ri ly ad er ina-, but, are pr mo ion in effor Coh n 

gue hat 11 son1 a nci p handising f heir 

11 nl , tha y creat sal -p motional mat rial , aid 

in de ler-coope U ad r ising amp gns, e of 

, and .s on . •7 ~ On 

h otPP.r hand · t 1 field and · rkpat.,rick provid th fo lowing 

lis of possibl n and act· iti of an adver i ing 

me ch dising department : m.ltt su h as 

cont. st ' premiwns consumer educa umer rvi e and 

; marketing mat such as rod and packa!re d velopnent, 

' pricing channels, canpet · or act.'vities, marke ng 

tr n and other Dealer matter direc mail to 

midcllem n~ poin of pur hase adverti ing, retail prom ions, 

handisincr c · nt 1 advertising o de ers 

lling matters s rade sho eli p ays, and exhibi s 

a ale con entions sales training and simulation, sale 

m et 'ngs, sal i erature and other 75 

Cowan and Jon s divide agency fun ions into primary, 

nd d . f . 76 Th . f . seco ary an ter ~ary unc ~ons . · c prl.mary unct~ons 

74eohen, op .cit . , p. 300 · 

75Li tlefield and Kirkpatrick op . c' . , pp . 427-8 . 

76o.s. Cowan and R.\V. Jones, Advertising in the 2lst CentW'Y 
(London: Hutchinson, 196 ), p . 2~ . 
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jl a coun handling fun i n:s UJha 

rvi andm di plannin" and buying rud ftm t. ·on · dealing 

\\" h hnica p odu ion, an a coun Th 

fun c py ing, mark in mark inn- d media 

p li T' la ions, pr ns p in and 

On th hand t rl,iary fun i ns in ud marke 

format·on and c for ng operational 

nt. CO\,·:m and J n . h ' ver 

arch, and 

ve t..l a w prod ct c!e 

me hod of tes ' · Lh which h a ndes 

ut hese fun i ns o heir vcr· ry 

rud d ar ly 

The ...,ervice and functions of adv rt · ing a~ n show 

clea ly \\ha kin of people ". rk n adv r ·sing a ncies . 

kpa rick visua .i~e he people of an adverti ing agen y 

a 11 • • • a group of adv rtising spec· ali L plus ma k ng, 

m r'chan ing, rrm ication, and a li d personne . u78 

Th refor like unctions of agen ie he kinds of 

that " rk g agencies an be divided · nt.o 

thr classes ace rding to he w k h y do . Th t.hr 

77Ibid., pp. 22-23 . 

7BKirkpatrick, op . it., p . 514 . 

ple 

clas es 



a " hav t rela ed to p imary ndary and 

r iary fun io crning 

and al quir d · · dvertisi g a •nci s h 

on o argue: 

a canbination 
~nts), 

1 · ent ), 
lf .. · ' 

35 

Therefor or a~nci to func ion ff ctively ~ he will r qui e 

he fol]~win types of pe ple . 

Th are quir for th r arch un :ions of th 

agency. They \,rJ. be ople train d and exper· d in res h 

rk of vario ypes . pecialist in market r ch \dll b 

ful in inding ou whe e people ar who can buy the 

advertiser's product and also in evaluating th ectiven 

o a given advert· sing campaign . S · alists in m dia res ar h 

will be ful in finding ut the h · ngs people d, what h y 

h on elevision, and l'lnat kind of people hey e . Resear h 

79Ibid . , pp . 5· 4-516 · 

· 0Littlefield and Kirkpatrick, op .cit., pp . 425-426 . 



s iali t in th ing and l.h 

f ad c ising m and 

andhar hm 'llalo 

ru1 behavi aJ cien 

in orm 'on on h H b hav·or rc 

do, 'hy hey buy wha hey buy and 

36 

alu i n f he ont nt 

pecial' in the 

1 pr ide us ful 

rding why 

he 1iJ<, • 

eopl 

R 

d what hey 

ar h informa 

ful in ob a'ning n w lj n s ad erti ing planning, 

opy, s lee "on nd n he effec i 

1· t'ket and merchandising speciali tR are 

to 11adv' ad ertis r d n n ngag d in resear h 

into h s·ze and omposi ion of m rke s and aud.ien e and 

on 

i.no d of human oeha ior buy wha 1 
buy."· 

Th · nf onna ion th people provid b orne v ry us f too in 

adv rt.i · ng plann · ng opy pr pa a on m d · a 

pro 

~hlch a ncies pr 

promotion and o her n n-adver 

id o clients. M rk t analy 

us d . ad of s cial market res h ple . S 

in th 

ing ervice 

s are sanetimes 

ble or t · wo k 

~'Ould be people who have rained and qual· fied in marketing. 

Such manpo wo d be pro ided by gradua of colleges of 

marketing, facultie of comnerce and other instit ions offering 

81
crawfo d, op .cit . , pp . 34-36 . 
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·.n who e gair d per nee 

by"' king a m ing men or ani '" uld al o b qui e 

ful. 

o s · y dia lect and 

analyze media formation . Th y mt b "men in 

omparing and valu ing the dUdi nc s o he ar 

d rti ing m dia o h t the adv rt · r can reach th greatest 

of pro i ve customer at t.h 1 pos ible cost . 118~ 

s 'al im art th 0 ki is ry . Tho e 

~no have had ri nee working · t..h vad ous me a w lld also b 

quite us ful mployees of he agency 1 s media de par men 

formation prov · d d by the med ·a an is of valu in 

advert· s · g plannin", media se on and cheduling 

adv r isement e ur ledia analy s may be d o provide 

infonna ion ha m dia resear h s cialists '"o d b 'req · ed 

for. 

Speciali s in planning adver g are requir d to 

coordina e and ut · · zc he vario h informa ion, and 

marke and media an lysi in develop· g an effective 

adv rtising stra gy for the client . 6 ial training \\'Ould 

be requir d for people "'no are to ' k advertising planners . 

82Ibid . 

8Jsorden and Marshall, op .cit ., p. 102 . 
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'I c ,,d. h ri n in marketing '' rk r qualifi d in 

t an insti u io ld also be 

th' \0 k. 

Copywrite 

cialist employ d in the copy departm n 

and hilO 11combin a ~kill ,,'i h wor nd a al nt for wri 'ng 

'th ·he abili y o te idea and o visua.li.ze hem o Lha · 

h can be p' peopl abl thin! 

a d nTi e eff i ly. They should b i.maginat · e peopl aud 

urceful in id a to be abl t p 

way that peopl '"ant to buy · t . 11 ? 

"in a 

ple wh 

in per onal ing or ·n repor ·ing an be 

quite useful a wri ers. Qualification injournalism. and 

in language u s ch as provid d y s hools of j urnali 

and institut ·on or departm nts o language study \vould pt ovide 

the requir d t in'ng. 

Artists 

cialists like copy writers are crea ive 

people who k mainly with sp c advertising. They should 

be able to vi alize prin ed adv rti ents, prepare layo ts, 

and produ or buy art\\Ork or pho ographs which il ustra 

84cra"<ford, op . cit . , p . 34 . 

8\rright :t.al•. op.cit . , p . 164 . 
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a ccordin,. ord he pl in-

lw;l in o 

and he lay ut m n , .. no 

range h · ad I at 't, i and i• i i ng 

read." 7 and tho r ain d in 

d ign "' rk \\' d provide the ne d . . 1 in this ype f 

\ ' k. 

Thes re required 11 rogranuning and in 

wt"iting the s kind of p0k n a~ and he 

ombination of · ght-and-sound kn wn a ' ooune c · al ' 
,, 

They are broad m n v.nose resp n ··bn · y concern pr gram 

p oduction and rvision. Thy or th opy deparlm nt may 

required 0 esponsibili y l'llllCrcials . Th 

broadcast dep m nt benefits f m \\ho ha had 

raining or r nee n radio and work. Jo nali 

and photograph ld again be ful h r Besides th e 

d partmen may al make use of a 

and singers and m i ians if the adv rtisin.,. messa., 

to be broadcast by radio or telev· on. 9 \\nile the actor 

w d speak the lin he singers and icians 

86uttlefield and K.it ·kpatrick, op. it ., p. 425 . 

7crawford, op.cit. p. 34 · 

Ibid . ' p. 36 . 

89Ibid. 

uld make 

ts 
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mW' ic "' · h ch tention d in f he ta get 

audic:n 

o he f 11 wing pl Gr phi a s specj.alis 

f r publica n . 

pi tur by pho gr p:1ers or dra"n r p ist 

into million o iny do s known a · ngra ings 'through he 

magi of he ngra • r' s camera nd h h · ghJ y de oped skills 

of acid and burni h: ng ool . " 9~ Typogr pher 

w r from a t ype\\T · into line of 

lc er mol n lead . ·1 cLro ype ombine p · W' s 

and ype in a me al mold for on f millions of cop· s 

n p r hr he printing proc·e~;es 

Accoun 

a ncy administra if'cally assigned 

the task of mana~g the 1 t: on-:hip . The 

mp r an f heir role in the ao ncy rganization is made 

clear from the follo\\'ing observa ions: 'On of the mo t 

90Bord nand .1arshall op.cit . 102 . Wright et . al-., op.cit . , · 
p. 1 4. Lit lefield and Kirkpatrick op . it . , p . 426 . Ibid . 

9lCrawford, op .cit . p . 36 . 
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difficul or niz ion 1 pr blem of a!!l;n y is lop or 

ob ain br acc-oun execu ve fully r ~ed in d ertising 

and eq kill ul n appr ciating and sympa 

han ing th probl and vic\, n92 Th count 

exec uti ha t be a jack-of-a J- a on :hose 

-clien busi s de1 nds. He must be a 

person \"' 0 bo an experi n d admiui Lra or and dvertising 

expert for him effective . He ho db a person \-'Cll 

rained in human la ions skill ' con p .ual kill and techni al 

s s of ag cy usiness . 

Sal 

Th hough may be agency adminis a or are charged w · h 

he of \'l'inning new busin ss o the agency . l'hey 

do hi by rying o sell the agen y · ive lients . 93. 

For hem ful in ge -ing n w · ents hey mus be 

thoro know edO'i in marketing b ain d om a universj.ty or 

any o her inst · ution would be of gr at c. nte senior and 

top ex cu iv of t~e agency are often ch s n for this work of 

getting n w busine s. 

9 2Borden an Marshall, op . cit . , p . 102 . 
93wright et.al., pp . 168-169 . 
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•lor qu lifi d accoWl an s a re man he 

ncy' s a coWl han \0 ul.d be r q ir d by any 

o h Th · point i mad more cl ar by C h n when 

h argues ha 

add 

ing h 

s· ce y 

ords 

'Th r a e ollege and in ti ut · ons \vhi prepare people 

fo vario ac Wlting profession 1 xarninations. Gradua es o 

h .se colleges and ins i utions ar poten ial employ< es for the 

advert"sing agen y accounting fun en . 

he traff"c controller by his un ion i als in olved 

n agency administra ion . Spec if· c ly, he is invol v d in a 

coot dinating a 

that the acti vi 

as a contro 

of the vario 

ar ac urately int r wined . Of hi 

He has o ensure 

d partments in he ag ncy 

r sponsibility Cohen 

argues that he ha "see that opy, art ork, radio and 

vision commer ial , plates, and 1 trotypes are pr p red 

on schedule, hat client and legal approvals have been obtained, 

and hat final ma rial is issued to re h each medium on or 

94cohen, op .cit . , p. 300 . 
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d dli II 5 8. h na ur f hi j b her . o ' a 

ra fie contr dbea ins 

n \\. kin" of orffiln · .z ional fr m 

anme . 

0 

abov speciali es al emp oy h r 

and non admini rat r for vario 

f ctions . For admini r fun tions 1ik 

ce and o h r it, wo d need pl ified and rienced 

n lean 

Large agen i with several hund account \\ uld b 

in a position to hav mo if not all of h e sp ciaLi. o 

un ion among aff of its employ 0 he oth r h nd 

sm 1 agencies h a w account and a limited amoun of 

b · li gs per annum ld in som o ~hese ervi es rely on he 

rvi e of ind p nd gr ups . Fr e-lanc 

t'sts, pho ograph r copywrit rs, p cka designers pub ic 

la ions counselors and independ n mark research firms 

have often b n us d h
. 96 
l. way. 

As the foregoin li erature 

number and size o an agency's accounts gr a ly detennine i s 

abili y to employ va ious specialis req d for its fun tions. 

95Ibid ., p . 299 . 

96w ight et .al•. , pp . 174-175 . 
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b 1.1 h a c W1t is of he 

foll 'or of the vi w. 

Giv n he agency 

busin s is o o eigh years, uring n w b 

li n ) f r r plac nt is of impor anc o ag survival . 97 

re o for he modern ad 

char a r · z d · h he problem of high gency-c · nt 

Til t k of s urin new eli n is ually CbS· gned to J,;be 

a ncy 1 op u j v such as he agen y own r , principals, 

op offi ers . 99 some agen i part of 

this r· sro 'b'l't,y c uld be lef o he a o1Jfl 

Whoe e has hi c ponsibility an agcn y, h me -hods by 

h ad ert ·sing agen ies cru r or to in s cw ing new b iness 

a tri ly on r·oll d . 

A not ordinarily s po d o ad rtise th ir 

service a me of obtaining new li nt Th refore the 

met-hod adverti ing agencies e to of 

hey need becomes of utmost int re To obtain 

the type f cusLomer it wants, a planned and organized 

97cohen, 

98.D>id. 

op .c't, . p . JOO, 

99Lit efield and Kirkpatrick, op.cit . p·. 4 1. 

ol . 44 
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p t!ram i d s r bl of h ad gen y. Titi 

program mu fin"ng fnw lint,d 

'J)pes 

"nan h y " d lik 

ser e. lly h e a e adv r is rs with h follo' · ng 

100 laracter · ti 

(l) Th must, po ray abl managem nt 

ff' · nt ope1·atio s, and products or servi 

of sound value. 

(2) 'Ih hould b on \\nan the agen y 

w d agree on such as polici anda ds, 

adv rti ing, mark ing, and gency-clicn r lat · ons 

nd r ponsibili ties . · 

(3) Th an ad rtising fund of 

a r ain size, and hould capable of 

n ra ing t,o the agency a r ain minimum of 

bi ings . 

( 5) The eli nt hould sho' signs of gro' h and sh d 

b onv ni ntly loca ed for asy each b r he a<=> ncy . 

There ar al o ag ncies who oljcit for clients o y 

ithin produc c as ifications or \vi hin industry type "hich 

hey kno'" or ~ · h which they hav dealt in the past . I ho d 

also be noted ha agencies would ldom accept a client "ho 

100Littlefield and Kirkpatrick, op.cit . , p .. 421. 

-



1" of b 

eli nt, it 

Th 

the a ove 

of Ol e 

Techniq 

more of he 

Adve 

i in diJ 

g . 

p a n y \\ 

ing 

yam "" d.iff a 

nci obtain n · 

. 101 
'J.ng. 

An adv 

the agen y, and t..hen pursue he agency f 

on hi 

agency . An agen · may also be appr 

t of he agency having b en 

adver iser by another agency ,.no for n 

cannot handle h advertiser 1 accoun 

ad er i er co d approach the a n y a a 

obtain d rom m dia or media rep 

storie in lrade publications . 

46 

a 

ld 0 a h of 

ga i n \\" uld 

nt.. by on or 

may approa h the 

ionnaire to 

e depending 

·ned about the 

dver iser 

d to the 

or other 

Al ernat · v ly an 

ul of ips 

v , and from news 

be brought 

to he a ncy by an accoun exe ut"v wh has approached th 

agen y for a job . 

