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ABSTRACT 
 

“Determining factors in the selection of an ADVERTISING AGENCY - A case study of three 

advertising buyers to small advertising agencies" is a dissertation inspired by Regis and Dagens 

Industri's annual survey/competition - Agency of the Year. In this paper, we seek the answer to what 

made the companies chose to collaborate with three small (under eight million in revenue) 

advertising agencies. 

 

After reading the literature and research papers in the field, we chose to focus our efforts on three 

different types of marketing. B2B marketing, Relationship marketing and Services marketing are 

the basis for our research questions, analysis and conclusions. 

 

To find the respondents for our interviews, we chose to contact companies that have chosen to 

collaborate with some of the three advertising agencies which we have selected for our criteria. We 

contacted the respondents by either phone or e-mail and made sure that we sent the interview 

questions to the most suitable person at the company.  

 

We used the three pillars in our theoretical framework (B2B marketing, Service marketing and 

Relationship marketing) to analyze our interviews and arrived to our conclusions. Our conclusions 

are not intended to be generalizable to all of Sweden’s smaller advertising agencies. The aim is to 

highlight the key reasons why companies have chosen to collaborate with an agency of a smaller 

size. With that said, we do not rule out that our findings may be applicable on other advertising 

buyers that have chosen to work with a small advertising agency.  
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1. INTRODUCTION 
 

The introduction chapter presents the background to the problem and a discussion on the subject 

which then leads to a problem. The authors also describe the purpose of the survey and how it has 

been defined. At the end of the chapter the authors present some of the key terms in the dissertation.  

 

1.1 Problem background 
 

Several advertising agencies can offer exactly the same services. They say they can strengthen the 

company’s brand, finding the right media to advertise in, offering creative solutions, and so on. 

Choosing an advertising agency based on what they claim to know is easy but in reality it is much 

more complex. If truth be told, it can distinguish more than you might think, despite their promise 

of the same services. [http://www.idkommunikation.com/index.php/valja-byra/]  

 

The classic market theory usually consider advertising as the oil in the machinery, the one that gets 

the economy’s wheels turning. When consumers are aware of the options available, the advertising 

helps to make sure that purchases are made in accordance with consumer preferences. 

[http://www.dagensstory.se/page/355/357/832]  

 

According to Kotler, Wong, Saunders and Armstrong (2005) the modern marketing involve 

communication with current and potential customers. Further, says Kotler et al. (2005) that this 

communication must not be left to chance when its purpose is to build and maintain relationships 

with customers. To be successful with their communication, a company hires an advertising 

agencies.  

 

According to Michael Sims (2005) all advertising agencies are different. They can work with 

several different types of advertising and therefore it can be difficult to define the typical 

advertising agency. Kotler et al. (2005) argue that an advertising agency works with everything 

from research to actual production of promotional materials. An advertising agency usually consists 

of four different departments. A creative department that develops and produces ads, a media 

department that selects channel for communication, a research department that investigates the 

target group and a business-friendly department in charge of the agency’s business interest, such as 

customer contacts.  
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Contact with the advertising agency is managed differently depending on the size of the company. 

In small and midsize businesses the contact is managed by someone at the sales or marketing 

department while larger companies may have a special advertising section. Most companies, small 

or big, use an advertising agency even though they lose some control. The fact that the advertising 

agencies have expertise in the area as well as an external view of the company is considered more 

important. (Kotler et al., 2005) 

 

The first advertising agency in Sweden was founded by Sofia Gumaelius in 1877. Instead of 

producing original material they sold advertising space. The development continued during the 

1900s and it came to take until the 1990s before the advertising industry began to take the form it 

has today. [http://www.komm.se/om-oss/historik] 

 

In Sweden, most advertising agencies are located in the metropolitan areas, in and around 

Stockholm, Gothenburg and Malmö, but even smaller cities have a number of advertising agencies 

for companies to co-operate with. [www.eniro.se] Even though there are a lot of advertising 

agencies, the advertising industry is perceived to be small. This is, according to Alvesson and 

Köping (1993), because people in the advertising industry know each other well from media 

reporting on current events and activities in the advertising industry. Another contributing factor to 

the high awareness depends on the different competitions within the advertising industry and the 

mandatory parties were people in the business meet and get to know each other. (Alvesson & 

Köping, 1993) 

 

In the advertising industry it is often considered important to be the best. Early 1990s magazines 

(Veckans affärer and Ledarskap/Affärsvärlden) published special promotional numbers where they 

published and ranked the top advertising agencies in Sweden. Advertising agencies were assessed 

by advertising buyers, representatives from advertising agencies and employees at media and 

consulting companies. They were judged on various factors such as those reached by asking 

advertisers what they considered to be important when they would change advertising agency. 

(Alvesson & Köping, 1993) 

 

Today there are similar studies performed annually. Resumé, a Swedish industry magazine, appoints 

the agency of the year and Regi has, in association with Dagens Industri, a study were advertising 

buyers have participated in a survey which is the foundation for the prestigious “Agency of the 
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year” award. To be nominated for this award the agencies must have a revenue of at least eight 

million SEK/year. Like the previous studies on the subject it is based on various factors that are 

important for advertising buyers when selecting an advertising agency. 

[http://www.aretsbyra.se/kvalificeringskrav/] (Attechment 1) 

 

However, these studies only involves the largest advertising buyers and advertising agencies in 

Sweden which means that the majority of Sweden’s advertising agencies are not represented in 

these studies. Even if the advertising agency is not among the largest in the country they still can 

benefit on knowing what their customers are looking for and why they choose to hire a smaller 

advertising agency.  

 

1.2 Problem discussion 
 

The fact that the business vs advertising agency relationship is interesting to study is nothing new. 

The ”Agency of the year” award proofs that the relationship is studied annually in Sweden. Sweden 

is not alone, other countries have studied the same thing. Waller, Cusic, Matheson and Miller wrote 

the article ”Advertising agency activities used to attract new clients in Australia” in 2001. In this 

article the authors examine the 100 largest advertising agencies in Australia and the goal was to find 

out what they saw as the most important measures to attract new clients to their advertising 

agencies. The study shows that good contact with high employees of the potential customer is the 

most important factor leading to a contract. Other factors that were high on the list was; 

recommendations from past or current clients, positive feedback from presentations at businesses, 

positive publicity or attention-grabbing campaigns and finally the awards allocated for previous 

jobs. 

 

Although advertising awards played a role in the selection of an advertising agency in the Waller et 

al. (2001) study. Helgesen (1994) says, in his article "Advertising Awards and Advertising Agency 

Performance Criteria" from 1994, that advertising agencies have become so focused on creativity 

and the desire to win prizes that they completely forget that advertising actually should be an 

effective communication tool for businesses. For advertising to work as a communication tool 

companies need to monitor the agency's work better and ensure that the end product will be like the 

company intended it to be. Helgesens (1994) reasoning becomes particularly interesting when 

compared to Kotler et al. (2005) who argue that it is precisely the lack of control that is the most 

negative piece with hiring an advertising agency, but that the benefits weigh up the cons. 
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A common denominator between the aforementioned studies is that they only look at the biggest 

advertising agencies, alternatively advertisers, in each country. For example, Regi’s survey, that 

forms the basis for the "Agency of the Year" award, only nominated 39 advertising agencies the 

previous year. To have a chance to be nominated the advertising agency must have a revenue of at 

least eight million SEK. This means that the majority of Sweden’s advertising agencies are not 

included in the sample and that it is only the largest advertising agencies which are represented. 

