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Production
Agencies:
How We Trim Fat

he last five years have seen an increased em-
Tph:ms on markering accountability. Public

companies especially must show shareholders
a srraighe line berween markernng expenditres and
revenue growth, and have pur increasing pressure on
their markeong deparoments o deliver with high-
RO programs,

The current economic meltdown has increased
the emphasis on measurable results, while driving
down marketing budgers. This has left marker-
ers with less o spend and a need for
greater effectiveness—and opened up
an opportunity for tradittonal preme-
dia firms willing to recase their opera-
tons as production agencies. Cur firm,
Graphic Systems Group, made the
transition 13 years ago and is thriv-
ing because we help our clients reduce
costs and boost efficiency by better managing their
production processes.

A production agency specializes in the work that
necds to be done after the creative idea, media plan
and campaign have been approved, o produce the
final, media-ready creatve assets. It is the range of
services that advertising agencies often refer to as
“below the line,” but which today can account for as
much as 50% of what a brand spends with its agen-
cies. These services include mechanical preparation,
typesetting, retouching, video editng, reformatting
and resizing, color correction and management,
print production and managing delivery of assets 1o
the media outlet:

The producuon agency’s role i1s to maintain the
quality and creatve integrity of the brand message

across the entire spectrum of media choices, while
reducing costs and rurn dmes. While readily accepr-
ed in the Evropean Union, where an esamared 80%
of markerers use the services of production agencies,
the U.S. markerplace 1s only now awakening to the
concepr. Early U.S. adoprers include Cin, Colgate-
Palmolive, Elizabeth Arden and Procter & Gamble.
These companies have found that they can redoce
producnon costs by up to 60% by using the services
of a producnon agency,
Its not magic. The production
agency model provides a host of incre-
mental structural, rechnology and pro-
cess improvemnents that add up o big
efficiencies, cost savings and improved
quality for marketers. These improve-
ments include leveraging the larest
workflow and producton rechnologes,
improving economies of scale, optimizing processes,
eliminating duplicaton of effort and implemenang
best practices across the enure production process.
The production agency model provides marker-
ers with a range of benefits, most of them measur-
able in terms of decreased costs and improved ef-
ficiency. GSG typically reduces billing for its clients
by 30% ro 60%, compared to creanve agencies and
in-house alternatves. Producton cycle tme savings
can be as hugh as 75%, which has the added benefir
of greater fleability and the opportunity to produce
maore work in the same time, This model provides
marketers with a single party that 15 accountable for
the entire production process, and it improves brand
consistency by creanng a single quality-management

checkpoint for sll products. m
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