Ad he agency : 'l'he m t able medium is by 

di mail to ·he desired clients b ca e it is selective, 

confiden ial ec nomical and giv the agency an opportwri y 

101Ib"d . , PP· 4e1-424 . 
Wright et . ah p . 168 . Derr · ck R. Caw 
Sp · nning or how to choose and your 
and Marketing, Vol . 11 o . 2 (summ r 

on ' Pitching and 
ad agen y, 11 Advert· s:i ng 
9 2) pp. 2-6 . 
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i dv r is· ng capabili i p per m y 

also b an appr p ia medium. It ould be n d 

too bu y ng li n my 

hav n hemsel ves. Probably 

do not dv 

for hem o d 

aus hey feel that it w uld be unprofe i na] 

102 so. . 

by Lhe agen y: The agency 

top offici s mak ntacts with p ospe ts in lub usiness 

gro p , p of ssional ocie i s alumni group ng and 

as ociatio Duri g such contacts the a n y official ha· e 

to mal aggre i ve personal selling of h a n y. This is a 

major and m ef cti ve mP. hod of solici ing f ient 

Speculatjve ion: By this m h d th a n y n at erupting 

to get ana ount ubmits suggested opy art wo k, lustrat'ons, 

compl e adv r is m nts, detailed sch dul s, or h f' dings of 

marke urv ys - all free to he advert· r. Such a p e ntation 

if of en v ry co t y to the agency for th reatlv fort and 

demons ra ion ma er · als used. Hence some a n ie 'all of en 

decline from making s ch presentatio n though an advertiser 

may demand i . It should also be no ed hat s:i.nce he agency 

lacks information on the prospec ive advert· r 1 s business 

product or service, personnel and probl cannot do a good 

job in the presentation . The outcome may pr judice the advertiser 

against the agency. Other arguments aga · nst he speculative 

102Ibid . 

-
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p ion ar ha th ad tiser m y hink 

a ncy an b lk dino doing ra j brn'n 
' 

mon y, a d d in con ructing th pr-e n 

couldb in s rvin~ present eli nt an 

adver i r could inf uenced and bt d li nt; ah 

ina culaLi p nta ion ing a<=> ncy is ving 

away' at he doe and hould get paid f k in ade.l03 

Th funct'on of getting busin ss db dJ '' 11 as 

the grO\ h and prosperity of he agency d p nd n i Ho 

the func on is handled by h ae:ency w 1 d d t"' nd on a 

n r f fac 0 s internal and e t rnal to 0~ Whil 

som a gene uld aggressi ely so1 ici n o hers 

would sus he pos ibi ity only on invi at' n pr rr'ng to 

stand on heir r pu ations of pa 

m ans of s uring new clients. 

p rfonnanc as th pr · nc · pal 

A r a n w client has b en obtained, 

ff tiv y erving him and ensuring his con in r lationship 

with the agency becomes of utm st import-an The r aniza ion 

quir d and how the \\'Ork is done sub · c rna ter of the 

next sec ion of the review. 

How Advert· ing Agencie \~ rk 

The advertising agency like any mul · unc ional business 

often adopts a formal organization s ru 

103wright et . al·. , p. 168. 

104Ibid. 

o enable it 
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effectiv ly c ry t t.h various functi n for h 

"t h n f Th degr f of 

an a~ncy s fo rganiza on 1 

depend n s z Wrigh and hi colleat h t 

though small r agenc s do not h v el bor t.. o ganiz tional 

struc ur s entia! functions ar·e al ho gh 

these (functions may be consolida into f we d par men s, or 

ev del !!a d o pecial- ervice group ind pe d n o the agency 

it ] . 06 \Vh r elabora e or not i i within i formal 

organizati n ucture that th · ad er isi ,~ a n y e cu e 

· ts erv e . Th t. rue ure and he p c dur a plied by 

the adv tising nci s in executing h rvi es to 

heir 1· ent the basis of he lit rat.. rv \tinthi 

se on. 

Organjza 

Th ype or pa ern of organjzat'on hin an 

adver · · ng agency usually akes n of b ic 

fonns viz. departmental organiza ion or gr p organiza ion . 107 

How ver, for ea h, several adapta ions and ariations can be 

found. rro one fonn is superior to the o h 

an ag ncy adop s '"ould be determin d by 

performed for c ·en s, and its 

105wrigh et.al.J p. 165. 
106Ibid . 

r onn 

Which ver form 

z J unctions 

0 
Whi e smaller 

107Littlefield and Kirkpatrick, op.ci " J p. 42 • 

108lbid. 
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a ncies usually org ize 1 ad p basi. l rQ r 

ag ie use gr P ap oach m i 

ind small I a h gt ·oup r orrn 

of 0 gan'zation and larger a nc Jg h dep men al 

form of organi.z tion . 

Gr up Organiza ion: Her ch l'ent h gro p of 

'ndividua s s rv'ng hi a un nte . am ndl a 

advert· · ng problem tnrough all s ~ f r example 

it would do th planning r at.:.v .,..'0 k, m ·a bu :."lg and 

irni ar activi s . \Vhil an a~rency .,.. uld hav s v ral of u h 

uni s or work group.· ea h group uld be handling a number of 

clients . Wrigh and hi a e.ue h 

veral small agenc · ar rea d 'Lhin h 

1 0 
large agency . 11 • On th func ioning and 

groups i tlefi ld and Kirkpatr · k argu 

up ports 
group head 

109~rl.'ght t 1 6 • e .a . > p. 1 5. 

11 'n cff 

uct.ur of such 

ups 
o e 

111Littlefield and Kirkpatrick, op.ci ., p. 428 . 

th 
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Littlefi ld and Ki kp ick con inu argu nun n 

in group- ype age ci is h pla b d 112 ar . A ans boa1d 

i ually rna up of nior eculiv \ h br pc1•icn e . 

Of en it is conapo d he ace un execu v pl he he d 

of copy, art, di search, and mechan al pr Lion unit 

In luded n the duties of plans oard of 

ampaign hemes, he design of campaign h dr f ing of 

ad ertis' g pr grams, and the .... u 1' i on of adv 

s ra egy . 13 Usual y \ k group~ have to cl ar h r plans wi h 

a plans boa d. 

I sho d be no ed here tha orgaoi.z tion by gr• up 

r atively rare and that it lends it elf a 'ly arger 

agenci s than o smaller ones . irn fact f r agency 

agency it elf will work as one group, a singl gr p ba · d 

agency as opposs d to a multigroup form of he v ry large 

group ba ed agencies . 



The rg .iza 

agency '" cl 

ociate 
~edia 

di 

n 

Sour e: Dorothy Cohen 
Wiley & Sons, 

ar 

a 

r a gr p ba 

ho"'n in ·igur 1. 

(N w Y rk: J hn 
p. 2 7. 
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l 
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De2a h m j y 

function h a s p ra par• m n · and i h .d d by a 

specia ist n h · par c ld.114 u h he d u lly 

i 1 of Vi n h eli n is ~ r ed 

y th ar d h 

c ecutive \·:h hese d par 'labl 0 

facilit..at.e . e vi 0 I eli n ) ra } r th n by a small group. 

ittle ·ield and Ki kpaLr k ont.,r s hi pe f organi7a io 

rom the gr argtLi.ng h:it- "a PY wr rin 

he d partmen -type org za j n IIU gh't. WO k ,, h f ur Ot' fiv 

different account ecu i es and ~;r coy or ur or five 

differen produc .. ns he rsonn 1 f a h· d par m n 

is responsibl to he d p rtm nt h ad as pposed o bing 

upervis d directly by accoun The ype · of 

agencie may als have a plans baord organ'zed and fun t'oning 

ike the plan board of group- ypc agen y . D partmen type 

agencies are more common than oup-t.ype gen ie . 

The organization chart f r hi ype f a ncy ~ uld 

e more or 1 ss a hown in Figur 2. • 

1 4Ibid. 

ll5Ibid . Wright e .alo. p. 165 • 
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So c Doro hy C h n 
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hart 
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d par ntal 

operatjo 116 
Am ng h admini nn 1 fo xarnpl 

will be · he r a v (copy) di ctor, ar dir 1' ch 

dir tor, me dir or, offic manager·, and o on. Of n t.he 

agency wi a h top of structur th pt · 'dent, 

'mos is to see hat he ncy ..o r· s in 

b in f hi n. If he agency i la he pr sident 

ponsibl to a chairman \fllO in n \\' uld be 

r po ible to a board of d · ectors . 'Th re mi a1 o be at 

the top, an x utj e c011mitt.ee fo y maki' g. Beside 

h c th re ''l of en be a numb r of v· -pr 'dens . These 

are u ly dep group hea nti b 1 e ponsible 

for impo an ounts . 

0\~er. h.ip: Regarding ownersh · p of the y W1lgh and his 

co leagues ·hat stock of he ag cy may b - held 

pr · va ely by key executives or sold ral public .
117 

Wh' th former would be a private tt r would b 

a public company . Alternat · ely, a d b o\\ned 

sin<rly by an indi 'dual, sole propri o hip, o could be 

·owned by wo r more individuals who hav 

t th to f h
. 118 

oge er orm a partner~ 1p . · 

116Ibid . 

7Ibid . ' p . 168 . 

118eoh n, 't 290 op . c~ . , p . . 

-
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Clien 

The ac ount xecutive and he ra fie controller 

play k y roles in he execut ·on, oordi :tion and control 

of services to the client .
11 ~ A c ient · 'th hi ad ert-ising 

problem is immediate y assigned to an a coLmt x cutive . 'J'he 

client from that moment i.s rep esented by th account ecutive 

who would hen ensure that the eli nt is fully served. I is 

his duty o ensure that the various department or specialists 

ex cute their funct · ons a cordingly o ·the account \~enever 

their services are called for . The traff · c cont oller on the 

other hand has he responsibility of coordinating and 

controlling the provision of th arious serv · es to the 

account . He must ensure that the various services to the 

account are performed according to schedule . Richard Botwood 

in his description of "how Young andRubicam made the most of 

their invitation to create a new advertising campaign for a 

new accoWlt - Ideal Toys11120 highlights the important part 

played by traffic control in developing an advertising 

strategy to a client . 

In handling a client 1 s advertising problem the flow 

of agency services to the account is as shown in the 

ll9Littlefield and Kirkpatrick> op.cit . , pp . 424-426 

120Richard Botwood, 11 For one agency, at least, it is an Ideal 
Start to the year, 11 Advertising and Marketing , vol . 1 3 
No . 4· (\vinter 1976), pp . 46-48 . 
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As he chart shows , the proce s · volv u.r mai Lagc 

Stage l~ d ertising planning marks h al ~ I 

on he client 1 s problem . At this age he ad rt. · ing plan ng 

specialist make e of informat'on fr m v s 

and anal ts to devise an adv rtising plan f h eli en 
122 . 

In stage 2 the rk i handled by py wr· ers ,.n s 

job to trans ate the p an into ideas apabl o lie' ing 

the desired behavior from he tar au 

121
Littlefield and Kirkpa rick op.cit . .J pp . 424-42 . 

122 
Researchers and analysts h r 
and behavioral science re 

cornpri m rke 
ch rs and analy 

media 
s . 

social 
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r th PY' · ting tage th work may mov · nt..o 

i h r 3a 3b pen ng n wh h r h 

nd for print or broadca 

If i i in print i \ 1 go int pd n pr•odu t., • n 

wh · 1 "' rk on i - t ing h 

or drawings or paintings capabl of ] · c 0 ing th phot gr 

same de ed h vi or from t.he taro t a nee. arti t 

h uld ure ha he a \\'Ork or phot.cgraphs pr 

b u l by hem match the ideas expres d by th c.cpy wri r 

and help in ach 
0 

ing he dP. · r d obj ct, · es . Am ng h 

"11 be he layou men who e re y i to 

arrange he adve ising message so hat 

o read . 

On the o h r hand, if t he adv rti 

is y nd invi ing 

foP broad a 

the radio or te ision .;>pecialists o ti 

rk o it. These specialists ·u p odu or u rvis 

production of he desired program such " orrm 1 ials . 11 'l'h y 

are o nsure hat the specialized spok and he omb"-

n t ·on of sight-and-sound in he pro!!ram a ha hey 

would h lp in achieving the desired objec ives . 

Finally, in sta.:,oe 4 the rk \\' uld mo e in o he hand 

of he media specialists \otilo wo d be in har of buying the 

media space or ime, deciding on he expo ur schedul and 

frequency, and hen placing it for advert· semen . 

• 
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f er h fo h •t w n f r he 

h 1a r 0 

r ina- amp ign in a hi ving t e d ired 

obje . i e 12~ 

I i no j t imporLant; how adv r ising agenc·e 

in rac1.. \a h c i ·n or rv·c s, buL Ut financial ba i 

of su h int ra i n is of eq import. an Lo he relat.ionship . 

The ne>.t e ion of his revi w consider and 

probl liS of agen y compensativn . 

This he revi w cover he m hods by ,,hlc 

agencies are ompe ated for their work and t he problems 

a soci · · ed with such methods . 

Me hods of Ag n y Cempensation 

Like any o her business o ganiza n agen ies ar n 

business o make money for he s rvices · h y r nd r n 

advertisu1g. They are compensa d according to h fol 

major methods . 

123 Char e 

o . 

or ong rWt 

ol. 16 
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mo 

ablish d h 1 for d ad urc of 

revenue for r grdz d d rti genci nder hi · m thod 

ur n media ra n all 

adver ising pla d by he agen y in ionable med'a.
124 

Themedi he bil he agency a th se ra e 1 15%. Th 

differeo is re ained by th agency as a ncy incom or 

noncommissionabl media, an amotm n ce ary t provide he 

agency with a sum of 15% of gro c h 

cliscoun , will be added by he agency he me 
125 

a charge. · . 

All discount of " red by media ar transfer q to the client . A 

major w akness o this method is hat it is ne · her eq · able or 

reasonable . :r'he 15% coomission would, for xample, be too 

much for a c mpany that does a gr at deal of national telev· ion 

advertising, and too little for another · t J arge amounts of 

print advertising in small publications or spot tele ision 

ad ertising in selected markets . 1 iv cons quen 1y argues 

hat "the ommission rate should e ns nt wi h thee nse 

incurred by the agency for the se vices want d."
1

.
26 

Service Charges : By this method ser · ce h rges are added by 

the agency to the cost of materials and s bought for 

124Coh en, op.cit., pp. 304-305. 

125Ibid. 

126 ~alcolm A. c i ven 
Harvard Busines Re 

more prod cti ve ad e i ing, 11 

5 (March-April, 1980), p . 1as. 
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cl· nt A0 nc · - in this c d add 15 or 17.65% 

o the co f a w rk, 

and o her adv rtising in 

ho ograp y pla 

12-
edien s. 1 

rna , pr·n ing 

.;......:...;;:.;;:;s..:..: These ar ba ed. on he ime and skill rcq r d in tl e 

rfonnanc of ertain creative unc ions.
1 

Examples h re 

are he agency's cr ation of noo-commi ionable adv rt· ing, 

ca · alogues and ' · ndo displays and the fee added 'men media 

conmtissions are oo small o ~ay the agency for h job f 

preparing he advertisem Kirkpatri k argu hat 11 agen je 

serving some industrial and some fi:1aoci accoun harge 

f es a cording o the amount of service render d. n
1 ~9 lie cone-

·lud s . by a remark that the fee pat em is nei I er st.andardiz d 

nor w1l orm am 11g agencies, for ex_ample, c rtain ervices whi h 

are rendered free by some agencies may be charg d at os or at 

bargained fees or even at prof·tab e fees by o her agen i 

According o McNi ven some advertis rs base agency 

fees on hours spent plus a rea onable profit lev 1.131 He 

130 

continues o argue that hese fees change a as · gnment ng , 

and that such arrangement generally r sul s in a b t er 

1Z7Kirkpatrick, op .cit . , p . 533 . 