[http://www.aretsbyra.se/kvalificeringskrav/] 

 

Earlier studies and awards, as mentioned earlier, show that it is of great interest for advertising 

agencies to know why their clients chose them over another advertising agency. This could affect 

their own marketing strategies and helping them improve their relationships with their existing 

clients. Therefore we believe that it is a problem that only bigger advertising agencies are involved 

in earlier studies and awards, and would like to see a similar study on smaller advertising agencies 

and advertising buyers.   

 

1.3 Problem 
 

What is the reason that advertising buyers choose to work with a smaller advertising agency?  

 

1.4 Purpose 
 

Our purpose is to see what is important when companies choose to co-operate with a smaller 

advertising agency. Our intention were to do a case study where we looked at three to five different 

cases where the advertising buyers decided which agency to work with. We think that our study can 

help smaller advertising agencies to know what potential customers are looking for when they hire 

an advertising agency and help advertising agencies to focus their actions towards finding new 

clients. It could also help them to improve the relationship with their existing customers. We are 

aware of that this is a small study, and that it could be hard to generalize the result. However, it 

might put some light on the subject and inspire others to investigate the issue.       

 

1.5 Delimitation 
  

We have limited our study to the Swedish market and to small advertising agencies and their clients. 
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The advertising agency’s revenue had to be less than 8 million Swedish crowns per year. After 

limiting the selected advertising agencies, we could choose any of their clients since their 

advertising agencies met our requirements.  

 

1.6 Key concepts 
 

We have used a variety of key concepts which we feel should be defined in order to increase the 

understanding for the reader. 

 

Advertising agency- Any agency that works with some kind of marketing  

Large advertising agency – Revenue of more than 25 million SEK. 

Middle sized advertising agency – Revenue of more than 8 million, but less than 25 million SEK. 

Small advertising agency – Revenue of less than 8 million SEK. 

Pitch – A presentation from the advertising agency.  

Account – The relation between customer and advertising agency. 

Client – An advertising buyer. 

Factor – Reason for choosing advertising agency. 

Relationship marketing factors - any factors that have a two-way communication between the 

company and the advertising agency. 

B2B-factors – one-way communication from the advertising agency to the advertising buyers (ads, 

commercials, etc)  

Service marketing factors- This group covers the services provided by the advertising agency, ie 

everything related to the services that are purchased.  
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2. THEORY 
 

In this chapter the authors present the theories that are considered relevant to this study. The 

theory, which is divided into three parts (B2B-marketing, Service marketing & Relationship 

marketing), and are the basis for the study.   

 

2.1 Business-to-Business Marketing 
 

Kotler et al. (2005) argue that Business-to-Business marketing (B2B) is in many ways similar to 

Business-to-Consumer marketing (B2C). Both B2B and B2C markets involve people and it is about 

a relationship between a seller and a consumer who seeks to satisfy a need. The difference between 

the two markets can be found in its structure. As the B2B marketplace is valid for all steps, from 

raw material to product (except for the last when B2C market takes over), it becomes larger than the 

B2C market. The difference in size means that decision-making becomes more complex in the B2B 

level than it is at B2C level. 

 

Kotler et al. (2005) present a model that shows the different stages in the buying process regarding a 

product/service in B2B. The model specifies eight different stages and whether they need to be 

taken in mind when a product or service is purchased. The model shows the various steps in the 

process where the first step means that a problem must be discovered before it can be solved. Step 

two involves that the problem must be described and step three is to decide which product or 

service that is needed. Once this is done the customer look for potential retailers and resellers and 

let them make suggestions on a solution before a particular dealer is chosen. In the penultimate step, 

both parts decides on the details of the purchase and in the last step the customer evaluate the 

purchase. When a company is going to buy something for the first time they most likely go thru all 

of the steps. Should they, however, buy something similar, or exactly the same, they can skip some 

of the steps in the decision process. (Kotler et al., 2005)  

 

Hill and O'Sullivan (2004) suggests that marketing in B2B differs from marketing in B2C because 

the customers in the different markets have different needs. Customers in the B2B market generally 

purchase products to resell or use them in the manufacture of a new product/service while 

customers in the B2C buying for their own use. 
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According to Jobber (2004), B2B marketing is associated with personal selling where sellers create 

a relationship with the buyer to provide customized answers to his questions. Arens et al. (2009) 

mean that personal selling is the marketing tool that is best when it comes to building relationships 

because nothing can be as persuasive as personal communications. While it is the best, it is also the 

media that is the most expensive.   

 

Even though personal selling is the most effective way to reach customers in the B2B market 

companies have to have other ways as well. One of the most common ways to reach customers in 

the B2B market is to advertise in industry magazines. Another popular way is direct marketing. This 

is used primarily because it is a cheap alternative. A phone call costs, according to Jobber (2004), 

less than a tenth of a visit to the customer, while an e-mail is even cheaper. Arens et al. (2009) 

suggests that telephone marketing and direct e-mail are the two, in addition to personal selling, most 

effective methods. Jobber (2004) says that companies should be wary of direct marketing as it can 

cause irritation of the receiver while Arens et al. (2009) suggests that people are used to the idea of 

buying things, for example, via telephone and have an acceptance for this type of marketing. 

 

Advertising Agency activities to attract new customers fall under the category of B2B marketing. In 

the B2B market, the products are custom designed for the specific customer, the price is controlled 

by bids and negotiations, the distribution depends on the relationship with the customer and 

marketing of the service consists of personal selling. This means that B2B marketing can be 

different depending on who the customer is for the specific occasion. (Hayes et al. 1996)   

 

However, according to previous studies in the U.S. personal selling is not among the most common 

ways that advertising agencies market themselves. Instead, these studies showed that direct e-mail 

was the most common among advertising agencies. The study also showed that some advertising 

agencies fully renounced to promote themselves as they felt it was unprofessional. Instead the 

advertising agencies trusted their reputation and that it should spread through word of mouth 

(Butkys & Herpel, 1992). Waller et al. (2001) argue in turn that both personal selling and direct e-

mail are not proven to be effective when attracting new customers, but they can serve as a reminder 

of the advertising agency.   

 

A common feature of the advertising agencies job of getting new customers is the so-called pitch. In 

the advertising industry, the word "pitch" is a synonym for agency procurement or to describe a 
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"contest on a promotional mission". There are two different theories on how to use a pitch. One 

theory believes that the advertiser should take in suggestions from various advertising agencies 

where the best suggestion wins the mission. The other theory believes that advertisers should invite 

the advertising agencies so that they can present similar advertising assignments that they have 

worked with earlier. [http://komm.se/koepa-kommunikation/pitchar] 

 

Arens et al. (2009) suggests that a pitch is a showcase of everything from advertising itself to a full 

advertising campaign. They argue that advertising agencies usually want to build their pitch around 

earlier works without presenting exactly how their campaign would look like. In addition to being a 

way of presenting the advertising agency and their ideas, Arens et al. (2009) says that the pitch 

gives the advertising buyer and advertising agency a chance to get to know each other before 

entering into a partnership. In that way they can, at an early stage, find out whether they can work 

together or not. This is important because the advertising industry is an industry characterized by 

people where different factors, such as common goals, trust and communication, are important. 

Waller et al. (2001) argue in turn that the pitch is not worth the large amount of money that 

advertising agencies spend on preparing the pitch. This is evidenced by the opinion that, despite the 

large amount of money spent, is no guarantee that the customer will actually choose the specific 

agency. 

 

2.2 Service marketing 
 

A service is usually described based on four different concepts. These four concepts are; 

elusiveness, inseparability, variability and destructibility. (Zeithaml, V., Bitner, M., Gremler, D. 

(2006) In addition to these four concepts Kotler et al. (2005) adds lack of ownership as a fifth point 

which should be considered when describing a service. 

 

With elusiveness Zeithaml et al. (2006) means that a service can not be seen, felt, tasted or touched 

in the same way as a product before it is purchased. However, the fact that it is elusiveness does not 

necessary mean that there is not a product. For example, the fast food industry belong to the service 

sector but it also offers a distinct product in the form of food. The relationship between the product 

and services are described in a model of Kotler et al. (2005) where salt is described as the product 

that is at least similar to a service and teaching is the service that is at least similar to a product. At 

the center of this model the fast food industry is considered to offer a good that can be said to be as 

much product as it is a service. Even advertising agencies are contained in this model and ports in 
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turn on the service side.   

 

With inseparability Hill and O'Sullivan (2004) means a service as, opposed to a product, is 

consumed in the same as it is purchased. A product can be purchased to be consumed at a later time, 

which is not possible with a service. Zeithaml et al. (2006) argue that a service is usually purchased 

before it is manufactured while a product is usually made before it is sold. This is exemplified by a 

car. A car can be manufactured in one location, shipped to another and two months later it can be 

sold to the customer who has access to the car for several years. Meanwhile, a restaurant visit is 

consumed on site for the customer to get the feeling you want when you eat at a restaurant. 

(Zeithaml et al., 2006)  

 

Variability, or the variation that Kotler et al. (2005) choose to call it, has to do with the fact that a 

service is performed by different people at different times and in different ways. This makes it 

difficult to determine whether the service maintains a consistent quality. Zeithaml et al. (2006) also 

argues that it depends on the customer how the service is perceived as different customers may have 

different preferences on the service provided. 

 

Destructibility means, according to Kotler et al. (2005), that you can not save a service for later use. 

Hill and O'Sullivan (2004) mention the airline as an example and says that the seats that are not sold 

before departure can not be saved and used on the next flight. These chairs will remain unsold for 

all eternity. Zeithaml et al. (2006) clarifies the concept further by saying that the services can not be 

sold in second hand or returned. Kotler et al. (2005) also adds a fifth term by stating that a service 

can not be owned by anyone. This is because, like the other concepts held, the service is consumed 

while it is purchased. Therefore, there is nothing to own when the service is used. 

 

Thakor and Kuman (2000) has set up a number of points that a service must meet to be considered 

professional. In these paragraphs it appears that the service must be performed by someone who has 

expertise in this area; it will not be easy for the customer to evaluate the quality of the service; the 

service that is delivered is important for the customer; the customer can not identify exactly what he 

or she needs and word-of -mouth is one of the main reasons that a specific provider is selected. 

 

According to Michael Sims (2005) advertising agencies are different and can work with several 

different types of advertising. This means that different services may be the most important 

depending on what kind of advertising the agencies work with. Helgesen (1994) argue that there is a 
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public perception that it is the creativity that is the agency's best and most important service. It is 

creativity that is the main reason that advertising agencies and businesses working together. Hill & 

O'Sullivan (2004) also argues that creativity is the single most important factor why companies 

work with advertising agencies because the companies lack the knowledge. Arens et al. (2009) 

argue that it is the creativity, along with the agency's reputation, that determines which advertising 

agency the companies choose. 

 

While it is the most important factor Hill and O'Sullivan (2004) says that it is difficult to determine 

what good creativity actually is. The advertising agencies may have won awards for their creativity, 

but there is no guarantee that it has been effective for the advertising buyers. Helgesen (1994) 

agrees when he says that the advertising industry focus too much on advertising awards and too 

little on efficiency. Helgesen (1994) argues further that if there should be a competition it should be 

about efficiency rather than creativity.  

 

Competitions are, however, a common feature in the advertising industry. There is everything from 

the international and glamorous to those who are a little smaller and more commonplace. Whether 

they are small or large, there is, according to Helgesen (1994), a public perception that it is 

competed on creative excellence where the winners can use it to acquire new customers. Helgesen 

(1994) is skeptical and argue that it is the business benefits that should determine whether an 

advertising is good rather than their creative abilities.  

 

Helgesens (1994) theory is supported by Erik Sollenberg, CEO of one of the largest advertising 

agencies in Sweden, Forsman & Bodenfors, who says that the business case should be seen as the 

most important factor when choosing an advertising agency. Sollenberg means, unlike Helgesen, 

that advertising agencies must defend the principle that it is the creativity that creates business 

value. Sollenberg argue that creativity is what entitles an advertising agency’s existence and he 

believes that advertising agencies dig their own grave the day that they overlook the importance of 

creativity. [www.resumé.se/nyheter/2009/03/26/vi-riskerar-att-grava-var-/] 

 

Previously, service companies did not use marketing as much as product companies did. Many 

service companies are of a minor nature, like barbers, cobblers, etc., and thus assess marketing as 

pointless and expensive. Other organizations have either considered themselves to be in such 

demand that they did not need marketing, or they have offered a service where marketing, in its 

common form, is not rated to do any good. (Kotler et al., 2005)  
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When service companies began to use marketing, it was natural for them to recruit recognized 

talented staff who previously worked with marketing in product companies. The problem was that 

they could not apply the knowledge in the service companies. One of the problems was, among 

other things, how they could promise a consistent quality of service when it was performed by 

several different people. (Zeithaml et al. 2006) 

 

Nowadays marketing has been modified to fit better with service companies. Companies are using 

marketing to increase brand awareness and in addition to position themselves on the selected 

market. Some service providers are able to position themselves with the help of the traditional 

marketing mix, but usually they get problems when their product is more or less intangible. For 

these companies, it is important to create a substitute for the product by having staff who create a 

contact with the customer and in that way replaces the product on the shelf. (Kotler et al., 2005) 

 

Hill and O'Sullivan (2004) argues that the difference between marketing products and services has 

to do with the marketing mix. The marketing mix, which contains four P’s (product, price, place and 

promotion) is often used in product marketing. In service marketing, Hill and O’Sullivan (2004) 

means that we need to add three more P’s to the marketing mix (people, process and physical 

evidence).  

 

Also Zeithaml et al. (2006) argues that these three should be involved in the marketing mix when it 

comes to services marketing. "People" means that there are people who represent the service. The 

persons who perform the service affects how the service is perceived by the customer as these are 

judged by, for example, dress, behavior and mood. Grönroos (1987) argues that the service 

companies’ most important marketing resources are the people who perform the services. 

 

"Process" means that the service must meet the expectations that the customer has on it. It may be a 

matter of how it is performed or supplied. Zeithaml et al. (2006) compares it with two successful 

airlines. One offers luxury and comfortable facilities while the second offers simplicity and low 

prices. In both cases, the customer knows what they can expect when they use the service and are 

happy with it. The third and final addition is the "Physical Evidence", the concept involves any 

physical material available on the service. This may include brochures, business cards, signage, etc. 

For some companies, even the venue where the service is offered can be considered a physical 

evidence. All these physical evidence used by the customer to assess the quality of the service when 
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the service itself is intangible. These three concepts are involved in the marketing mix because it is 

the companies themselves that affect how they are perceived and additionally affect how customers 

perceive the company and the service. (Zeithaml et al. 2006) 

 

Alvesson and Koping (1993) argues that advertising agencies often are tastefully and aesthetically 

decorated. Freshen decorations and props from their own campaigns also occurs diligently. Next, 

the advertising agencies gladly allows materials to the job in progress lying around to show that 

they are engaged. The way they dress at the advertising agencies may be perceived as flippant but 

the fact is that it is planned to fit the image. Alvesson and Koping (1993) argues that the advertising 

industry and the people within it wants to be perceived in a certain way. Something that is clearly 

displayed in the way the office is decorated and how the people are dressed. 