128Ibid. 

129Ibid. 

1 3°Ibid . , p . 534 -

13~ iven, op .cit., p . 135. 
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rela io hip bet.w n h a n y and lin H al argue 

hat a similar ap r oa h char agu a an edp o it le el 

tha pu a minim •m • nd liTI profi ran n h agency's 

ee. Hi on lw·i n is that bo h 0 n 

product.i vi y of ad rti -ing d Jlar > sine the ion 

he agency i dto h he se~i requ.i d by the 

1. 132 c 1ent. 

aria io and canbinat.ions of he above ht c ba ic 

methods of compen a on co d b used -to form oth rnc hod • 

A cording to K.irkpa rick th se · nc ude 11 c TJMli sions 

credited against i fee p us commission; cost; plus a 

percentage; o t p us a fee; flat fee per j b; r a r f 

"vt ven argues that the stabli ·hm n of in-house agen ies 

i another method of reducing ag ncy compen ation.
1 34 In-hous 

agenci s he argues an buy advertising di ctly and would 

internally handle m dia planning and buying. Crea · ve advert· ing 

develo~E-ent and production co d J ike · e b han d in rnally 

by specialists in the in-bouse agency or b mall agen 

called creative boutiques. However he con inu s argue that: 

It is possible to reduce expe way, her i 
also the risk of reducing he quali y of a v r 1 ~ng 
programs . De eloping good ad erti · ng · s a dlffi .. ul 
process so ·a company whi h in nds t,o do i int rnally 
should hire r al expert . Media plannina and buyina ar 
more easily accomplish d int rnally nd company' 
best bet for in-hourse d elo~ nt. 35 

132Ibid. 

l33K.irkpatrick, op . cit . , p . 5 34 · 

l3~c iven, op .cit . , p . 135. 

l35Ibid. 

-

s 
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orrmi.ssi n and 

fee methods have b n riticized f r th 

Jlo\\ ver, ·he mo n he m a oomission 

m hod. 

r asnnabl nes a a met od of c mpen a ion . Th chief omplain 

as Cohen pu s it "has been tha t.h agency appear not be 

reimbursed for the quali y of i s fforts but rather paym n 

ls made on the basis of the amoun of ad ertisinu ime and space 

hat i bough . 11 36 The fear ther fore is ·hat he agen y 

ould encourage its cl· ents to place more advertising in m dia 

mincl.i.Pg more about its financial interests han for th client 1 s 

in erests . Though this fear is generally dismis d as un enable 

a big quest: on still r ains 11 as to the meri of a pra t.ice \\~rich 

appears to provide compensation \~hich bears ittl r:elat,ionship 

to the success or quality of t he effor s put or h for hi 

payment . "l37 A similar point is xpres d by Kirkp trick \vhen 

he argues that "it is odd for an advertising agency to be 

hired by, to represent, to work for the adv rtis r-yet be paid 

b edia
,,l38 

y m • 

This dissatisfaction with he commis ·on method of 

compensation led the Association of Na ional Advertisers 

136Coh en, op .cit . _, pp. 3o8-JQ9 . 

137Ibid. 

l3SK.irkp t . k .:... 534 a r1c , op . c.u.. . , p . . 



, 
I 

in h u.s. 0 udy d at evalua :ing h 

comni ion the f me od of om ·n 1 9 

They c h er of dvan ages and 

of t two al em a i meth Am ng the adv d 

forth m a commission hat it re s n r a n Y 

income for h long-run good of advertisers m dia O\.ners; 

provide fun for impr·ovement of skills for ad 

mak n d f r 

bar-gain· ng; provid incentive for agencies o b ou st.andiua y 

c ea i ve for surv ·val; works and simple to ap ly · \ arcb the 

agency in pr portion o the use made of its "d as; 

an dar of agencies may no be influen d by luctuating n ds 

of cliE'r) s; makes services of large agen s avail b e to small 

adv rtiser or by enabling small agencie 0 s and rve 

them; eliminates price cutting and price wars am 

and elimina s need for detailed costing f agen y opera on 

Among he disad antages were hat it nc urages ~ ncy 

rec011Eenda ions which may not be in he be in of li nts; 

results in automa ically higher gency canpensa 

of agency's success, and costs; keeps ~ ak in 

existence· and founded on the myth hat 

media. In addition the following disadvan a of par icular 
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l, rest. a onmi ion p vid om no rily 

lated rv r gl of a 

fforts; i illo cal in tl1 of . p c and imel h ba 

for he commis i n, mayh n ationsh·p uali f th 

advertisina prod ced; re'" rds a y n b "how mu h" 

ra her than "how w 11" mon y i mrnission lea 

rain d rela ionship b n agen li n by 

un rtainty as to rue financi 

leads to 1 · ent a king for ser 

la 1-4 di.a ommissi 

y f' quir d and to 

agencies introdu g new rvic s no re y d ·n an at 1pt 

to ·ustify t.he 5 percent. ina ly m di.a co111m.i ion i no 

str'ctly ho est · t promo es he del n tha he adv rt.iser 

is getting orne hing for no hing_; t nds o mak m dia and 

agencies e uctant to conduct unb · sed r ear h hat mi t r ac 

to heir inn dia detrim nt; and mak m dia 0 

agencies . 

On he o h han he y rai d th f llowing 

advantages forth fee me hod . ;r brings om pen ion jn o lin 

ity of serv · ce; mak s for good m rale 

and attract good alent 0 he gency; enab es agency 0 

concentra at ten ion on increas gcli t I sal , no billings; 

leads to unbiased counsel · n all phases of eli n mark t' g 

operations b caus recormn ndations do not affe t agency arnings; 
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e imin tc bick 0 and tV e 1 r vid • ,. 

PY holo al clim e and 0 \\ 

ha eve y account s r a rio 

of i.me; s pro p "d i oro lC wi h kill 

provided · lo e oopera iun n dv rt.i r 

and agency and ng h elisa \ re h t 

method: involve · oo much "ffic i arri ing a 

sa isfa t. ry f 1 ads nd JXJOI r qual· y of 

adver is g and hi..IS dam a to adv ing t.ru ur ; 

p ts adve ti er n t-oo str ng arg ining po n, in ,,fli h h" 

judgemen s may hw· himself - he b inn "penny w.Lie and poWld 

foolish;" calls f r excessive in etting up and per ing 

procedures neces ry for c ina i • t 

t o allow for ad e compensa ·on of 

cepti ve to new id as sin feel h 

r ic ~s properly· fail 

and · ng cr at.i ve 

rec ly; 

involves negotia cr by people wh se t-al nts ar · primar · .lY 

"creative" and \vhO ar hu at disadva tage · and wi 1 make for 

chaos during h period of han o er f r th OITI1li i n 

me hod and may v n mean he end of adv r ising gene 

Though as he above study indi t d non of th 

methods is wi ho weakn , Adam Knowl 

f orecast he fut e of advertis"ng agcnc· 

replacemen of he commi ion y em by 

t he ergence of speciali ed me a broki 

in at empti n.o- to 

argu that the 

fee relationship and 

\cill mean th 

11increas±ngly th absolu e size of he urnover of an account 



hrough an a n y "' 1 not 

couwnensur .,140 venu . 

7 

y guarant ee · a 

addi ion he ar hat 

' uld make c more · nely invol d 

inevit ble mino 
.141 

being 

He goes on o argue hat in a markc · ·n · h, n ingly 

he agen y w:i.l be p id less by he size of ac unt and more 

y cootr ' bution~ three fur her chang'eS ar likely: aF' s , 

overall bill'ngs cease to be a measur nt of a ncy 

s cond, s will have to become less special · cd j n rm 

of he na ure of ac aunts they handle and; t · d, b aus 

accoun size s defined by turno r 'all b 

the undoubt d skills that t he busin ss has, \all b availabl 

2 
to a far greater range of manufac ur rs . 11 

• H is op im · st · c 

that fee me hod \dlJ. eventually place t.h c nmi s ·on m Lhod 

because as he argues 11 already are demanding tha 

agencies be remunerated by virtu of th · r contribution 

the eli en s 1 objectives, rather than he· r wilJ · ngn 

140Adam Knowles 'Repositioning 
1980s, 11 Advertising and 
1979/ 0), p . 16 . 

l~id., pp . 17-1 . 

142Ihid . 

0 pl c 

ncy for h 
(\in r 



6 

a h fty ' d · a budg 

The m dia nmi sion as a m hod of o:npensation to 

agencies ra · se a lot of critici ns and di at· cation 

particularly among agency eli n has a hi po ntial 

f straining he elat · o hip b '' en the lien and he a ncy, 

and is in fa ne of he major f ctors con ibu ing to h 

problem of agency-c1ien turno er as the follo,dng cti n 

f h . . 1 . ndi 144 o e rev w WJ.. ~ ca e . · 

~1cy-Client Turnover 

Though c r ain surveys both in h U.S. and U.K. ha e 

indicated that a relatively small number of a counts, abou 

2 . 5% change their agenci s annua y, the loss of an ac ount. is 

potentially disastrous to an agency. 14? Su h a lo s, par · · u-

lar ly of core accounts can lead to he co1lap e of an 

advertising agency. Therefore i \\'Ould be · n th in rest, of 

any advertising agency to try o retain · s urren accoun 

(clients) . This how er is not ea y and according o Doy and 

his colleagues, 11the retention of curren a oun s is perh ps 

the key problem facing an agency. n
1

46 

143lbid. 

144rrey and Davis, op.cit., p.158. 

l45Doyle et . al·. op .cit. p. 18. J hn J . Humpal and Henry G. 
feyer-Oertel , ' . feasuring chan., in h d ert · sing Agency 
Business, 11 Journal of 3l o . 1 · (1967), p.$6-59· 

146 Doyle et . al•., p . 18. 



In he'r s dy Doyle an his oll idcntifi d I e 

fol O\ ·ing reas n as majo causes of a eli nt 1 d ision 

s ch the ac oun : changes in clien poli y J change in a u y 

pol' y, hanges in client maoa0 hanges in agency . 
managem tJ and satisfaction •th ~aency perfo1~ce.14? 

Albert W. Frey an K nneth R. Da is on the other hand hc1ve 

identifi d : lack of under anding of he func ion f he dv r l-

s · ng agency, spec· ally by tup managemen of the li nt coo' 1 y · 

lack of confidence in agencies and umdl ingness make plan 

and data avail ab e to agencies; and failure by 1· cnts o c tab-

lish sound and \<Jell defined ad er-tising objec · cs, plans, 

procedures, and leadership as the re~ ons on the client' pa t 

that contribute o a strained relationship tbe w the agency 

and he clien . 14~ On the agency 1 s par-t 

by the agency to establish \,·ell-def'ned standa ds for th 

measurement of i s performance; agency org za n that do s 

not permit con rol of performance; and me hods of ompensa on 

as contributors h . ed 1 . hi 149 o sue a stra1.0 re at1ons p. • Littl 

and Kirkpatrick also argue that the adver iser-ag ncy urno r 

1 . d fr f 11 . 150 
prob ems can be explcune om the o ow1.ng r a on . • 

147Thid . J p. 19 . 

148Frey and Davis, op .cit., p . 157. 

149Ibid . , p . 158. 

150Littlefield and Kirkpatrick, op.cit . , pp. 44 -450. 

-
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(1) 'Ih la i e as h \.hi h he d' n 

th \\0 can b ac om lil d ·n m s h 

ed t-o h ad n Y W'OOver. 

( 2) Th fac hat ne'th r p r y can c n lusi ly 

valuate rformanc of he a has n orne 

a es d to a chang in relations p bet n h 

( 3) In some case agen ies find · t n essary to r sign 

unprofi able accounts. 

(4) S · n .e it is unwise for the agency o a emp to 

serv compe · ti e clients, hey may ha e to r ign 

a small account in fa of a ne\ b larger 

account that is in com tition with he smaller 

account . 

( 5) Th decision by an adverti r to us a new dium 

with which his present ag ncy o have no 

dealings or if he r ques s for a s rvi his 

agen y does not supply, co d j 

the advertis r. 

y a chan., fo 

( 6) Differences in opinion betw n the wo part· 

(7) 

regarding adve ising ra gy and ac ics o n 

lead to a change in r la io hip. 

ailure bet,, en he op mana of th two 

parties to achieve the rappo n cessary for both 

to work toge her satisfactorily may lead to a break 

up in relationship. 
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( 8) Some compan mer y change agencie in th beli f h 

here · some rit in .ing so. 

( 9) Personnel hanges in ei her ar y may lead o a hange n 

relationsh · p. 

(10) Weak p ng on the part of ei her can al 1 ad o a 

chan~ in la ionships. 

l 1) New arrangement may be ine ·tabl ·f eithe l·ent or 

• 
agenc~ finally concludes tha the o her is unrea onab c 

and is go· g to remain unr a onab e. 

(12) Loss of confidence in the competence or in h f~irn 

of the other may also lead to a change in rel a ion hip . 

{13) A client who is unhappy wi h the po •ti 1 of his brand in 

the market "11 in some cas s shift o another ag ncy. 

(14) Often agencies claim that poli ics, n pot· srn, and "c nn c-

tions" a count for their loss of certain cl · nt . 

(15) Agencies are also convinced tha wh he managemcn f 

a company is replaced, he new m nagers of 

present ad ertising agency as a "'ay of dem n tra ing 

their administra ive alents. 

( 6) Agencie~ also contend tha th y have often b 

by advertisers, who in such cases h ve us d hem a 

scapegoat to cover up mistakes of adver iser's making . 

(17) Agencies say they sometimes ha e o r ig:n c ain a oun 

owing to too much direction, or oo much s per ision e n 

dictation, by he advertiser· or th ad erti er ins· ing 

on advertising that was freakish unsound, or in violation 
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of good lie 1 a ions· or he undi 

hands i d so ightly that i ould no b. 

(18 f the adv r iser o id s a an o 

and I eir relationship not more than cmr r ry h m y 

a fund fo o upply informationessential 

profi"t-abl ad ertising. Th.i s may ead a confli rud 

(19) 

cJ': n of elationship bet\~ n the \o/0. 

Adver rs of en charge agen ies ha ad , rtising i 

"poor" when the advertise s sale fall ff or \.h n 

his adv rti.sement s,-et low 1 ratings . 1 • Thw h y \ · 11 

charge the agency of incompcten e > rut , 

gnorance, or lack of under anding. 

alen ) 

( 20) Sometimes adverti ers complain hat th a ncy's 

service department perform poor quali y VJCe , 

that the agency's top execu ivcs treat h m arel ly 

and with neglect . 

(21) The advertiser may even complain that h agen y' 

b dge r commendations are haped by self-in sts 

and that the agency eve tually ends up 

dollars wastefully. [his dispute and h b 1 · f ha 

a new agency would at least b eq y od but 1 . s 

costly have contributed to a b ak-up in rela io h · p. 

Ho\.;ever > the authors conclude by a remark 11 ' is 

probable that more changes result £rom he adver i er 1 s 

dissatisfaction with his present agency ... 1r?-.Sl i evid t 

l5lLittlefield and Kirkpatrick op .c · , P· 450. 

' 
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h reforc,th p obl h man of h ard 

ogen us n nc . ly h 

tof h br <tk up in 

lationship y by t y. 