 

When customers want to get an idea of the quality of the service they tend to look at price and use it 

as an indicator (Zeithaml et al., 2006). Meanwhile, Hill and O'Sullivan (2004) argue that the price is 

often of secondary importance when it comes to buying between companies (B2B). According to 

Regi’s survey of major Swedish advertising buyers preferences in the selection of advertising 

agency it turned out that the price was less important in the choice of agency (see Annex 1), which 

proves Hill and O'Sullivan (2004) assertion. 

 

 

2.3 Relationship marketing 
 

”The relationship between a manufacturer and his advertising agency is almost as 

intimate as between a patient and his doctor.”- D. Ogilvy (2008) 

 

The quote is written by David Ogilvy, one of the most respected figures in the advertising industry's 

history, in his autobiography, Confessions of an Advertising Man to emphasize the importance of a 

good relationship between agency and client (Ogilvy, 2008) To describe the basics of what 

relationship marketing (RM) means we quote Evert Gummesson (2002); "Relationship marketing is 

marketing that puts relationships, networks and interactions in the center." – Gummesson (2002) 

 

According to Gummesson (2002) relationship marketing was a concept that spread in the early 90's 

and it was the foundation for the CRM - Customer Relationship Management. Gummesson (2002) 

choose to define CRM as follows; "CRM is relationship marketing values and strategies - 

particularly in terms of customer relations - put into practical application." – Gummesson (2002) 
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By applying relationship marketing businesses gets customer relationship over time and thereby 

lower costs. The longer the relationship lasts, the higher the return on relationships, known as ROR. 

However, it is required that the entire organization is permeated out of a relationship marketing 

mindset for relationship marketing to have any effect (Gummesson, 2002). According to Kotler 

(2005) there are, in today's business climate, fewer clients to attract, and it costs five times as much 

to attract a new customer than to retain an existing one. The goal of relationship marketing is 

therefore, according to Kotler (2005), to create a long term value for the customer and it is 

measured in how long customers have been satisfied. 

 

Zeithaml et al. (2006) compare the relationship between companies and their customers with other 

social relations and argues that they both evolve over time, the authors divide the relationship into 

four different stages: the strangers, acquaintances, friends and eventually partners. The authors 

describe strangers who those customers who either do not know about each other or that it has not 

been any transactions between. The companies' primary goal is to create some form of 

communication with these potential customers to attract them. If companies succeed in this the 

relationship is evolving and they become familiar with each other. At this stage, it is important that 

the company manages to satisfy the customer's needs and that they offer something that is 

considered more valuable than their competitors. 

 

The longer the relationship lasts, the more the companies learn about what customers are 

demanding and how to adapt to the customer's specific needs. In time the companies create a trust 

between the company and the customer. The trust is an important part for the relationship to 

develop into friendship between the two parties. The trust can then lead to a deeper connection and 

greater commitment between the parties. The companies have over time also gained more 

knowledge about the customer and to customize offers and products according to customer 

requirements, which increases the likelihood that the customer stays. The relationship has now 

evolved into a partnership (Zeithaml et al.2006) 

 

Exchange process between an advertising agency and its clients is a typical example of relationship 

marketing (Triki, Redjeb & Kamoun, 2007). Waller (2004) argues that the better the relationship the 

advertising agency has with its client the better the chances are for creating great advertising. An 

administrative head of a French company commented on the relationship between companies and 

advertising agencies as follows; ”Rather than good or bad agencies, there are good or bad 
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relationships between advertisers and advertising agencies, relationships which condition the 

advertising values.” – Waller (2004) 

 

Triki et al. (2007) argues that an advertising agency that wants to be a good consultant always 

should look for its client's best interests, care about their problems, and make every effort to 

understand the client's products, brand and culture. 

 

How the relationship between the advertising agency and the client should act or look like can be 

separated depending on which side of the relationship who is asked. However, they both agreed that 

the main principle in the relationship is that the advertising agency should advise the client and that 

it is important that both the advertising agency and the client plays an active role in the relationship. 

However, it is divergent views regarding what role the client should have. The client considers their 

self to have a role where they should monitor and follow the agency's work, while the advertising 

agency believes that the client's role is to provide information. Information that is of great 

importance for the advertising agency for it to be able to design the advertisement in a way that 

appeals to the client's target audience and closely matching the client's marketing items. If the two 

actors' roles are not clear at the beginning of the relationship the quality of the service, and its 

ability to fulfill its aim, will most likely be adversely affected (Triki et al., 2007) 

 

According to Arens et al. (2009) relationship between the advertising agency and the client is 

heavily influenced out of people within both organizations and the chemistry is the most critical 

factor in the relationship. Strong personalities, common interests and high integrity has been shown 

to be important for clients in the selection of an advertising agency (Waller, 2004). Earlier it was 

mentioned that it is important that advertising agencies understand the client's products, brand and 

culture. One way to do this is to cultivate a relationship at the highest level of the client, in this way 

it is easier for the advertising agency to understand the client's business and its goals, marketing 

strategies, products/services, staff and possibly even special requests (Waller et al., 2001). West & 

Paliwoda (1996) also acknowledges that the advertising agency usually has its contacts at the 

highest level of the client’s organization which is natural since those people usually handles the 

marketing questions. However, Waller (2004) argue that advertising agencies are keener to create a 

relationship at multiple levels within their client’s organization than what the advertisers are. 

 

Gummesson (2002) chooses to distinguish between market relationships and mega relationships and 

describes mega relationships as the relationships that are a step above the market relations but still 
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greatly affects marketing. Gummesson (2002) argues that mega relationships are personal 

relationships and social networks created outside the market. Arens et al. (2009) suggests that the 

best source of new business for advertising agencies is through employees' personal relationships. 

Furthermore Gummesson (2002) says that it is more likely that advertisers do business with people 

they already know, and that social networks may even be more important than the professional 

relationships and expertise. 

 

Networking can be said to have three different types of bonds; activities, resources, and people. The 

latter means that the people in the network interact and form their perceptions of each other 

(Gummesson, 2002). Kotler, et al. (2005) describes the word-of-mouth as a personal 

communication in which the product/service either is praised or vilified by previous users, friends, 

neighbors, colleagues, etc. Significantly for word-of-mouth is that it tends to be most important 

when the product/service is expensive, risky or visible (for example, when buying a car). Another 

typical feature is that negative word-of-mouth often spreads faster and reaches more people than 

positive word-of-mouth does (Kotler et al., 2005). Positive recommendations from current or 

former clients, friends or even other agencies are according to Arens et al. (2009) a common way 

for advertising agencies to get new clients. West & Paliwoda (1996) argue that positive 

recommendations from previous customers is the major reason for new clients contacting the 

advertising agency, and that this view is shared among both advertising agencies and advertisers. 

 

2.4 Articles on the subject 
 

Although the area is relatively unexplored, there are some previous studies. Grahame R. Dowling 

(1994) has published an article; “Searching for a new advertising agency: A client perspective, 

examined the preferences of advertisers in Australia”, where it appears that the most important thing 

when selecting a new advertising agency are; understanding of the product/service, attention to 

creativity and that the advertising agencies can convey a good and professional pitch while they 

manage the reporting to the company in a good way. Preferences as advertising prices, proximity to 

the advertising agency and knowing someone at the advertising agency comes last in this study. 

 

Paul Michell and Steve Hague (1990) writes in their article, “Why advertisers change their 

agencies”, about various factors why advertising buyers break with its former advertising agency 

and choose another. The authors have divided the causes into different categories; dissatisfaction 

with the agency's work, changes in management at the company or at the advertising agency and 
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policy changes at either the company or advertising agency. Overall, dissatisfaction with the 

agency's creativity is the single biggest reason that advertising buyer has chosen to turn to another 

agency. Other reasons that is mentioned is that the advertising agency do not understand the 

advertising buyer’s business plan and in some cases, personal conflicts between the advertising 

agency and their clients. 
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3. Methodology  
 

3.1 Method  
 

As our goal is to investigate which factors that are important in the selection of an advertising 

agency, we have chosen to use a qualitative method. According to Jacobsen (2002), there are both 

pros and cons with a qualitative approach. Some of the advantages are; openness, internal validity, 

tinting, proximity and flexibility. The lack of set responses gives the respondent the opportunity to 

give the "real" understanding and thereby ensure that the study has internal validity. Transparency 

and proximity gives the authors a chance to get deep answers and flexibility increases the chances 

to get the information that the authors did not expect. Jacobsen (2002) argues further that the same 

benefits can be drawbacks. Openness and closeness can be intimidating and the respondent may be 

afraid to open up and give all information on the subject. Qualitative methods are also time-

consuming and the number of respondents is limited. This affects the external validity and the 

results are difficult to generalize. 

 

Since we do not know what to expect, and since there are so little research done on the subject, we 

decided to use a qualitative research approach. A qualitative research approach increase our chances 

of getting open and honest answers. With a quantitative approach we would have risked to get 

limited response and to not find out the real reason why companies choose to hire small advertising 

agencies. We are aware of the fact that a qualitative approach makes it difficult for us to generalize 

the result but we believe that it is more interesting to get a deeper understanding on the subject.  

 

To decide which type of research we would like to use Jacobsen (2002) says that there are different 

approaches to decide between.  Our study is a mix between exploratory and descriptive. Our goal is 

to explore what advertising buyers look for when they are about to choose an advertising agency. At 

the same time we get to know how the advertising agencies work to attract new customers, and that 

part will be descriptive.  
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3.2 Type of research  
 

3.2.1 Inductive vs Deductive  

 

The first disagreement on what strategy to use is, according to Jacobsen (2002), the choice between 

inductive and deductive approach. Inductive approach means that the study goes from empiricism to 

theory. The reality is examined by the authors and then compared with the theory. Deductive is the 

total opposite. In this approach the authors investigate whether previous theory is consistent with 

what they find in reality. As our study is inspired by a previous research on the subject, we decided 

that deductive approach was the most suitable. With this approach we are acquiring the necessary 

knowledge to ensure that we ask the right questions. 

 

3.2.2 Intense or extensive / Describe or explain 

According to Jacobsen (2002) you need to decide if you want to do an intense or extensive research. 

An intense research means that you dig deep in a subject to find out more of less. An extensive 

research means that you find less about more. You also need to decide if you want to describe or 

explain, however, to be able to explain you need to describe. (Jacobsen, 2002) Our study is intense 

and intends to explain, however, it also describes. Our goal is to explain what advertising buyers 

look for when they are about to choose an advertising agency. At the same time we get to know 

how the advertising agencies work to attract new customers, and that part will be descriptive.  

 

3.2.3 Case Study 

 

According to Jacobsen (2002) a case study aim to investigate a particular unit. However, there can 

be several different units that can be separated in both time and place. To explain the distinction in 

place Jacobsen (2002) use an example of a survey designed to study students' perception of the 

course offerings at the university. This study can be done at the lowest level, i.e., with a student, 

then it is the individual's perception that being investigated. It may also be done with all students in 

a special program, the entire university or even all universities in a particular country. However, not 

so many would call a study of all universities in a country for a case study, but the other three 

examples certainly are. Jacobsen (2002) also says that the units can be separated in time. It may be 

for a particular decision of an organization or an educational campaign. 

  



 

 

 

19 

According Jacobsen (2002), a case study is well suited when we want to gain a deeper 

understanding of a specific event. For our thesis a case study fits well as we aim to investigate the 

selection of an advertising agency. A specific decision in an organization that can be separated in 

time. Further, says Jacobsen (2002), that a case study is well suited when the study intends to 

develop the theory of a subject. Our subject is relatively unexplored and we do not know what 

response we can expect. Therefore, we think that a case study is the best option for our thesis. 

 

3.3 Population and sample  
 

According to Jacobsen (2002), we should choose our respondents based on the intentions we have 

with our thesis. To facilitate the choice of respondents we should set criteria and dived the 

population into subgroups. To ensure that the information is correct, we should target the people 

that we know can provide abundant and good information. (Jacobsen, 2002) 

 

The goal for our selection was to find three to five companies, in various industries, which use/or 

had used a small advertising agency. In order to find suitable respondents, we sought out three 

different advertising agencies that met our requirements. From these we have, both through 

personal contact and from what it says on their website, randomly selected the companies that are 

represented in our study.  

 

Before deciding on respondents we contacted twelve different companies via e-mail. We wrote 

about our study, our purpose and asked if they would like to be a part of it. Out of the twelve 

companies we asked, three suitable companies responded positive to be a part of it. Our three 

respondents are; Watch it Live AB, Tubus International AB and Cityspa Face & Body. 

 

It has, during the sampling time, been a desire that respondents want to answer anonymously. This 

is something that we have to respect. We have chosen to present the three companies we 

interviewed but will not disclose who said what. 

 

3.4 Instrument to collect the data  
 

To be able to interview those we wanted, without taking things like; geographic location, time, etc 

into account, we have chosen to use e-mail interviews. For us, this meant primarily benefits, 

although some disadvantages raised with the same choice. The biggest benefits were that we could 
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focus on the advertising buyers which we considered most suitable for our study. This had not been 

possible with personal interviews as geographic location, time and cost had been too high. We also 

got the feeling that it was a subject that was quite private. We were asked to keep the answers 

anonymous and therefore e-mail interviews felt like a smart choice since it might be a little less 

private. As Jacobsen (2002) says, qualitative interviews may be a little too intense and the 

respondents may not be as open as we want them to be. The biggest drawback was the lack of being 

able to "read" the person we interviewed to get a sense of commitment, sincerity, etc. An alternative 

to e-mail interview would have been a telephone interview but we felt that the e-mail interview 

gave us a better chance of getting honest answers when the respondent had an opportunity to 

respond when he or she had the time and inclination. We also considered that the chance for 

feedback and dialogue was more likely with e-mail interview when both parties had the chance to 

analyze the questions and answers calmly. 

 

 

 

3.5 Questionnaire and guideline 
 

We have based our questions on earlier research and on the theory that we have collected. By 

looking at the factors that Regi is using to collect data for the “Agency of the year-award”, and 

other research that is done on the subject, we got an idea of what factors that are considered 

important. When we mixed those factors with our collected theory we were able to design questions 

for our questionnaire. Since we chose to e-mail our questions to our respondents we had to make 

sure that they were easy to understand and that the respondents could e-mail or phone us if they had 

any questions. By establish an contact (either by phone or mail) before sending the questions we 

made sure that we had the right person answering and that he/she understood what we were writing 

about.   
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3. Empirical studies 
________________________________________________________________________________ 

In this chapter the authors presents the collected data. The data is collected by mail-interviews with 

three different companies. The authors have decided to present the interviews without referring to 

who said what. 

________________________________________________________________________________ 

  

4.1 Our respondents 

 

In this study we have interviewed three different companies. The three companies are: 

 

4.1.1 Tubus System International AB 

 

Tubus International AB (former Svensk Rörinfodring AB) are working on an alternative to 

traditional pipe replacement. They call it “relning” and they use the same method for the repair of 

culverts, tubular bridges and grease and oil separators. Since 1998, they have renovated more than 

40 000 properties and since 2006 they also work internationally. Today they are 140 employees in 

four countries (Sweden, Finland, Germany and Holland) and their head quarter is located in 

Gothenburg. Tubus is represented by their Business Manager. 