Their tenden y i 0 s he 

accoun as w xo.,. t!OUS and un bl 52 1h' · is 

e ause adv r s ng agen s p ar o hav und f '. anding 

f the cause of li t di s ..... i fa i n. l ck fkn w-

ledge Doyle and hi coll ~ argu u ea ncie pat · i arl 

ill-equipped 0 id ntify signa oi: y, ant' 

ergi.ng eli nt d' nchant.ment all ntial 

losses. ,l ?3 D y c and h' col agu ha 

agenci s could minimis he problem se if th y 

uld nsitiz th lv to en dissatisf t'on and de ~lop 

a great..er ma ket · orie ation 

uld initial.. a forma and y 

he reasons r or which an accoun 

1 53noyle et. ··, op.cit. p. 1 · 

154Ibid ., pp. 22-23. 

oward th and if 

em ic mor to 

has been lo 5 
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Conclus'o 

rom h f J going l't ratw int, 

ando 'fh first. lit..,. 

on the d of US advert'sing a i not quit 

clear as to he exact date \\hen the fir- gniz bl 

agency cam into , · tence . HO\~ ver, h year l 40 or v n 

a l'tt m rge as more p obable da han 1 41 \\hen 

Palm r j aid o ha e made t!'te tar 

agency b ine s . ,econd , adver ing a ci in n 

have pa~ ed thro gh three major ages ginning \ h th pa 

broker stage, then he standard s rvi es age, and ndi h 

he marh.eting s rv es stage h typifi m full-
I 

agencies oday . Th ' rd, to dat four f o.g nc · h·v 

emerged namely he full-service agen i at·v~ bou qu 

he ala carte gencies, and h n-ho gcn s . ·ourt.h, 

agencie oday offer to their cl'ents qui a number of 

which may be broadly categorized into thr m j r funct.' z. 

(1) the primary functions such as creat. · v 

production, and ac ount services· ( 2) nd y functio uch 

a copy t.es ing marketing ma k ing and media r ar h 

public elations, sales promotions, prin , and ov . and 

{3) ter iary functions such as mark t infonna i n and onani 

forecasting, opera ional resear h, and n prod dev 

• <T 
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For lack of speci ists an agency may ha o buy on or more 

of the e services f om out ide ·ndiv·d ls or organi7a ins 

as most small agen ics do. Fif h, th a n y may 
0 

a n 

client by any one of the folio\~· g \ ays: h ad ert., · ser making 

the approach by contacting the age cy for er ic ; ot' a eli nL 

may be won over by he agency 1 s adv rtis m nt through direc m 

or in a trade paper; or top exe ti ves may be ns rum ntal in 

securing clients hrough mee ings · th p1 os pe in lub ' 

associations, and the like; or a li nt may be won over by the 

agency 1s spec 1 a ive presen ation o him. Sixth, o facilitate 

the agencies in the performance of their asks hey are often 

organized on a group basis, or departmental basis, or a mixtw' 

of departmental and group kind of structure. Seventh, agencies 

are compensated through the media convniss ·on method, or rvice 

charges to clients, or fees by clients, or a ombina ion of any 

two or all of the three me hods . 'rhough none of these OlP,thods 

is perfect, media corrrnission method enjoys wide popularity. 

Finally, it becomes clear from the literature hat the agency

client relationship is usually strained f m several sources of 

both an internal and external nature to the agency . 
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M E T H 0 D 0 L 0 G Y 

The Popu a ion 

The tudy was a censu survey aim d a 

n stigating he na ure and opera ion o~ adv rt-

i ing agencies in Kenya. 11 th dv r s · ng ag ncie 

in Kenya are members of the Market· ng Society of ;·enya. 

A ist obta·ned from he Society was upda d as to 

include only those ad ertising agen i s ha ' re 

in operation during he time of h tudy. Thi 

gave a total of fourteen advertising agenci s. A 1 of 

them were sit ated within he boundari s of th i y 

of Nairobi . Since the number of ad r i i ng ag nc 

available was small, it was d ecided o cov r all of 

th m in the survey. It wa s also f lt a a c n u 

survey would provide a more accurate pic~ure of he 

advertising agencies in Kenya for an e p ratory udy 

such as this one . A total of 13 ad rt· ng ag ci 

were surveyed as one pro ed to be un o-op rati e. 

Da~a Collection Me hod 

The questionnaire {see appendi 2) con i ed 

of five sections, each sec ion pertain"ng o a major 

question raised in the objecti es of he udy. The 

five sections were used to collect da a a follow : 

76 
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S cLion 1 d on mcdi d ci ion , S i n 2 - d 

on ag ncy rvi es, Sec ion 3 - da a on h m od. 

used ·n geLt·ng new eli n s Sec ion 4- d ta on 

agency- 1 · nt urno er problem, and S c · n 5 -

data on the natur of adv r ·sing aaen i in K nya. 

The que ionnair consisted mainly l d-

nded que ti ns and some open-ended qu tion The 

qu sti n \Cre d velop d from a udy of he p r n~n 

litera ure and interviews \ith a sampl f g n 

n preparing the que tionnair whi h was u d 

in th f·nal survey, first an ini ia q nn re 

wa developed and pre- es ed on a ampl r g ncie 

After the pre-test the quest·onnair wa adju t d and 

restructured on the basis of what w s 

durin g the pre-testing and its outcome. 

p ri nc d 

A final v r-

sion of h e questionnaire was th n dev op d and u d 

in the interviews . 

Personal inter iews with var us adv rL· ng 

agency x cut·ves were conduc d by h hor. Th ugh 

the ques ionnaires could ha e be n s n by mai to th 

various agencies, it was neverthele dec·d d to hav 

it administered by personal int rview in rd r o cut 

down on the possible nonresponse rat . For a cen u 

survey of only 14 agencies a high o nr pon rat could 

resul t in the study not gi ing the k·nd of pic urea 

true census should give. Owing to the mall number of 

.agencies, it was possible to conduc p rsonal int r i ws. 



' 
7 

One questionnair p r ag ncy wa admini e d. 

I!l each agency he fo lowin executi v , •ere in r-

viewed: ·The Chief Exec t.i or lana ging Director, 

the Media Dir ctor, ·he A ount cu v and other 

executi es who \ er de m d y th agency o be n 

possession of he required · nformaL · n. · rst t h 

Chief Execut-ive or M naging Dire tor of the agency was 

cont.acted and then through h·s ass·s an 

ives were in erviewed as wa nece ary . 

oth r ex cu-
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D T.\ A ALYSIS A D I 'DI GS 

Data n thi tudy ummariz. d nd p d 

by use of a s. \ hile h e ma.ior m hod 0 an ly i 

by u of pr por ions, in some ca · h find ·ng 

ar rank ord r d. 

Th' chapter tre t ~he da a ana y and 

finding under two major sec ion h fir 

~ ction pre ent data which eek to st bli~h h 

nature of adver ising agen ies in K nya, h c nd 

ectivn pre ent data relating · o m"' of h r major 

operations . 

Th Nature of 

n this section, a number of u r 1 ing 

to the nature o-f the 13 adverti ing gene \ re 

consider d. 

Table 1 shows the period when h ad r ng 

agencies started operations ·n K nya. The abl 

Tabl 1: Period of s ab1i hm n of adv r ng 
agencies in Kenya. 

Period 
Number f Pr porti n of 
Agenci g nc 

Before 1963 3* 23.1% 

1963 - 1967 0 o.o 
1968 - 1972 3 23.1 

1973 - 1977 4 30 . 8 

1978 - 1982 3 23.1 

After 1982 0 0.0 

Totals 13 100.1 

*The three agencies were e t 'sh d inK nya 

in the years 1938, 1954 and 958 r p c · ely. 

79 
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indicate that most of th is ing adver · ing 

agencies star d operations in Kenya in h mid 

seven ies, he 973 - 977 period. n h p riod 

1963 - 1967 no advertising ag ncy wa es a li hed 

in Kenya. This wa he period jus after K nya 

obtained her polit'cal indep ndence. However, by . 
this time three advertising agencies were already 

·n operation. These were establi hed during the 

colonial period. The earliest one having been s t up w y 

back in the year 1938 and the second and hlrd b ing 

s t up 'n the years 1954 and 1958 respecti ely . Only 

one of these agenc ies was of-foreign or'gin, a Bri ish 

multinat'onal. The remaining two were local adver -

ising agencies, one a multinational155 and the other 

a national agency. 1 56 For details of the h r ad r -

ising agencies see appendix E. 

Table 2 shows the size of adver ising agenci s 

in Kenya. The table indicates that he larg st 

number of advertising agencies in K nya employed from 

21 to 30 people, followed by those that emp oyed 

from 11 to 20 people . Only one agency emp oy d ov r 

40 people. This shows that the advcr ising agencies 

155Though was originally incorporated n K nya had 
established branche in other coun rie 

l56A national agency refers to an adverti ing agency 
operating in no other coun ry apart from Kenya. 
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Tabl 2: umb r of mploye h 'or d r 

h adverti ing ag n i 

of 
s 

Under 1 1 1 7 . 7% 
- 20 4 30. 

21 30 5 3 .5 

3 - 40 2 15.4 

0 er 40 1 7.7 

Total 13 100. 

n Kenya Judged by the numb r of emp oyc hat 

worked for them were relative y m 1 in z , 

ast by the tandards of th advert·s·ng ag n 

in Amer·ca and Britain . 

The adver ising agenci s ·ntervi w d for th· 

s udy mployed a to al number ot 296 p op 0 h 

abou a hird, 102 people worl ed or adv r s·ng 

agenc·es of Kenyan origin and another 100 p opl 

\ ork d for those of American origin. Ag n e o( 

Briti h and Canadian origins mp oyed a otal num r 

of 82 and 12 people respectively. Thi ·nd·cat ha 

only about a third, 34 . 5 per c n of the advert· ng 

agency people were employed by local ad r i ing 

agencies, the bulk, 65.5 per cent of h p opl in the 

industry worked for foreign adv rtising agenc s. The 

analysis fur her indicated hat o the 296 ag ncypeopl ~ 

while 166 worke d for multinational agcnci only 
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30 peopl work d for g n wh · I w r no 

mu inat · onals. 

Tab 3 s 0\ the adv r i ng gen e a gor -z. d 

by heir types. As he ta le indi a es, here r 

only wo typ s of ad erti ng agen ie in Kenya nam y 

t-he full ser e agencies and the cr a ive bou iqu 

Table 3: Type of advertising g ncie in K nya. 

Type of.' Ag ncy Numb r ,f Proportion of 
Agen ie Ag n j 

Full service agencies 10 76.9% 

Cr a"tive boutique 
agencies 3 23.1 

A la Carte agencies 0 o.o 

In-house agenc es 0 o.o 

Others 0 o.o 

Totals 13 00.0 

agencies. The full service agenci were by far h 

largest number, 76 . 9 per cent of h ag nci Th 

implication is that except for he thre cr at·v 

boutique agencies, mot advertising genc·e in K nya, 

rather than speciali-z."ng in a fe, advert·s·ng fun on , 

tried to pro ide all the adver i ng ag n y erv 

The advertising agency literature ind"c s hat 

creative boutique agencies find it dif ·i ul to 

survive and soon adop the full ser ice agency 
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perspective inorder o surv e nd · hri 

bU,siness. 

Table 4 shows how he adverLi · ·ng agenci s n -

Kenya were organized. Th tabl indica e tha · the 

largest number, 53.8 per nt of. th adver -ising agenci. -

in Ken a were organized ·nto deparLmen on he basi 

of major agency function . reas nable number, 

3 8 . 5 per cent or the ag ncies ' er organ· zed both 

according to de par ment f major ag ncy funct · ons and 

Table t1. : How adverti ing agencies in Kenya 

\vere organiz d. 

Basis of Numb r of Proportion 
Organization Agenc· es Ag nc · es 

Department a 7 53.8% 

Both Departmental 
and Group 5 38.5 

Group 1 7 . 7 
. 

Totals 13 100.0 

157 
group basis . Only one of the 13 agencies was 

of. 

organized purely on a group basis. The literature 

reveal s that usually agencies are organized into 

departments of major agency functions, though purely 

group based agencies, and agencies organized on both 

departmental and group,bases are also quite common. 

l57 Group basis of organi~ation occurs when an agency 
is organized on the basis of groups whose functions 
are more or less identical to each other . 



Tabl 5 show th numb r o a" nci s by 

country of or gin. The able indica hat local 

or Kenyan own d ag nc · es were by far the larges of 

Tab e 5: Numb r of adver i ing agenc by 

country of agency origin. 

Country of:" Origin umber of Proportion of 
Agen i gen ie 
, 

Kenya 6 46.2% 

United States of 
America 4 30.8 

Britain 2 15-4 

Other * 1 7 - 7 

Totals 13 100 . 

*The only other country of origin "ndica ed 

was Canada . 

any one single country of origin . About half J 4.6 . 2 

per cent of the agencies were of Kenyan origin . Th 

second largest number, 30 . 8 per cent of agenci s were 

American owned. Only two agencies were Br · · h owned . 

The only other group was comprised of on agency, wh"ch 

was Canadian O\ned . Further analy is indicated tha 

of the 13 advertising agencies only five were own d 

by multinationals while eight were nationa agenc · e 
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able 6 h form o¥ dver ising ag ncr 

on in Kenya. h abl indicat 

larg numb r 76.9 per c nt of d rt'sing ag nc 

·n K nya were lim' ed liabili y compani Only 

Tabl 6: rm of ad rtising ag n y 

organi~at'ons n Kenya. 

Form Organization umb r of. Prop rtion 
0 Agen i Agenci s 

Lim't d Liabil'ty 
Companies I 10 76.9% 

Sole Proprie or ships 2 5·4 

Partnerships 1 7.7 

Oth rs 0 0.0 

Totals 3 100.0 

of. 

15 . 4 per cent and 7.7 per ent of h ag ncies w r 

owned a sole proprietor h · p and p tn r hip 

respec i ely . There was no other rm of own r-

ship of the advertising agencie . 

Table 7 shows the method by which agenci 

were compensated. As the table ind' ates he 

large t number~ so e 84.6 per cent o th ad er -

ising agencies mentioned media commi sion a one o 

h 

the methods by which they were comp n a ed or h ir 

work. The second most popular me hod a ervice 

charges which was entiooed by 61.5 per cen o he ag nci 
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Tabl 7: 1 hod · by h · h ad r · ing aa nc 

r 

Com pen at. n Method 

Media c on 

Service Ch rges 

A compo ite f ot.,h r 
method * 

s 

Other ** 

*A m thod \~hich 
th fo 
commi 

mpen a · d for 

ll 

8 

3 
1 

2 

lf = 13 

ombine ny 
hree ba c m 
rvice charge 

**C~ h r rne~hod m ntion d w re 
and ad rti ing originat'on 

h ir work. 

4 . 6% 

61.5 

23 . 1 

7 - 7 

5·4 

wo or all of 
hod : m dia 

and fee . 

udio produ 
harge . 

The table a o ind icate t hat agenci w re hardly 

compensated by he fee method. Only one agency 

on 

mentioned f e as on of the m thod by wh' hi wa 

compen ated for its work. Th e finding · ' r ·n line 

with what the i era ure ind·cate . 

However, a tab e 8 how , media commi sion wa 

~i en the fir t rank by he large t number, 76 -9 

p er cent of the adv r i ng g n i a h m thod 

by which the agency wa mo t compen ated for it work. 

The only other method r lied upon by om agenci 

was the compo "te m hod which wa ranked number one 

by only 23 . 1 per cent of the agencie . S rvice charg 

fees o r any o her method were not relied upon by agenc·e 

as a method of compen ation . 



Table 8 : le hod by ' hich a dv r i g 

agency ' 'a mo t c mp n a d r 

i s work. 

Compensation 1ethod 

Media Commi sion 

A Compo it of 
other methods 

Service charges 

Fees 

Others 

Total 

3 
0 

0 

0 

13 

23. 
o.o 
0.0 

0.0 

100.0 

of 
n
m 

7 

The Operations of Ad ertising Agen n Kenya 

This sec ion presents indings for four ma.ior 

aspects of adv rtising agency operation investiga cd 

in this study. 