[http://www.tubussystem.se/foretaget/historien-om-tubus-system] 

 

4.1.2 Watch It Live AB 

 

Watch It Live (WIL) was founded in 1998 and their mission is to provide individuals and 

companies customized sports and event travels. The company is co-owned by the former football 

player Mathias Svensson who have both Premier League and national team games on his merit list. 

WIL is located in Borås, Sweden. WIL is represented by one of their founders and co-owners. 

[http://www.watchitlive.se/om-oss] 

 

4.1.3 Cityspa Face & Body 

 

Cityspa Face & Body is a spa center in Halmstad. They offer various beauty and spa treatments. In 

addition to beauty treatments they also have a relax area that you can rent. The company has been 

around since 2010 and today they have 9 employees. Face & Body is represented by their founder 

and owner. [http://spahalmstad.se/om-oss/] 
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4.2 Interview questions 
 

See attachment [2] 

 

4.3 Interview answers 
 

Since there was a request to be anonymous we are presenting the interview answers by calling our 

represents as One, Two and Three.  

 

4.3.1 – One 

Our first company chose to work with an advertising agency because they needed help with their 

logo, their webpage and a new visual identity. Since they did not have the knowledge in house they 

turned to the advertising agency for help.  

  

When they selected advertising agency it was important that it was a smaller one. They were afraid 

that their account should be less important if they worked with a larger advertising agency. Another 

important factor was that the advertising agency should be located nearby. They thought that it 

would make it easier to meet face-to-face which would strengthen the relationship and help to 

increase the trust between them and the agency.  

 

When choosing advertising agency they was not exposed for any marketing from the advertising 

agencies. However, they did invite several agencies, both large and small, to pitch their ideas. The 

pitch was important for the company. They chose to work with a smaller advertising agency since 

they could offer a bigger value and long-term relationship with the company. The larger advertising 

agencies could not give the company as much attention as they wanted and thereby they were not a 

good choice for them. The way the smaller advertising agency worked and the personal chemistry 

with them made the choice quite easy.  

 

Our respondent and the advertising agency had no earlier relations before the pitch. The company 

had been recommended to see the advertising agency and our respondent think that good 

recommendations are important, both personal and professional. The company also looked at the 

agency’s earlier work and it was important that they liked what they saw. What each and other of 

the advertising agency’s employees had done before were not as important. The price of the services 

were of less importance since it did not differ that much between their choices.  
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Our respondent think that it is important that the advertising agency can show that they can provide 

business benefits for the advertising buyers. However, they think that advertising agencies could 

work more with that. In general they concentrate too little on this part and that is too bad. They do 

not think that it is important that the agency has won advertising prizes for their creativity. In fact, 

they chose a smaller agency that had not won advertising prizes over a larger one that had.  

 

Personal chemistry were, as they said earlier, very important. It is crucial that it works on a personal 

level for the co-operation to be successful in the long run. If the people at the agency showed that 

they were interested and wanted to learn about the company there were not so important that they 

know about the company’s business in the first place.  

 

Our respondent likes an advertising agency who do not behave, dress and create like any other 

agency. Different styles complement each other, even in the advertising world, and different kind of 

styles shows that there are creativity in the group. They also said that a stylish logo, nice webpage 

and clean and attractive office is appealing, but it does not have to be “flashy”. 

 

4.3.2 – Two 

 

The reason our second company chose to use an advertising agency was because they needed to 

create a distinct profile for their company. They also needed help with the selection of marketing 

channels and used the advertising agency as a sounding board for their ideas. They think that the 

biggest advantage of using an advertising agency is their knowledge and experience. The company 

does not have the knowledge “in-house” and thereby they need to buy those services.  

 

When our respondent looked for an advertising agency it was important that it was a smaller one. 

The main reason for that was that they thought that the relationship was better with a small agency, 

and the costs, a smaller agency is often cheaper than a bigger one. Another important factor was the 

location. Our respondent wanted an advertising agency that was located nearby. Personal chemistry 

is very important for our respondent. They think that you have to be able to co-operate, on all 

levels, to be successful in the long-run.  

 

When our respondent would select an advertising agency to work with they were not exposed for 

any marketing from the advertising agency. Our respondent invited the advertising agency to pitch 

their ideas. The most important things with the meeting were that they had good relations, that the 
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agency had plenty of ideas and that they showed that they had done their research.  

 

The advertising agency and our respondent had no earlier relations. However, our respondent was 

recommended to meet the advertising agency and without those recommendations they would 

probably not be working with each other. 

 

Our respondent said that they looked at what the advertising agency had done before and what 

experience their employees had. The respondent argued that they thought that it depended on what 

service they wanted to purchase if there earlier work were important or not. For their commercials 

they thought it was important what the advertising agency had done before, not as much when it 

came to their ads. They did not care if the advertising agency had won prizes for their earlier work.  

 

The company argued, as mentioned above, that the price of the service was crucial. Since their 

marketing budget is limited they have to consider the price, if they would have a larger budget they 

would probably not care as much.    

 

Our respondent did not think that it was that important if the advertising agency could show that 

they can provide business benefits for the company. However, they think that it is important that the 

advertising agency know the company’s business. If they know their business they know how to 

attract customers and how to marketing the company.  

 

The image of the advertising agency (clothes, office, etc.) was not a determining factor for our 

respondent. Not consciously anyway, unconsciously it may have matter.  

 

 

4.3.3 - Three 

 

Our third company uses advertising agencies to create a consistent visual identity that contribute to 

brand recognition. For ongoing campaigns the advertising agency is more cost effective when it 

comes to creating digital and graphic materials. 

 

They believe that an advertising agency, in general, is more cost effective if you do not buy more 

than 40h/week. If you buy more than 40h/week, you can consider having an advertising agencies 

“in-house”. The advantage of always using consultants is that they are working on several projects 

simultaneously and must constantly keep up to date on trends and deliver results to continue in the 
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position. 

 

Our respondent argues that smaller agencies usually are more cost-effective in its oriented 

organization which many times leads to lower hourly rates. Small agencies are also more dependent 

on smaller customers, which will hopefully lead to increased focus on good results. 

 

Where the advertising agency was located was of minor importance for our respondent. Everything 

is easy to manage digital today, physical meetings are overestimated when the partnership is up and 

running and working. However, the first contact may be affected of where the advertising agency is 

located.  

 

When selecting advertising agency the company was not exposed for any marketing from the 

advertising agency. They did, like the other two respondents, invite the advertising agency to pitch 

their ideas. It is always important that the advertising agency understands the sales process and 

which customers they want. Meanwhile, what is probably most important, is that the advertising 

agency can present their view of the company from a helicopter perspective and propose a strategy 

for how to work, ongoing, with any exposure. 

 

All advertising agencies they have used, they have been in contact with either through personal 

relationships or new relationships created through networking in different contexts so this has great 

significance on the selection. Also recommendations are important, they tend to look at the 

advertising agency’s earlier work to see if they understand the message and like what they see. The 

experience of the advertising agency’s employees are also important. For a small agency, it is 

obviously important to be able to see what opportunities the agency has with existing staff.  

 

The creativity is an important factor for our respondent. If the advertising agency fails to deliver   

something different that stands out you have lost the point of using an advertising agency. However, 

they did not care if the adverting agency had won prizes for their creativity/earlier work.  

 

The price of the service is important for our respondent. They say that smaller companies with 

smaller media budgets are more affected by the cost.  They usually have a rule of thumb that 10-

20% of the media budget can be spent on production and consultation with the advertising agency. 

 

Our respondent said that the fact that the advertising agency can show that they can provide 
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business benefits for the company is of big importance. Sales is always the first priority. Of course 

you want to work on branding but if the advertising agency’s work does not generate income you 

will not have a long-term co-operation with the agency.  

 

 

Our respondent said that they cannot demand that the advertising agency understand the whole sales 

process from the start. But after you have discussed the company’s goals with the advertising 

agency it is important that the advertising agency takes the time to understand how to achieve these 

goals along the company’s circumstances.   

 

The personal chemistry is considered by our respondent, but straight dialogues, fast response and 

short lead times is the most important things for the relationship to work.  

 

The agency's image was nothing like our respondent la any great importance, but considered, as in 

all social contexts, that it is obviously an advantage if the agency's image appeals to the customer. 
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4. ANALYSE 
 

In this chapter the authors presents the analyze chapter were the theory is compared with the 

collected data. The analyze chapter is divided in three different parts and has the same structure as 

the theory.  

 

5.1 Analysis of Business-to-Business marketing factors 
 

Business-to-Business (B2B) marketing differs in relation to the marketing effected for consumers, 

Business-to-Consumer (B2C) marketing. B2C marketing is aimed at the end consumer while B2B 

marketing is directed to a reseller (Hill & O'Sullivan, 2004). When advertising agencies market 

themselves it falls under the B2B category. The most common form of B2B marketing is according 

to Jobber (2004) personal selling. Arens et al. (2009) argue that personal selling is the marketing 

tool that is best when it comes to building relationships. However, in previous research it has been 

shown that direct mail is the most common marketing tool for advertising agencies. It also shows 

that many advertising agencies ignore to marketing themselves and instead rely fully on the 

recommendations and their reputation (Butkys & Herpel , 1992) 

  

In our interviews, our three respondents answers that they have not been exposed to any marketing 

from advertising agencies. This suggests that it is not obvious that advertising agencies use 

marketing to attract new customers. The result strengthens Butkys and Herpels (1992) study, which 

showed that many advertising agencies completely opt out of marketing themselves. The result also 

supports the result Waller et al. (2001) concluded when they said that marketing itself is not 

conducive to new customers. 

 

A common method for advertising agencies to acquire new customers is the use of a so-called pitch 

where the advertising agency presents their agency and their ideas to the client 

[www.resumé.se/nyheter/2009/03/26/vi-riskerar-att-grava-var-/]. Arens et al. (2009) suggests that 

the pitch also is used as an opportunity for both parties to get to know each other and possibly 

discuss future cooperation. However, Waller et al. (2001) argue that the pitch is not worth the large 

sum of money as the advertising agencies spend to prepare it because there are no guarantees that 

the pitch leads to a collaboration. 
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All the companies we interviewed had invited the advertising agency to pitch their ideas. The three 

agreed that it was an important part in the selection of advertising agency when they got an 

opportunity to know the advertising agency and ensure that they understand the company's business 

and had good ideas. Our results strengthen the Arens et al. (2009) theory that the pitch is important 

for advertisers. Although the pitch costs a lot of money for the advertising agencies, and will no 

guarantees of jobs, it is, according to our study, a critical factor for the advertisers. Thus, it goes 

against the study Waller et al. (2001) presents in which they mean that it is not worth what it costs. 

 

5.2 Analysis of service marketing factors 
  
For a service to be considered professional it must fulfill some requirements. The service must be 

performed by someone with expertise in the area, it shall not be easy for the customer to know if the 

quality of the service is good or not (that is because the customer do not have the expertise) and the 

service provider should know best what the customer wants (Thakor & Kuman, 2000). 

According to Helgesen (1994) there is a public perception that it is the creativity that is the agency's 

best and most important services and that the awards that the advertising agencies have won for 

their creative advertising can be used to attract new customers. Hill and O'Sullivan (2004) argues 

that creativity is the single most important factor why companies collaborate with advertising 

agencies as the companies usually lack the knowledge “in-house”. Hill and O'Sullivan (2004) says 

that it can be difficult to decide what good creativity is. An example of this is that advertising 

agencies may have won advertising awards for its creativity, but that does not mean that the 

advertising was effective for the advertising buyer. They receive support from Helgesen (1994) who 

argue that advertising agencies should compete in efficiency rather than creativity and that the 

business benefits should be what determines whether an advertising agency produced good 

advertising or not. 

Our interviews show that the advertising agency's creative ability is important when choosing an 

advertising agency. It is important that advertisers like the agency's ideas and can think outside the 

box and come up with ideas that the advertising buyers have not thought of. This is consistent with 

Hill & O'Sullivan (2004) who argue that creativity is a crucial factor as advertising buyers usually 

do not have these skills “in-house”.  

 

Even if creativity was important to our respondents they did not care if the advertising agency had 

won awards for their previous jobs. Helgesen (1994) argues that advertising awards can be used to 

attract new customers, but that argument get no support in our study. Helgensen (1994) and Hill and 
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O'Sullivan also believes that the quality of creativity should be measured in business benefits rather 

than in advertising awards. Our respondents felt that business benefits is important. An advertising 

agency's work must generate revenue, otherwise there is no reason to cooperate. According to our 

study the advertising agencies could be better to show, before the cooperation begins, how their 

services could provide business benefits for their client’s.  

  

Customers tend, according to Zeithaml et al. (2006), to assess the quality of the service by looking 

at the price. Hill and O'Sullivan (2004) argue that the price is less important when it comes to B2B 

commerce. This argument is supported by Regis annual survey showing that the price is less 

important when choosing an advertising agency. For our respondents, it was important to be cost 

effective, therefore the price was a factor when choosing an advertising agency. However, one of 

our respondents said that it did not differ that much between their alternatives and therefore it was 

not a factor that influenced their choice.  

 

Alvesson and Köping (1993) argues that advertising agencies have a special image that they care 

about and that is designed to attract customers. Our respondents assessed the advertising agencies' 

image as more or less important. All three said that they in some way was affected, while one of our 

respondents thought that it was quite important. They felt that it was important that the agency's 

image was original. They wanted an agency that not only dressed according to "industry-fashion". 

Different styles and variety suggests creativity among the employees according to our respondent. 

This supports what Zeithaml et al. (2006) say when they mean that the quality of a service is 

estimated based on the people performing it. Clothes, mood and behavior are examples of things 

that determine whether the service is perceived as good or not. 

 

When asked why our respondents chose to collaborate with an advertising agency the most common 

reason proved to be that the companies lacked the skills to do the work themselves. It was also 

considered to be more cost effective to consult an advertising agency than to have the skills “in-

house”. Collaborating with an advertising agency also acted as a guarantor that the work was 

professionally done. As the agency's employees usually working on several different projects, they 

must keep up to date on trends and thus ensures the advertising buyers that they are getting a service 

that measures up. This is consistent with how Thakor and Kuman (2000) describes a service when 

they argue that a service must be performed by someone with expertise in the area and that the 

buyer does not have the skills themselves. 

Grönroos (1987) suggests that service companies’ most important marketing resource is the people 
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who carry out the service. According Zeithaml et al. (2006) the service is represented by the people 

behind it, and therefore the quality of the service is judged based on the people performing it. In our 

interviews, it appears that it is primarily the agency's past work which works as a reference. 

However, they argued that it is important what the staff has for skills, especially in a small 

advertising agency, since they must demonstrate that they can meet the requirements that the 

advertising buyers have on the service.   