Table 9 shows the type of services offered by 

agencies in Kenya. The table indicate hat adv r 

ising planning~ copy development, art ork and media 

selection were offered by all he ad ertising agencies 

in Kenya. T evision and radio production ervices 

were also re a ively popular and were offered by 

84.6 per cent of the agencies. The least popular 

services were e aluation of advertising campaign 

effectivenes and market research which were offered 

by only 53.8 per cent and 46.2 per cent of the agencies 

respectively. The only other ervices offered were 



Tab 9: S rvice off·r d by dv r i ing 

agencies in K nya. 

Type of Ser ice 

Advert's'ng P nning 

Copy Dev ,lopmen 

Artwork 

umber of 
Agencie 

13 

3 

3 
Media Select'on 13 

Television Production 11 

Radio Production 11 

Print Production 9 
Marketing d ice 9 
Market Analys·s 8 

Public Relations Advicf 8 
Evalua ion of Advertising 

Campaign Effectiveness 7 

Market Research 6 
Others 4 

N 13 

100.0 

4.6 
84.6 
69.2 

69.2 

61.5 

61.5 

53.8 

46.z 

30.8 

film production and what the agenc s r rr d t 

as supervising and directing servic On y 30.8 

per cent of the agencies offered th 0 h 1' rv·ce 

The data however indicate that al h ma.i or advert..-

ising agency services were availabl among th adv r -

ising agen ies in Kenya. 

As table 10 shows, en agenci r spond d to 

the question which sought to find ou why some of he 

services were not offered by the agen y. The oth r 

three did not respond as they offered all the ag ncy 

·services to their clients. The two most ·mportant 
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reason which explain why me . r w •J' not 

offered by some agenci w r ·orne 

Table 10: Most importan r a. n why 

adverti ng ag ucy d · d n t ff r 

some o he ad rtis·ng ag n y 

services . 

Number f. l'r porti 
Reason Met ions A n i 

Von·ng 

Agency trying to spe- 3 30 . 
cializ.e 

. 
Agency not supposed to 
perform the services 3 30 . 0 

Lack of competent 
employees 1 0 . 0 

Clients do not request 
for t h e services 1 10.0 

Services offered by 
other agencies 0 o.o 

Th e servic s would be 
too costly for clients 0 o.o 

Lack of facilities 0 0 . 0 

The ser vices would be 
unprofitable for the 
agency 0 0 . 0 

Others 2 20 . 0 

Totals 10 100.0 

N = 10 

n 
M 

% 

of 
n-
Ill 

agencie were trying to specializ-e, others considered 

t h at the agency was not supposed to perform the services . 



ach of h r a on wa · r<trl d n by 

30 pet c n of · he re pond'ng ag a k 

om pet nt- mploy c and eli t n t J' <I n r 

he servic s wer also men ion d n h r nk 

ut only by one ag n y a h. Only 0 •n i 

m ntioned her ca ons as c. in m . imp or <tll 

planat.,'on in their cas ack a i 1 • 

t.,he co t., of he er ices, unpr c bili y f h· 

rvice , and the fact that h r agcnc !:; d h 

rvices merg d in the study as imm r'al n . 

Table 1 show the m t..hod u by h 

·.n Kenya to obtaiu new clients . Th bl 

Tab 1 1 : M t-hods used by adv rL' 

in Kenya to obtain n w cl' n 

umber of f 
t-1e hod 

M nt..ions 

and 

n s 11 84 . 6% 

Sp cula nt,-
at ion i e 
eli en 7 5J.8 

Agency pr en a ion 
0 pros pee t i ve eli nt * 6 46.2 

c en s let to approach 
he ag ncy on their own 6 46.2 

o·rect mail advcr -
i ement., o pro pee -
ive eli n 3 23.1 

Adv r i Dl n in 
rade paper 2 15 -4 

Other 1 7 ·7 
N = 13 

*Agenci m n ioned i as a better alternative 
to pecula v pr ntat'on. Here he pr n-
ation mad only o eli n s who have shown 

d fini in the agency . 
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hat the large. t num r, nt. (" .h 

nal . 01 nd 

n' o t h 

advertis'ng ag ncie m n ion d 

solicitations o prosp ~i e 

methods hey u ed to b ain n 

widely used method was sp culat· 

li Jl lh ond 

pr n a ion o 

pro pee ive clien It \a ment· n d by 53 . 8 p·r c n 

of the agencies. Agency presen ati n nd 1 • ng 

client to approach the agen y on h i r \'n bo h 

rank d hird. Advertisements in Lrad ar t' · w Lh 

lea ~ u d me hod. Most agenc 

·anal ethics for ade them o ad erti 

'd al 

(s al 

S '"' -

appe dix D) . This is in line ith what. · h 1' r tur 

uggc Only one agency indicat.ed ha · 't us d 

another method besides the popularly kno n on 

referred to the method as internat' al · n-hou m l.h d. 

Further analysis o determine he mo imp r n 

method used by an agency, indica~e tha p r ona 

contac and so icitation to pro p c iv ient 

the most wide] y relied upon method. I wa a ign d 

the first rank by 6 .5 per cent of the 13 ad r n 

agencie Whi agency presentation this imc rank d 

second specu ative presen ation to prospecti ·e cl' n 

ranked third. he e 'ere assigned the firs t rank a m hod 

which these ag ncies most relied upon by only 23.1 

per c nt and 15.4 per ceo of the agencies re pect'v y. 

No first rank was as igned to the res of the me hod 

This implies tha those other methods were merely u cd 

to suppl ment other methods but no agency relied on 

any of them as he main method . 
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As table 12 sho\ 
~ h lar numb r 61.5 

per cent of agencies m ntion d tJ a h r li d m c 

on t-.e method ,.,hich as appropr . t n ining h 

type of lient desired. Th m thod b ing mo 

convenient for the ag ncy rank d b i Jl ty m nti nt d 

by 30.8 per cent of the agen Only n y g v 

as its main reason the expl a nat· on hat h 

Table 12: Main reason why a method ' 'a · m 

relied upon y an ag ncy. 

Number of Main Rea on Mentjon 

Type of client desired 
can be obtained 8 

Most conven ent method 
for the agency 4 

Quickest method in 
obtaining a ne\'1 client 1 

Relatively in xpensive 
method to he agency 0 

Others 0 

m hod 

6 . s% 

30.8 

7-7 

0.0 

o.o 

Tot a s 13 100.0 

\"(\ 

f 

quicke t 'n obtaining n w clients. gain a he abl 

shows, any other reason apart from the abo e · hre w r 

not impor ant in explaining why an agency relied mo 

in a particular me hod of obtaining new clien 

This study found ou that media like radio~ 

televi ion, newspaper, maga~ines, cinema or film, 
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directory advertising~ and outdoor ad r isi g w 

all dealt lith by all h 13 ad r ing .. g J i s. 

Ho\ever~ direct mail and ransi ad r · ng m di 

were dealt with by only ten and nin ag n i r ·p 

ive y . Only six agencies indica ed h 

with other media other than the abo n 

h y d l 

rh 

o her media were: below the lin and poln of sal 

materials, exh "bitions and sho\ , neon . gn 1·v 

p romotions, and gi e-away items · ke T- h · r s and JJ ns. 

As table 13 shows~ only five ag nci r ond cl 

to the q uestion which sought to find out why som of 

the me dia ava·lable were not dealt with by the ag ncy. 

Ta Lle 13 : Main reason why an adv rt·s·ng 
agency did n ot deal with om of 
the med · a available . 

~1a n Reason 

Clients do not requir9 
use of t hose media 

Th e agen cy considers 
that u se of those media 
do not require agency 
services 

Th e agency trying to 
speciali?..e on ome med· a 

Lack of personnel who can 
pr pare ads for those 
media 

Preparation ot' ads for 
those media i costly 

Others 

Totals 

N 

Number of 
Mentions 

3 

2 

0 

0 

0 

0 

5 

= 5 

-

Proportion of 
g ncies Men

tionj.n_g_ It~m 

60.0% 

40 . 0 

0 . 0 

o.o 

0.0 

o.o 

100 . 0 



The rest of the agencies f h d i h all h 

available media . The only t.l 0 rna 1. ~ . on g " 
explanat-ions as to why th ag n y did no d 1 i h 

some of the media a ailab r th n did 

not require use of those m dia and tha ~ h a~ nc 

considered that use of th e m dia d"d no r q r 

agency services . \Vhile thre agenci indj at d h 

former~ wo agencies indicated the at. r r a n . 

Hence the explanation that clients do no r qu] 

se of those media emerges in this dy as h wo_ 

importan reason of the wo . The r of h r n 

were not important as the table ind· at, 

Table 14 shows that the med·a ho n Cor n 

advertis"ng campaign was mostly det rmin d bv oLh 

h e advertiser and agency. This wa s m n "on d by h 

Table 14: The person who de rmin s h rn 

chosen for an adver · ng campa · gn. 

umber of ProporL.· on f 
Decision Maker Mentions gencie n-

tion ng m 

Bo h the advertiser and 
agency 9 69 . 2% 

The agency 4 30.8 

The advertiser 0 o.o 

Totals 13 100.0 

majori y of the responden s, 69.2 per cent of the 

. advertising agencies . The only other determinant 
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of the media chos n ,.,as th ag ncy. J hj !:'> I o'" v r 

mentioned by only 30 . 8 p r ent of h ag n .i 'fhc 

findings sugges that though th a 1\ y h PO\ r. 0 

determine media choice in depend nt.l of adv r l r 

. the advertiser cannot mak ch a d \ol h u ffi{ l 

mising with the agency. n the r omm n r 

most agencies indicated that th u 1 p ac was 

the agency to approach the adv rti t w h m dia 

}Jroposals and then compromise \o~it.h he ad rt · r. h 

a few cases however, the agency may plac an ad rc

isement in a medium or med ·a combina i n w hou con-

sultation with the ad ertiser. The ag nci fut her 

r 

said that in case where the advert's r was h nL on 

dictating media against · h e agency's b st judg m nt, 

they had often had no oth r option but t w hdraw f m 

the con ract~ ~or the agency's interet. 

Table 15 sho\S what advertising agencies 

perceived as the causes for change of agency by 

clients. The table indica es that d'ssatisfaction 

with the standard of agency creati e work and 

aissatisfaction with the s andard o~ agency account 

managemen w re perceived by most ag ncie as th 

causes for change of agency by clien Each of the 

reasons was mentioned hy 76.9 per cent of the agencie 

Personality conflict between client and agency, and 

changes ·n the advertising personne ~f the client 

company bo h ranked second, being men ioned by 46.2 

per cent of thr! agencies as cau es for client switching 
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Table 15: What ad r · i in 

as the cau~ 

by clien'L . 

Cause 

Dissa isfaction \ith 
standard of agency 
creative work 

Dissati faction with 
stand rd of agency 
account management 

P rsonality conflict 
between client and 
agency 

Changes in the advert
ising personnel of the 
cl"ent c mpany 

Changes in 'Lhe top 
management of the 
client company 

Relative image \ ak-
ness of ad campaigns 
prepared by the agency 

Dissa isfaction with 
tandazd of agency 

market"ng advice 

The decision by the 
clien company to 
deer as its ad budget 

Politics n he Mar.age
ment of the client 
company 

·ssatisfaction with 
standard of agency 
media buying 

= 13 

0 

10 

6 

6 

5 

5 

3 

3 

3 

0 

0 

f r h an 0 

7 -9 

46.2 

46.2 

38 . 5 

23.1 

23.1 

23 . 1 

0.0 

o.o 

g ll 

of agencie Whil dissati f."a tion with the tandard of agency 

med~a b ying was not perce"ved by any agency as a cause of 
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clients ch ng· ng agcncie , d · ·. a i n he 

tandard of agency mark ing h d l. i I h • 

the clien company to deer 

and pol't'cs in the man g m n 

i cl 

f 

in this udy emerge as al b ng r •1 

as in each case only 23.1 p r n 

perceived them as causes . 

Th int re ting point. h w e r n h 

was the way in which the p rcep ion f h e ag 

hi st dy deviate from lhat. t.h 1· ra 

l'ke in he l'terature, th s f'ndings 

indings 

ha 

ri.l 

in 

Un

h 

dvert · ng agenc · es n Kenya w r r n ugh n 

their per eption a to the aus s f 

by client The majority a knowled 

h ng 

d h 

'nhercnt in he standard of ag ncy p rformanc w 

responsibl for client abandoning ag n 

rature on he o her hand suggests ha 

h 1' -

g nci · r 

not ready o acknow edge the"r own w akn . e bu 

·n tead shif he blame to factors w· hin th cl' nt 

compani and from without the agency. n th' udy 

t\o fac or wi hin he client company nam ly 

the deci ion by he client company o d ere s i 

advertising budg and polit'cs in he managemen of 

the client ompany ha e ev n ranked v ry low, be'ng 

m nt'oned by only a f w agenci s as aus s of the 

agency-eli n urnover problem. 
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Conc1 n 

The foregoing finding ring 1' h n mh r 

of points about the nature and op ra on · f h 

advertising agencies in Kenya. Th ollow· g w r 

found about their nature. Th arg · numb r 77 p r 

cent of the existing a~vertising ag ncj • we r · ·t up 

in Kenya during the 1968- 1982 e r d. In h p ·rjod 

963 - 1967, just after Kenya htain d h r p li j c al 

· ndependence no agency '~as s t up. Mo · f h . a(! nc 

a out 69.3 per cent of them mpl yed from 11 - 3 p 1 

quite a mall number of" employees by he s andard f 

agencies ·n Brita'n and the Unit d S at t America. 

The advertising ag nc'es in Kenya w r of ~wo yp 

the full servic and the cr ative bou iqu ag n 1 

·ull serv·c agencies comprised 76 . 9 per nt of h 

agencies . Except for one agency, most o h ag nci 

\"ere either organ· z.ed on a departmenta l b i or on 

both departmental and group basis. Mos - of th ag nci 

were either Kenyan owned or American (U.S .. ) own d. 

Limited liability companies omprised 76.9 p r c nt of 

the agencies. 

were the mo 

Media commissions and serv·c charg 

frequently ment'oned methods by which h 

agencies were comp n ated . 

Inves iga ion into the operation of the ag nc 

found the follo ing . All agencie offered adv rti ng 

planning, copy de elopment, artwork, and media selection 

services to their clients . The other services were no 
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offered by all ag ncies . T,:,., r a on 10 ft CJU n -
ly mentioned for not offe ng c r ·r i •s \ r . 

that , while some agencie ". r ry n pc i;tli2. 

others consid red that, h n y \ 

to perform th services . lo t, 4. p 1' n f h 

agencies relied on personal con ac and 1. cl OJ 

to pros p ective clients as a m t.hod f r jn ng "' 
clients. Th e most f-requent ' y m n . ll 'd on f r 

relying on a part·cular me hod was hat h 01 1.,hod 

was appropriate for get"t.ing he t.yp f li nt desi... d. 

Al t he advert·s ng agenci d al w h h foll "' n 

me dia: radio, television, newspaper, m gaz·n , n m· 

or film, d"rectory a dv e r t · ing, and utd r adv jn 

IIO\'I'ever, some of the available m d ·a w r no d 

' · th by some agencies. For some ag nci h. w 

becau e clients did not require use of hoe med·a, 

while for other it wa s b eca e the agency cons·d r d 

that use of those media did not requir ag ncy - rv c 

In 69 . 2 per cent of t he agenc·es t he media chos n r r 

an advertising campaign wa determin d by both h 

advertiser and agency. In only 30 . 8 per cent of h 

age ncie d i d the agency alone de ermine the choic 

Finally, most of t h e agencies perceived that he cau e 

for c ha n g of ag ncy by clien s were dissatisfac ion 

wit h the o andard of agency creative \Ork, and di s a i

fac tion wi h t h e s andard of agency accoun management. 



CHAPT ·R 

C 0 N C L U S 0 

This rinal chapterJ the c one u ion 

summari~cs and di cusses the f'nd ' na m i nly n 

rela ion to he major quest ions ra· d · n t h 

objectives of th study. Th chap a] ld gh] . g h 

f'.he linli t a ions of the study, and 

sugg st'on r.or :uture research. 

n c lud ~ ' i h suu1 

Summary and Di ion 

Four major questions were r j d t: h ir 

object've of the tudy. The qu ti n gh 

iden ify the nature of the advertis'ng ag nc i · n 

Kenya w'th re pect to the types of adver ng g nc 

ava~lab e, the way in which they ar org ni~ d, 

owner h'p, and the methods by which he 

compen t d f:"or their work. 

Regarding the types of:" adver 

ag nc i 

ng agen 

Kenya, the ana y es show that here were only wo 

ype o{ adverti ing agencies, namely, the full r 

r 

n 

agencie and th creative boutique agenc·e Th ful 

service agenc however comprised the large t num r · 

76.9 per c n of:" the agencies, while the crea i 

boutique were only 23 . 1 per cent of:" the agenc'e 

The lit rature suggests too that full ser ice ag nci 

are the dominant types in Br'tain and merica and h 

100 



argument provided is ha the ur f h m t'k 

is such that unless an agency r d·r. s m· uy 

ser ices a possible, i s r iv l w uld b bu hot -

lived. This i he fat e mos crea I iqu . ha 

fac d forcing them to adopt mor r 1 h full 

ser ice agency per spec ive. 

Concerning how the ad rt;i ng ag n n 

Kenya were organized the analyses die d h b 

ha f .) 53 . 8 per cent of the agenc e w r rg niz d n 

a departmenta basis. Each major ag ncy {" n _ i n b ing 

assogned to a sepa~ate d par men o 

third_, 38 .5 p r cent of the agenc 

both departmental and group as 

of the agencie were organized vn 

Here again the findings were c~nsi 

S ogh ly ov r c. 

w . ~ organ z d 

and on y 7 o 7 p ·r 

pur<:: y grou p a 

nt, w h h 

ture pertinent to the study . Accordong o h 

departmental and departmental-group ar popular bas 

of agency organization, found in large and m 11 ag 

alike . A purely group basis is conveni n m inly Co 

the very large agencies. Most of th adv r ing 

agencies in Kenya, how ver _, were rel.a ive y · mal in 

size. 

Ownershop of advertising agencies inK nya wa 

considered on hree bases namely O\vn r hip in r la ion 

to country of origin of the agency, wheth r multo-

n 

r , 

national or na ional, and ~orm of organization of h ag ncy. 
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The analys s ho' hat n ar y half, 46.2 p 1 n 

of the agenc opera ing in 'enya r 1 c 1 or 

Kenyan owned. .rearly a th · rd 30. 8 per c we 

American owned, while 15 .. 4 per cen and 7. 7 p r c 11 

were B itish and Canadian owned resp cti ly. A~ nci 

of for ign or'gin therefore compri dab ut alC, 53· 

per cen of he advertising agencie opera ing in K ny 

The ana ysis a so indicated that of h 13 adv r i n 

agenc · e , the greater number, 61.5 p r n of ag n i 

were under mu tinational ownership , whj le only ::; 

per ent of .,hem were nationally own d. 

The analyse show that the 13 dv r is ng 

agen i ~ fell in o three forms of ownersh'p. By far 

the largest number, 76 . 9 per cent of h ag nc 

were under limited liability company ownersh'p. ,whi 

only 15 . 4 per cent and 7 . 7 per cen were owned by o 

proprietors and partners respect'v y. Ther wa no 

other form of ownership of the e ag nci 

Concerning the method of comp n a on, h 

analyses show that 84 . 6 per cent of h agencie w r 

partly compensated by media commi n Som 61.5 

per cent of the agencies were partly comp n at d by 

service charges, 23.1 per cent part y by composi e 

of other me hods 7 . 7 per cent partly by 'f e , and 

5 . 4 per cent were partly compen d by o h r method 

namely studio production, and advertising or'gination 

charges . The indication here was that ab u~ ix 
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differ n m hod w r us d by cl· n mp n 

the e ad r ing ag cies. dy d 

that med· c mm i n was h mo dom 1\ n m hod 

by wh· h th ad v ing a gene w l' 

compensa ed f r t.hc·r work. Thi finclin n-

sis tent wi h th i rature in h c ld. at l y 11 

the adv r ng agencies in thi udy d m dj 

comm n a on of the me hod by wl i h h r 

compen a ted . In contrast only one g y (7-7% ( 

t~e agen ies) u ed fees as one of h m .th d 

it wa c mpensa cd. 

y h1 

An investigation as to wha m hod an ag ncy 

re ied n most found that otly wo f h b 

method , t-hat is, media commission and a 

other me h d wer relied upon by ag nc· 

compensa on . \Vh ·1e media omm · ss n w 

m hod of compen ation in 76.9 p r c nt 

of 

r h ir 

th ma·n 

h g ncies, 

a compos·te of other method wa h rna n m · h d in nly 

23.1 per en of he agencies. Th r 

wer uppl m n ary and in no ag ncy wa 

of h me hods 

ny of h m 

relied upon a the principa method of comp ns on. 

L·ke in the first obj ctiv four m jor qu scions 

were ra d for the second ob· v f h study . The 

quest·on s sought to explore he op rat·on of adv rt-

i ing agencies in Kenya with r p c 

they offer to clients, the m hod 

o he 

h y u 

rvices 

·n obtain-

·ng new cl'en s, the determina tion of h media chosen 
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for an ad r 

gcnc·es p r 

y ·li nts. 

ng mpaign :~ and hat; h ·td r ~ i liC 

ve a th c u for ch n of g n y 

The ana y how hat 11 he m jor ad ·r -

ising ag n y s rice \ ere off red by g nc.i . n 

K nya. Th were ad rtis'ng plann·ng, opy d lop-

ment, ar work, m dia election vi on pr d i n, 

radio produ 

marke ana 

·on, pr'nt produc ion, mark ing d i~ , 

· s, publ'c rela - ·ons ad 

f adverti ng campa·gn eff s 

valu i n 

~nd m rk 

1 es Rrch . In add'tion, wo o her nam 

f'lm product·on and 'hat agenc 

upcrvising and d'recting s rv · 

r f rr d o a 

' r of(' r d. 

f ' rs four · r ices were them st popu] 

offered by a the agencies. T 1 

and radio pr duction were n xt 

off red by 84 . 6 per c nt of th a gen 

popularity w re print product'on and marl 

offered by 69.2 per cent of th agenci 

analysi and public relations advic w r 

popularity and were offered by 61 .5 p r 

hey 

due 

't,y and 

Th'rd 

ng ad 

lark 

f ou r · h 

n 0 

agencies. E aluation of adv r i ng ca mp ign 

h 

w 

n 

w l 

n 

n 

h 

iveness and market research were h 1 a t in p pular

ity being offered by only 53 . 8 pe r cent nd 46.2 p r 

cen of agenc · es re pee ively. Only 30.8 p r c n o 

the agencie offered other ser ice oth r t han h 

above welve . As suggested n t he li r a r he 
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fir t four r i re the most popul r b u 

hey are the pr'mary adver i ng agen y r i and 

are qu· e ba ic o the op ra ion of n ag ncy 

T\ o rea on namely he agen y rying o p i,J-

ize and he agency consid r'ng tha~ h rvi r 

not for the ag ncy to perform rank d f'r amon 

most importan reason , as he xp an ion for why 

an adverti ing agency did not offer om r c 

The reasons, a k of compeLent employ and l'en s 

not req esting for the service were among hos m n

tioned as being most important in exp a· n · ng why an 

agen y did not offer certain services. 

Regarding he methods used by h ad i n 

agencies in Kenya to obtain new eli nt h analy s 

shows the fo lowing methods, arranged in rd r of h r 

popular'ty: personal conta ts and so i iLat'on 

prospect' e clients, specu ative pre en a ou 

spective clients, agency presenta on o pro p 

clients, letting clients approach the ag ncy on 

t 

pro

Li 

h ir 

own, direct mail ad ert'sement to prosp c ive cl' nt , 

advertisements in trade papers, and Lh in rnat'ona 

in-house method. Howe er, inv stiga ion~ a to h mo 

important method relied upon by an agency n obLaining 

new clients found that only three n mely p r ona con

tacts and solicitations, agency pre n a ion and 

specula ive presentation were relied upon. The mo 

widely relied upon was per on 1 contacts and 
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solicitations which wa the min m hod f r 61.5 

per cent of the agen ie Agency pr s n ion and 

speculative presen a ion wer the main methods ( r 

only 23.1 per cent and 15 . 4 p r ceo of he agen j 

, 
res pectively . These finding suggest d Uta al hough 

the other methods were used as upplemen ary me hods, 

none of them was relied upon by any ag nc as th main 

metho d of obtaining n w clien s . 

Investigations as to why a m thod was reli d 

upon by an agency found the follow'ng m in asons, 

arranged in o r d er of their populari y: 

(i) becaus e the type of client des'red an be o · a'ned, 

(ii) it is the most convenient method for t he ag ncy and> 

(iii) it is the qu · ckest method in obta · ning a n w client. 

These were mentioned as t h e main reason by 61.5 per 

cent, 30.8 per cent, and 7 -7 per cent of the agencie 

respectively. 

The analyses s hows that in 69 . 2 p er cent of t h e 

advertising agencies , the d ecision as to which medium 

or me dia combination to place an adver~i ement was made 

by both the advertiser an d agency. Th study 

found t hat the usual procedure wa for the agency first 

to make media proposals and then seek o compromis with 

the advertiser o er the choice of media for the placement 

of an adverti sement . This finding was consistent with 

the literature in t he field. The analyses also s hows 
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that while in 30.8 per cen o h agenci 

cho n for an adver ising ~mpaign wa d 
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h m di 

rm"ned by 

the agency a ne in no ag ncy did he adv rt' r 

alone d ~termine such a cho· Th 'mplica ion h r 

was hat ev n hough m d'a choic deci on 

deci ions: n some agcnc'es the gency wa fr e o 

choose as it pleased and could en di a 0 h 

advert'ser what medium or media would be app opr'a 

In no agency did the adver iser have uch p we In 

their comment ~he agen ies indica · ed hat 't \ u d 

be in the int rest o£ the agency o wi dra\ from a 

contract where the advertiser tr'ed t assume die a o

rial powers over media cho · ce . 

This study also found that all the adv r i ing 

agencies deal t with radio, television, newspap r 

maga~ines, cinema or film, dir ctory adv r ng, 

and outdoor advertising media. The rest of th 

advertising media availabl in Kenya w r d alt with 

by only a _portion o£ the agenc· n vary"ng propor-

tions . It was found that 'hile e ght agen ie d alt 

with all the media available in Kenya only fiv a gene 

did not deal with all the media. Thr of the fiv 

agencies gave as their main rea on for not d aling 

with some o£ he media the explana ion hat eli n 

do not like use of those media. The 0 her two 

agencies indicated that in their con "deration u e 

o£ those media do not require agency ervice . 
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Regard'ng what he dv t.i · ·n 

perce ed as the caus s for cha g• ( y by 1 i 

he study fo nd that di sa 'sf Wl. h h nd · d 

of agency ere t've work and di j 1\ i h h . 

standard of ag ncy account manag ~m n r 

among the en rca ons ci d. Th r n rr ng 

in order of t,he frequency of m n i n . w r n 1" y 

confl'ct bet\ e n eli en and ag ncy h n in h 

ad rtising personnel of h clicn omp ny Ia g ~ 

in the op manag ment of the c n omp n r i 

image weakne s of advertising amp gn · r .r d by 

the agencyJ d' ssati fac ion wi h h rd o • g n y 

marketing adv'ce, the decision by th c nt 

to decrease it advertising budg , and p liti 

managemen of he client company. Th' how 

adv r i ng ag ncies in Kenya were more r a s 

acknowl dging that weaknesses in h r ~ nd rd 

performance cau e change of agency y cl· n · . 

ing o the numb r of agencies ha m n 

those rea on that wer related o au 

agency ranked h'ghes , whi e thos r a 

n d a r a or1J 

w hin h 

ha w r 

related o cause wi hin the client comp ny rank d 

lowest . In th e respect he f'nd'ng of hi udy 

differed gr a y from the literatur . Th li r ur 

suggests tha dvertising agencies ar no r ady to 

admit that fa ors within the agency cau 

agency by cl' nt , but are more inc ined 

chang of 

shi h 

d 
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blame to fac rs from wi ho h • 11 y r w hin 

he lient company. 

Limita 

Thi 

imitation . 

s udy as con rain d b foll ' ing 

One agency \hich refu d oop . r in h • 

tudy was ignored and exc~ uded fr m h u u . '1 hi 

left a population of 13 agenci in a of h 

adver is'ng agencies in Kenya. Th g n tal'a · n 

from h's ~udy are therefore somewha n raja cl 

to the ex ent hat data from on ag n y wa 1 k; n 

Although one of the object'v s f hi udy 

wa to explor the operations of adv r 

in Kenya~ tim became a major ons ra 

n ag n i 

lim' in lh 

scope and dep h of the study. Ther for o her 'mpor -

ant areas of agency opera ion like mark ing and 

media r s arch ad er ising planning, f on C 

major agen y people, he proc ess in o d in h 

produ tion of an ad er isemeot~ and oth~r f tur·s 

were not spec'fically deal wi h in th t dy. 

Likewise it was no possible o plor 

deeply enough certain areas covered in th udy. 

Media deci 'ons, for example, could ha b n plot• d 

further to find ou how the advertis · ng agenci in 

Kenya decide on time, frequency, and to al numb r of 

advertisement expo ur s. 
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Suggestio 

Owing to limit-at· on in m o h r impor n 

areas of agency operation wer n xplor d. i 

suggested tha future research ·hou d dir c i 

efforts toward the exploration of how h adv rt· ing 

agenc·es in Kenya hand! ~ their mark ing and m dia 

research funct·ons, adverlis·ng p ann·ng funct· n 

the process involved in producing n adv rti nt, 

and the evaluation of advertising ampaign ff c -

iveness . 

Future research shou d al o cone nt.rale m r 

on those areas not adequately explored by the udy. 

Media scheduling decisions would be such an area, 

where future research shou d try to find out how th 

advertising ag ncies in Kenya dec'de ·on he tim, 

frequency and the to al number of advert's ments for 

a particular advertising campaign. Such a tudy could 

go further to explore how the ag ncies perceiv differ

erent types of audiences and the impact this has on 

their ad ertising schedules. 

The s udy investigated what he adverti ing 

agencies perceive as the causes for change of agency 

by clients . Whether the clients themselves perceive 

the arne or different causes is an issue o be resolved 

by future re earch. 
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ll I V. E R S I T Y OF /\IROBI 

Dea.r Respondent 1 

~ ost people in this country noi th~r kno the meaning he 
work of advertising agencies. In order to ovcrcomo hi e:n .. ral lack 
of kno~-tlcd(;c this survey aims at studyi.n~ tho nc.turc and o '·l'atlo G of 
advorti.sing agcnci-G in Kcr.ya. It is town.rd tln.~ c. d th.-:.t tllis 
questionnaire calls for your acsistancc in providine the necessary 
inform~tion. 

Nci thcr your ::1M!;) _or th!l.t of your accncy is rcquir d u.nd you 
arc nssurcd thz.t tt.o i! f{:rccti~n y~c. pr· vide w-=. 11 be trc;:.. c; in ~h · 
strictcnt c~nfid.cnc\:! . 1 t y ·:u:r rcqu-::;t 1 a c~rr.r..-u-y 4 th.:.. r ..:cults •lll 
be sent to y~u.. 
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I TERVIE U E S T I 0 A I R E 

In each of the follo ing qu st'ons, pl a s ens 

according to the instructions giv n. 

Sec 

1. 

edia Decisions 

hich of the following adver isin m di oes your a ency 

deal with? _T..;;.i..;;.c __ k_;;_a.:;;.l.:;;.l---'-.....:;;._;;_=.;:;..:..::.:...;_.;:;__:~~..::o:....n..::l:.L.y. If some h ve 

been left out write them in he s ce or ''o h rs ... " 

a) Radio ( ) 

c) Newspapers ( ) 

e) Cinema or Film ( ) 

g) Transit advertising ( 

i) Direct mail ( ) 

b) Television ) 

d) ga?.ines ) 

f) Directory adv rti

sing 

) h) Outdoor ( 

j) Others . . . . . . . . . . . . . . . . . . . . . . • • . . . . . . . . . . . . ( ) 

2. If your agency does not deal with some of the media 

available, which of the follo· 'ng could e he in 

reason? Tick the main reason only. If the main reason 

for your agency has not been provided, hen write it in 

the space for "other ... " 

a) Your agency is trying to specialize in he use of 

some media only ( ) 

b) Your agency deals with clients ho do not require 

the use of those media ( ) 

c) Your agency lacks personnel o can prepare 

advertisements for those media ( ) 

d) Your agency considers that use of those media do not 

require the services of an advertising agency ( 

e) Your agency would find the preparation of advertisements 

for those media costly ( ) 

f) Other .... .... ..................................... . 
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ho in most cases determin t. e dium o m di 

combin ion hich your agency us s for p icul r 

advertising camp ign? T'ck one only. Com nt briefly 

on ho your agency arriv .s a such died cisions. 

a ) The adver iser ( ) 

b ) Bot the advertiser nd agency ( 

c) The agency ) , 

Comment .. .. . . ... . .. .. ... .. ..... . ...... . .. . ... ...... .. . 

Section 2 : Agency Services 

4 . Whi ch of the following services does your agency of er 

to i ts clients? Tick all the releven ones onlt . If 

s ome have been left aut ~ite them in the space for 

"other s ... " 

a) arket Research b) arke Analysis ( 

c) Advertising Planning { d ) Copy Development 

e) Art work ) f) Media Selecticn 

g) Television Production ( h ) Radio Production 

i) Pri n t Pr oduction ( ) 

j) Evaluating adver ising campaign ef activeness for 

clients ) 

k) Assist clients on their marketing problems ( ) 

1) Assist c lients on their public r elations problems 

m) Others ......................................... . 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . 

) 

) 

) 

) 
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If your agency does not o fer so of the s rvices hen 

from t he following reasons rank in erms of import nee 

only those reasons which explain :. y. Indica e he rank 

by wr i ting a number in the appropri te bracket, for 

example, the most important reason auld have the rank ( 1). 

If some reasons have not been · providad write them in 

"others and indicate their ranks . 

a ) The agsncy is trying to specialize in some services 

only ( ) 

b) Those services are offered by other egencies ( ) 

c) The agency lacks employees who c n perfo m those 

s er vices ( ) 

dJ The services would be too costly for the clients ) 

e ) The agency lacks facilities required for the 

performance of those services for clien s ( ) 

f) Clients do not request for t hose services 

g) The agency is not suppossed to perform those services 

for c l ients ( ) 

h) These services auld be unprofitable for the agency ( ) 

i) Others . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ( ) 

.. . . ........... ................................. .. 

...... .... ... ................................ . . . . . ... 

... . .............................................. t 

.... ............................................. . 

( 

( 

( 

( 

) 

) 

) 

) 

6 . Are al l the activities required in rendering services to 

your clients performed by the employees of your agency? 

a) Yes ( ) b ) No ( ) 
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the services for hich your agency con ract outside 

s pecialists . 

• • • • • • • • • • • • • • • • • • • • • J • •••••••••••••• ' • f •• •••••••• ·• •• 

..................... ' • • • • • • • • • • • • • • ... • • ••••••••••••• l 

. . . . . •· ............... ' ......... .. .... , ............... . 

• • • • .. • .. • • • • • • • • • • • • • ·• 1 .................. ' ............. . . 

8 . Please, list the various kinds of training p ograms 

which your agency organizes (include both local and 

overseas in-hou3e programs run by the agency) for its 

employees . 

, 

9. Please , list the various kinds of training programs 

which the employees of your agency have gone through in 

schools , colleges, polytechnics and other institutions . 

. .. . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . .. . . . . . . . . . . . . . . . . . . . . . . 

. . . ' ........................ . . ........................ . 

. . . . . . . . . . . . . .. . . . . . . . . . . . . . . 
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Section 3: e Business 

10. s m hods hich 

your agency uses to obtain ner~ clients? For exampl , 

the method most used by your agency should hav the n mber 

(1) in the bracket. If some m~thods have been left; out 

for your agency write them in ·"others ... " end indicate 

their ranks. Do not rank he methods not used by your 

agency . 

a) Your agency makes advertisements in rade p pers( 

b) Your agency makes direct ail advertisements to 

pros pective clients ( 

c) Your agency makes speculative presents ions to 

prospective clients ( ) 

d) Your agency makes agency presentations to prospective 

clients ( ) 

e) Your agency makes personal contacts and solicitations 

with prospective clients ( ) 

f) Your agency makes no efforts to get new clients but 

lets clients approach the agency on their own 

g) Others : ............ ,. ........................ . 

........ ... ...................................... 

..................... .......... ... .......... t ••• 

................................................. 

............................................... 

( ) 

) 

( ) 

( ) 

( ) 

) 
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ich of the following is the in on h ch nlu ns 

why your agency relies on he hod you h v giv n h 

first rank? Tick on~ only. If he in re son he ~ not 

been provided i te it in the sp ce for "o her ... " 

a) It is relatively inexpans·v to h agency 

b) It is ~he quickPst me hod of obtaining a ne 

client ( ) 

c) It enables the agency to obtain t 

it desires to have ( ) 

yp of clien 

d) It is t he most convenien me hod for the agency ( ) 

e) Other .......................................... . . . ... . 

12. If your agency does not use some of the available methods 

of getting ne clients , please briefly explain ihy . ...... . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . , ................................. . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

13 . o are your clients? Please provide a lis 

..... ' ................................................... . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ·• 

............................. .............................. 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ... . . . . . . . . . . . . . . . . . . . . . 
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14 . If your agency is multination l , are your 

multin tional clients in Keny he sa eli n s 

you have in your branches in o her coun ries? 

cj)Y es ( ) b) No ( ) 

If yes , please give examples of such clien s 

. .. . . . .. . . . . . . . .. . . . . . . . . . . . . 
•••••••••••••••• 0 ..... 

. . . . . . . . . . . . . . . . . . . . . . . . . . 
• ••••••••••• 0 ••••••• 

. . . . . . . . . . . . . . . . . . . . . . . . . . . ............. ...... . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . ................... . 

. . . . . . . . . . . . . . . . . . . . . . . .. . . . ................... . 

15. I f you are a local agency , do you find any 

problems i n obtaining multinational fi rms as clients? 

a) Yes ( ) b) No ( ) 

I f yes , please explain briefly ........................ . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . .. . . . . . . . . . . . . . . . . . . . 

. . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . ·• ... •· ............................. . 

. . . . . . . . -.................................................. . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

• 
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Section 4 : Agency - Client Turnover 

16 . hich of the follo ing factors do you hink c usa clients 

to discontinue their relat ionship Nith agencies? Tick 

all the relevant ones only. 

a) Dissatisfaction with the ·standard of agency creative 

work ( ) 

b) Personality conflict bet een the client and the 

agency ( ) 

c) Dissati&faction with the standard of agency account 

management ( ) 

d) Changes in the top management of the client company ( ) 

e) Relative image weakness of advertising campaigns 

pre pared by the agency ) 

f) Changes in the advertising personnel of the client 

company ) 

g) Dissatisfaction with the standard of agency marketing 

advice ( ) 

h) The decision by the client company to decrease its 

advertising budget ( 

i) Dissatisfaction with the standard of agency media 

buying ( ) 

j) Politics among the management of the client company ( ) 

k) Others ............................................. . 
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Section 5: the Agency 

17 . How do the follo ing hods by 

which your agency is compensated for i s rk? For 

example, he method by which your gency is most 

compensa ed should have the number ( 1) in the bracket . 

If some methods used by your agency have been left out , 

then wri te them in "others ... " and indicate heir rarks . 
. 

Do not rank the methods not used by your agency . 

a) Media Commission ( ) 

b) Service Charges ( ) 

c) Fees ( ) 

d) A mett1od which is a composite of two or all of the 

three basic methods ( ) 

e) Others : ..................... . ... .. ... . ............. ( ) 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ( 

( ) 

18 . If there are certain methods by which your agency is 

not compensated , please explain why .......... ....... .. . 

. . . . . . .. . .. .. . . . . . . . . . . . . . . . . . . . . . . . .. •· ..................... . 

. . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . .. . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
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19. Which one of the folloiing bases o ag .ncy orgeniz tion 

best describes your agency? Tick one only and 

comTT19nt briefly . 

a) Your agency is organized into depar m n s on he 

basis of major agency functions ( ) 

b) Your agency is organized on the b sis of groups 

whose functions are more or less iden icel o e ch 

other ( ) 

c) Your agency is organized oth according to dep r ments 

of major agency functions and group asis (es in 

alternatives ' a ' and 'b' ) ( ) 

Comme nt ..............•........................... 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

20. What kind of organization struc ure does your agency have? 

Please provide a copy of the organization ch rt if one 

is available ............................................. . 

21. This advertising agency is (Tick one only . I it is not 

one of the three indicate what it is in the space for 

"other ... ") 

a) A sole proprietorship 

b) A partnership ( ) 

c) A limited liability company ( ) 

d) Other ......................................... . 



122 

22 . Which one of the follo ing types o nc. do 

your gency belong to? Tick one only . If 

has no t been provided ite it in the ce or 

"other .. . " 

a) Creative boutique agency { ) 

b) Full- service agency ( ) 

c) A l a Car te agency ( 

d) I n house agency ( 

Other . ...... .... ... . ...... ...... . · .... · .... ···.·········· 

23 . Ooes any manufacturer or advertiser sh re in the 

owners hi p of your agency? (a) Yes {b) No ( ) 

24 . Your age ncy i s a multinat i onal (a) Yes ( ) (b) No ( ) 

25 . Fr om which countr y did your agency originate? .. . .... . . 

26 . In whic h year wa s your a gency est lished in 

Kenya? .. . ... . ..... . . . ..... .. . ...... .. . .. ... . .. .. .... . 

2? . The total number of peo ple employed by your agency 

within Kenya are . ... ...... ..... num er of employees . 



.. · 

App ·tdi 8 

CY S I~ R ·~/I C 1 ·\ R D S tj" th,· 

Jf.r. ori(lliOJI if cAth:l'rti.rill'r c.../J,rrol{ic:s 
'11'1 riHt.R '1 . 1'•11' )Ill f t • t 11.\ It I\ I lth 

,.(r.-::r;r .\',rt.:ir,· t.IIJ/1/, u/ 11:to f•rauw 10 t/1c 

p,/.;,,, •r· to tluu part r;J i: tclnt h i1 ,-;· tlairol 

lf1 rc•t~rh , th.· tlft7.·aJJitlgt'l oj 11 jlrilrltlf•t or lfl't'lrt. 

l't II 1: " the p .. h!t• lite ;,h ~O · 

1, lu•t ur ~nt"' 1 h .• •c•f upuo : 

I 1·1 u( ll oe pr .. .lm I "' ,,.n 1\ C Ill 

• c t • ,;.:tern:. nc rl c .1•1 · .1n1.1):n ~n.J 

• h•nt.1 ·r. cnhcrcur 111 the pr .. Ju•l •• · 

f, ~ .1 10 lh rd.tllt •lt '" \ •lltlf'CIIIIull 

h '" uf rhc- prc..-nl ;~no! J'•• t'OitJI 

.If <I loof \\hadl I he Jll••lu< I ur ><t\ 1\C 

1-lptt'J: 

lu h' _,,....,..,. 

,,. eu cr,...:t .a_n.S "''"""."' .... ,J,,a••n• 
.iru tV .. ,.,.,u .. n.a .o~ltut\lnl "' • nJnrc"'tthun 

. 'n ... \· !_,...._ •• ! :: .~..- 1~.,,t .... .. ; .. ;.,uiLutiun 
tilt'• ""'' thctr metlaoui• 11f upcr;~uun. 

I frtf,:c uf :aiJ the 3\ .lal.Jblc tneJiJ 
I"' .... \\1111 h '.Ill rr•thl•lth· he U.Col lu 

I H Cl•c anl<'tptci.JIIoon Hf rhc pruaJutl ur 
t • c t•• \Ho\umcr, \dtuln.Jic r, tlc2lcr, 

'"'· ur ulhcr f;ntor. 

"'' 'lc•ls:c \'oven: 
ty,""lt"f 

I ~-,. r C')u1ntit 

( .,, t '"'"' • · · • • • · • · · • • (J•ulu, 
I • •I ~irnnomh 1,....,. .. 11..., 
c .. ~ 

\ ''' £ III"TI.IXf: of ~J.!C'OC y !< rvicc hu 
, ,. tw 1h :\"• d.uiu:t n1•trc k · ·lv 111 

H 11 1•. ,., II>JI ;a(hrn :,~·n :2nol m~•l•
.. '• · · :, ~: : t: ~ r: ~ ~ .;:-.~ ~ .l;.:c::'" 1 • n. • 

.11 11.1~ be: C\J)Cl' teJ •·f lhcnt 10 clc:lhnJ.: 
rr• blcnl> flf .advertising. 

1Jull ~s.:cncy is. of "ursc. fru Ill 
lh irs · Ju:n~ "1•~1 ~r\'i\c) it w1H 

:\,un;: •rn thC' tu•h, .10.1h ,., "'"'I l.tt"" I· 
c•h:c ~· C'\flbtnr,J '"the- JHeo r•!o n~: r r.~;r.arh , 
tC'tootnn\Cnol .tl"'"' .arc IIIJ•Jc- .1r .• 1 tla looll• l" '"~ 
fl' "'nlu rc c-n,uu: 

Furmui.Jtluo oo( J Jrhnuc pl.1n 

f1 f-: \C'\ UIJ•III 11( tflll pJln, 

( • I \\~ ut•n,:. "'.:,r.....t c .~t .. ,, uur:-;: ,,f .a.J 

~ .. n .wot ~ .... •• ... tow. rrur• .~,. •· ·""• 
uftL.- ~:t' 

,., flt-.!1" 1 ... ....... . ·-··· ·:•~· t I' •• , 

ul .tJuuu . .tn( 

ft) tJw. rr •f1W"f 1'-llf~IUt .,. o,f tlwo ,..il't• 

u .::' In tflf"\ tur ... .tl 1v11n ..nJ loot ... J~n.r 

it .... ,fl r·••·t"" ' .,., ,,,"".,.w.h '"' , .r t .. h~ll· 
II)C"ftf "' , ,., ~\,olf'ft..ll(t .. 

{JJ (.1."ltt- a"l -u·r.htn.(' e;t ,,..,,,.._...-n. 
4 •• • ,, w ...... 1 '"""'·· ""'"· 

(t'J 1~hf' .a~t'""O: "'~ t-tll.n l•tt tiN- Kf'ICt, 

•:'-kf' .lnJ t Uf'IUitwn.. 

7. Cn·upC'r.all••n '·' uh lhC' s:~ki \\•ork , 1•1 iMurc 
the J.:rc:atc I rllr.l tr .. m :uhrrt~o1n;.:. 

The above ddi!ICJIItlllllf lhC' fun.I.Hil nuh, 
h ,\\'C \'Cf. :r. .1 ~ +tCt\ L ;J .- !ui t •Ul 

1 
••: ,..· .lht l t tll\~a 

"n.1: I\' ;>~:• uf rr hr •l•••ulal lw ulh-rrol h•· 
.... -.r.J,, ·""" tt•r nn·•nltt' t)htf' tn tJtc .\ ........ , t.tunn . 
·1 he HloJrc ""'·" h .1,;~n, \ •et\ 1u• h un.l..r•l•lllll 
h} those \\ hu ulicr II ~o•l b• 1hm•• \\ hu rnecve 
al. th~: murc .J<f~•IU tr ~n.J rntclltJ,;\ nr "'" crllt· 

in~ ier•·•lc " •II • ·nne. ""'' 11 .. ,.c ~·r ui rpctf 
1•1 r-:ntln 3 ,·umplc ::- :n.l dTc,ri,.. r llC wtll 
be cncour:agc:d 10 •lvtoK so. 

Outline of agency service. (Amcrica11 Associatlo11 cf ,\d,·ertising J\gencit:s) 
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CR~ATI TE CO E 
Tbe m~mbora of lhe Amencan .-_,.,"""'" 
of At!11e.,...i.Ainr A.,:tl'l:t ,."bue: 

l . 1't-~•t adv~rti~JnK b..ar. .l d,.._~J r · c>.n•&• 
t..ili ty in lht Amrr~ca" W'Onum•c s)~~tun a.nd 
... , of ::r 

To lhr p-;:bli~ ll i · • r nC".>.ry .. , ot h W• 

IQ.I" a_!:ao\lt the: • ~>~\ • ::. rvu·-...... \\Ill ._,.. 

e prud:u.::.t of A rt\t' .1n t~ f' r'ltrl't'r ~. 
~ a.r.d ,..,.rv•.:• -. -~"'b 'An tic frw ly 
f .,..,., to #U1~ lh<" Jr ... : rc- • .r.J r. h .,{ U:.c 
!rlir"•d\J~J Tre r JL'.c tt. t-nut :-.~ tv ca~C'\ 
th,t, f'oi,,-rtu•n7 '-'ill t, reha. llte. i!l cuctcnt 
&.nd l':.?r..f'!'llt in J)rt~~ntAUun. 

To t t a.j •,TC'rd •cr t: 1 • prir-~ry "' &J of 
'Pf'IJ~ a.dJ~it p.c..p: ~ 101 I•J)' h" s:· H or rv. 
n-. Y::.h&n t • .-- ft .. .n, ·'lto r o! a b,a:h!) (••::1• 

pc:lJUt-e f'C1.~ tr..'C fl:)•tl :u lte · c1 :1tl..d te 
~&.rd •r~ · .r ~ u "' d.)"''lAt:::.•~ m'"' 1\" o: 
bu,l _._:k_)t' l.o.A l.c-tU.<""41 C..J t;. rt" ~U ... 

7 . Tlut a.!vrnl' lh il f'nJ t.,.& a P-4r:. (" ••.• u JJ 
lr. tur.atc r ~ t •t1 nn•h• s• to th~ AmC'tacA• 
fa m.:,. It t f.t,.< h tt,r tt••rr.~ ._, M tn!#~ut 

p....-t Of tcic.\ Ultol'\ ,llotl r.ut,o r:".,.;T .. :U.'\0 W 

a ' -.r.Ak to t~c '"''1' ""' I a:1,J c,f!, :\ h :t'.c" ,.,. 
h~ fa._a,,ty h • liA r• ~ ~~r-- n! f .. -.. r.tc 
D<'W ?'-. ~"' • od rr .... ·:rM ' . It rr~~· ... t~h ,,. 

vlf t.o tr.nt'lc-ra 4:uJ W ,.,.~en ! \1" • •htlf 
rr~t~ lr. .. ~: U, f• rr~a. t •~~r• • ·~..af 

rc::foP'W'•1tu1;tr ,., r .... £A; t ~ tu.w-. •r.d wll· 
l.M..r~t ot !)l,. 1 ubht. 

3.. Tlul . ..... ,., ,"·".: t.. -t . "'~N tto~ ''"'tit 
.. ,.._ ..... ~ "-' ,., u-.~ lf .tl•Lc •' t.an:"'. • r..c-t. u 
rc,a...f .,. vp ~:. 1 "..,.ny lr.t•rnt!A a ru! rn..u:7 •a•h •· 
A"" , . t~ ,. ... ,.,. .. ~u. •·' p.-.l.:.c r nt.e-ron...,.._ 
n .:-v nc (rt M ~ t·•rt• "'•~w..- .. , , .,. t fHtl 

ltJ rc:ht"""· at •• . ~,... .... ,t ' .:-- ..,.. ,bt, c, tp.-•\ 
••~t f. r.di ft;t • o.:r:.....,r • \I\ d.u Ff"'"mt>C.L 
t ;&-rr--ll--c!lo • • •tvc-r"*'tr _: P-' • ,..., .. i uc 
t!rw-•t c.bh.,tlen &.14 c ~ r•L• ... . :t .• n c: ... •nJt. 
U r l'\:a) Atr,-nt'.lln f .m .. • .. :~ .. n.Jt. ~ to....,,..... .r..
kn-,• •f 11"-t m"1· ,., .. and a..., ,...~I 0... 

~it' !A a( U: t m11·.• "') 
llu·r,. (,.. r .. ~ ,. lt':t mf'"nl t - n. .. r U·o4' Anwtl· 

"'" Aw>e4llun ol A~urt .. •na Acra<1a. Ill 

------
/ ,--. ----

&dd~hwtaW••f.l;.o...•:.njl>"'.a J.' ~ t,: •" '~ 
ar.d t.;.ll tr,..~ at • .,, , .... rl:l~J\Inf t.~ .~,,n ... 
Jnv. un•!.u'bkt v •·•t n.s anti l n....Z• n ,,._ 
•PI•l..-.. llun .;( ho>' li tth1tal ttAr.d>rJ :.. I· 
(K.al:y. "" .. lJt nul 4. o-.. ;) J,ti"CA!-..~.~ ..dHt• 
ll•irt~ '-.h$-.~ ~·"':...' ; 

F ...... r rr. ,,..,f,,l: •tatf t.a c.r u .•e· 
' rat ... r., ' u~.at r \C'tl.l 
1.. To~uw~f\•.alt • t'l.ch CS. ftt~ n:!" t. tk rut 
cM .. t' t~f "ft.~:t.("'h•: . ,. 
c. 'r"·' .... ,, .... - • ~ ; • .,.a.. • ... : -: 
cL C••mpan,.,.n,_ '""'htth Uftf•urtr d pr...rac-c a 
wru;-..... :.&t.-• ..: ~r-..~..~t flt nl" •• c 
.. Cl>!nu lr.•• .ldrnllr ••PP'•I"V<l. r wh II 
d.·t .• rt u•,. tr ., .. !1.• A"'"" &.t r ~~ • ""•t-'4" ar.-. 
flhC'o~s .. n f" f ..... •, llro•n ,.... Mlt t pn.,t..- I>' I 
or Klf!'nli.i\c , .• u, •t 1t1 
f .... ta:r:Dor--r: • ~ ~r-.""""c ••r P•dutv•cl~~,. 
In~~ &•ht' d"'t.t'NT 

t\"oc ' ""' ~, • .,, t •t Hot u .. ,.. "" u ' .,.., 
._,.. , _.t_.;f'O\t \n ._. r.nttt d,,.,-, .. nl u'r.rp,..ta. 
l,r.,r\.s a• •J J•:••r"'"'«""'l, l'a.••, ""'lLJ.., h\c ,.,, I 
rr.A)' t \("Q " "'Y h t•m t U'I\f' v. \•m• u "-'t-tl 
u fn.,m tnt.h ttb•l tu trHhu.ha~t . t- tr ·~u ncr 
of ~.r • .: .,, r .. t :nl' • •htttl•lnr ,. ... '-"~ 
waU r:~«- - .. _..,,, ~•,. rrYallf ff'l..m ('C'r •n 
to~r-..,n 

J-l• l'• f""'Pt'o .... a '"' .... t..l fW ' ,.'""" • 

a.a • • .. hrrU• r an-I t.u d.uuwrAa.-.. u., U'!of of 
rrnut" • tuth ~• 1 , .. ..- t nr • .-t .,-4"AtJ.4« 

•••tr Gf • l't1t"h u t.lc- •• t,...r.•rl) '" '"""" 
t.J\r,·u~·~ tvn"C"Gt. ptlll" a\Al 1'\ o r ~1C'C\-.•i\..-

n.,..- .. ;""""" 
t 'k- .at a nd w rll r\11 • k,b.!tQNI ot • •• • ('" • ..,J~ 

•t...a.:• ~ r• t ,, ,. ·• :. :,. • ~ -r. . : .. ,, 
of tt-• ,.,,..,.,..,_.,, .\ ~•al •ft • t Athrt11•tnl( 

Al,..-rc.O fur A: ~I• rr It a.tlt '"• W\t'fUJtftV 

po.u..t.W • nnwlrt •M o( ~~Wat,,..b...et ~r.-' PtOo 
... • ... J '- Art .r &.. l\'.,f....-1 ~.of ttwC"-..a.h• 
luho" • ntt flt· IA• • 

t"M> .,,,,...,,H • .,.,.,..,,...,.,. ca tl\r &rutr d 
t r- •r• • etf t u r· ~ •••! 11 t,...-n.··• ..-n aJ. 
rrrt• • •n 11 a n • I tJ, ft,.. f Lh rt•r t - "\ ·~tm 't 
w. •<ll1l lo l"rt. A ollpt<d A 11..V II. lilt 

... . 

,. -.. _ 
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III (.1 vertic ii1p 

:1. Every ndvPrti~illt! aJ~rncy hall cnrry on it: p;nft""'ion nnd lm 
·: 1) t\'{n~rnsloup!lC, lthctliJ;lli'ynnd intcn•,..tsnfthC'Sn i ly. 

in. uch 

: 2.· E·.·c-rv mem ~·<·r . lw!l :cfrain ~rum c. n,·, iur. :t( t i. N:- nr pr•. pr I j, , • 

. ndvcrti>:tr; in ~uch :J w:ty D$ tor 11 ·t t ·lctrim •ut:tll:u l ·II :tci\ •rti,.i:t,: ;a:•c.tls ,, •• 
·~whole- or 1 hi~ ;;ocicty Pf uny od\'ertt ·in!! <~:;~·nt an l>:lrtaru::.r. 

:3. - No mc•mh r. hall JHI ·or tindC'ft•kc- to JM:; ''' .dluw to nn :Hh~rli ·t:r fir !tts 
• 11 j?.t': tlur re:prl!. C'lll :tl i' ,. , ll1c wlult• or :t ny ort ic •II c •: ), ,,; ., ,:-;1 nti,;. H •: 1 1 ~·:-til: :11,: 11r :11 
rc. nit ln !'Ud'\ m<:rnl,,, from nr.y t.c:v.:rti. in;: 111 ·t!iu1. tll r pro:•.t:.l' !u flWL' Ill'. t.•r 

: uncle 1 t ;:1:c "p:ocun· acl·:t·rt ::in1: : ;~:.re or fttt tlrlit.•.., lrt•c•, n.·r rh:t ~:c· 111.11lY ad\ t • 

· t.iscr Ill tl !COliC d r.tl•·. nor supply ltll' 11r p.trtly Jr,•c• tu •n_: · dn·rlt··t•r. nn.· :tch t•r. 
· tisin:~ matc·iinl. ind111li11 ~ :ini:. tNI clrawin •s. or •·:~···r art ""''-· phc•lt•;:r;~ph~. 
· hlocris. str reo,.., m:llr in·s or tile ltkc·. t~ p<·. f'll illl!,. Jlllntr ·~· th•r dclra~ in\\ la:·l~· 
or in 1 ~:1rt th,.. ~.n!:t ry ~olr•" r·mpf,.yt·•· ofanncht•t:i' r.cwr ;.:r.lnlllll\' ·llc•w:lllr:·. c • • 

~ CC\Unt or thC' l ib~·. n<~r rc·J'dC'r nn~· 'l' t\' 1 r hn\'illJ! tht· dlt·• t l)fr ·hn1111: :he rnntll \1 . 
c;:ftnt ,J:,,u.·"rl i,:• ........ , .~l v ••r• , ......... "''"'"''"T, ·1 ·i .•• --'· ~·· ·: · ,~ ,.._ . .,. .... ,;. · ..... ,, .. .. . ,.. l ... 

"iic\cflorwirh 1'\fcntlwr utfq·rli~inl! 1wc·ut rrcnl!ni,cu u: 1ln • ci\'c•rti .. ic • ., n:'~""' I. • ''" 
:;oc:ct.; ~:.. .. ::, ~. 1 ":, ·· r. J. · f• t: • •nitt,·d. 

4. T!ir.l v.ltc·re :td\' rt i!'ir.~ bear: nn C'llntmi"'c;inn fron: t hl' :uln•r! isi:1;~ :rwc i1110, n 
mcmbc·r . h:tll ch:lr:!t' n r-t·r,·icr :r~"ln tht' nch·Nth·!·rc•f :: .. r k s 1!: ,1 ~ thr· · nnt'.•~! 
rnt c of ccm:rni:-.i m ' 11 the nmrou11t of ;dl ordNs p an · i hy $11\h :t lllt'llli cr ''II 

bC'hclf nf such d\' ·rti ... t.·r. wi h the- c· ~C'l· ptiotl uf li'I!IJ .t:l\' rrp••Jts. tll•lh ··: , :tllcl 
proc;pectu'-c:, . nvc in th.· Cll of d •. ritnh t' rei: •i11u., ur :imil.tr puh!u.·a:,,,a 
which yie:ld 1~0 pl'r:-c•cHII profit tu thtir ur~ani:.ws. 

5. Th:at 11ny m ·rnhc·r . r·cl..inJ! 11 JlC'\\' nch·crt i).l':Ut·nJ 11r : #·W .1d\'(·rt i~c·nwnt:' for 11 

rncdiur:1 qf which Ill· ;,. •n\'JIN ur p.cr!·IIWIIC'r nr rt·llrt·ane:ui ·~· nr Jr11m ~,h!:·lr lot• 

h e !ds ~ ctm!r~--t t :1 :·l'l!c·it ad·:nti:-t' r:t~ili" 03 fnom" ),. :u:\\'Tit ~·i ll~ 1111·ciia, :-lt.tii 
I ·e'ti!ll!!"'t• t !:f• .,:.~,.,-u t iH•'l ''""""'':~! •." ··~~~·t:•H :' ·· !!'•!!!: : :;: :.~: :·!: !~(···. :~ ;:~! ~J;t\! :,:1.,J! 
!'l"Y h!m a cr.r.1mi!>..'-illl nu. It'!-~ til; n: ~~·. 1011 cl;uclc.J:c.' ..... 111~ , ., ... ,,,11·1 iw 11 1:; 

~hl!!!:!. .. 
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Appe nd i 

DETAILS OF ADV ·RTI S . G ,\C L ClES I t\1. 

Countr 
ame of Hul - of 

Agency* national Origin 

Ye Kenya 

0 Kenya 1954 

Ye Britain 195 8 

0 Can ad 970 

No Kenya 970 

0 A mer a 972 

Yes Brita n 974 

No A mer a 976 

Yes America 976 

No Kenya 977 

No Kenya 1979 

Yes Amer ca 1981 

No Kenya 981 

*Names of agencies were not d. clo 

reasons of anonymity . 

d or 

22 

12 

4 

1 2 

16 

23 

34 

15 

30 

21 

9 

32 

22 
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