 

5.3 Analysis of relationship marketing factors 
 

Triki at al. (2007) mentions the process between an advertising agency and its clients as a typical 

example of relationship marketing. Waller et al. (2004) argues that the chances of getting a good 

service (advertising) increases if the relations between the advertising agency and their clients are 

good. Arens et al. (2009) says that the relationship between the two is highly influenced by the 

people within both organizations. Since the personal chemistry is that important they argue that it is 

the most critical factor in a relationship.   

 

In our study the personal chemistry between the persons in the companies and advertising agencies 

proved to be a factor that played a major role in the selection of an advertising agency. Without 

chemistry our respondents believe that it is impossible to have a long-lasting relationship and 

therefore it is a very important factor. This is in good agreement with our collected theory. 

 

Gummesson (2002) argues that mega relationships are personal relationships and social networks 

created outside the market but which can greatly affect the marketing. According to Arens et al. 

(2009), it is the personal relationships that are the best source for finding new customers for the 

advertising agency. This statement is supported by Gummesson (2002) who argue that personal 

relationships may be more important than the professionals at customer recruitment. 

 

In our interviews, two of our respondents had no previous connection with their advertising agency 

and did not believe it was crucial in the selection process. However, our third respondent argued 

that they come in contact with all their previous advertising agencies via either direct contacts at the 

advertising agency, or through networking. For them it was an important factor when choosing an 

advertising agency. Our results are therefore divided, but the company who had personal 

relationships with someone at the ad agency thought it was important and their answer fits well with 

what Gummesson (2002) and Arens et al. (2009) have written in previous theories. 
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Triki et al. (2007) argue that the advertising agency must make an effort to understand the client's 

business in order to be as good consultant as possible. Zeithaml et al. (2006) also believes that the 

better the relationship with the customer is, the easier the advertising agency has to understand what 

they are asking for. Our respondents believe that it is not possible to request that the advertising 

agency should know everything about the company. However, it is very important that they 

demonstrate that they are committed to the assignment, want to learn, and have the ability to come 

up with ideas based on the company’s requirements. 

 

Gummesson (2002) argues that a network consists of three different bonds; activities, resources and 

people, where the latter means that the people within the network affect each other's views on 

different things. Kotler et al. (2005) describes this as word-of-mouth, which means personal 

communication in which the product/service either is praised or vilified by; previous users, friends, 

neighbors, colleagues, etc. Arens et al. (2009) argues that positive recommendations from current or 

former clients, friends or even other agencies are a common way for advertising agencies to get new 

clients. This statement is strengthen by West and Paliwoda (1996) who argue that positive 

recommendations from previous customers is the main reason that new customers contacting 

advertising agencies. 

 

For our respondents the recommendations were very important. Both professional and personal 

recommendation was highly valued. This is similar to what the theory says, for example, Arens et 

al. (2009) argue that all sorts of recommendations are important and West and Paliwoda (1996) 

argue that it is the main reason why customers contact an advertising agency. 
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5. Conclusions 
 

In this chapter we discuss our results and comes to a conclusion. What is the most important reason 

for selecting a smaller advertising agency?  

 

6.1 Discussion 
 
During the dissertation process, we have been in contact with a few studies which all relate to the 

importance of various factors in selecting advertising agency. The studies have had varying answers 

but also many similarities and based on these, we have designed our own study. The difference 

between the ones we have been reading and our own is that we have chosen to look at advertisers 

who have selected to work with a smaller advertising agency. That is a new approach and what is 

making our dissertation original.  

 

We admit that our first attention was to interview a larger number of respondents. However, the fact 

that we only have three respondents gave us a chance to focus on the problem. What we have is a 

case study were we focus on a specific decision that is made by companies who shall hire an 

advertising agency. We have a great mix between our respondents were there are one international 

company, one web-business and a local spa. The fact that their answers are quite similar makes us 

believe that three respondents were all we needed.  

 

As we said earlier our study is based on similar studies on the subject. Therefore we had an idea of 

how the selection process works and what factors that are considered during the same. Based on this 

we asked about the most common reasons that an advertising agency is selected and we thought that 

some guidance would work in our favor and that is why our questions are quite similar to the 

questions you ask in a quantitative study. However, we like to point out that our respondents had 

good instructions and were asked to elaborate. We also encouraged a dialog and made sure that the 

respondents new what we were asking for.  

 

6.2 Conclusions 

 

When we started to write, people often commented on our problem and said that it had an obvious 

answer. They thought that it had to do with the cost. And sure, the price proved to affect the choice, 

but it was far from the only reason that a smaller advertising agency was selected. 
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A factor that we thought was of larger importance was the marketing from the advertising agencies 

but it seems that advertising agencies do not use marketing as much as we thought. In fact, none of 

our respondents believed that they were exposed for any marketing from the advertising agency. 

Instead they invited the advertising agencies to pitch their ideas and this was an important part of 

the selection process. It gave the respondents a chance to get to know the people within the 

advertising agency and to get an idea of what they could do for their business.  

 

Creativity is usually considered to be equal with advertising and our respondents agrees that it is an 

important factor when selecting an advertising agency. They argue that the agency needs to be able 

to come up with original ideas and believes that one of the things our respondents lack the most “in-

house” is the creativity. However, it is not important that the advertising agencies have won awards 

for their creativity. Instead they think that it is important that the advertising agencies can show that 

they can provide business benefits for their companies. They believe that it is important that the 

advertising agencies work have an impact on their sales and in general they think that the 

advertising agencies must be better to show this when they pitch their ideas.  

The advertising agencies earlier work were something that our respondents looked at, but even if 

there were a plus that they liked what they had done before it was not a decision making factor. The 

same went for the advertising agencies employees and their knowledge and experience. However, it 

was mentioned that it may be more important if you decide to go with a smaller agency. Since there 

probably are fewer employees at a smaller agency they need to have a wide selection of skills to be 

able to deliver what the customer wants.     

 

 

A common thought about advertising agencies is that they have a special image. We like to think 

that the TV-show “Mad Men” is a great example of the perception of the advertising business. One 

of our respondents thought that the advertising agency’s image could tell if they were creative and 

believed that it was quite important. The other two, however, did not think it was that important 

even if they admitted that they probably cared unconsciously.  

 

Even if all of the factors above affected the selection in some way there were two things that were 

repeated throughout the interviews and that was recommendations and good relations. Our 

respondents agreed that recommendations were the most important reason that they met the 

advertising agency at the first place. The reason that they selected the advertising agency were 

because they liked their ideas, and more important, because they had good relations.  Personal 
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chemistry was important for all three since you need to be able to co-operate over time to be able to 

be successful in the long-run.  

 

So, to answer what is the most important factor when selecting a small advertising agency our study 

shows that good recommendations among with good relations are the two most important factors 

when selecting a smaller advertising agency. Our respondents believes that smaller advertising 

agencies pay more attention, have straighter communication, shorter lead-times and thereby are 

better suited than a bigger advertising agency.  
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6. MOTION FOR FURTHER RESEARCH 
 

Below the authors give suggestions on how our subject could be further researched.  

 
We believe that the topic has great potential for further research. Future studies could target a wider 

range of advertising agencies and advertisers. A quantitative survey would increase the possibility to 

generalize the results. The topic itself is interesting and relatively unexplored and could be very 

useful, both for advertising agencies and advertisers.  

 

Another approach might be to turn the study against the advertising agencies. What do they do to 

attract new customers and what do they think is important? This approach would be interesting 

since our study, and the ones before, state that advertising agencies barely use advertising at al.  
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ATTACHMENT 
 

Attachment 1 – Regi/Dagens Industri 
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Attachment 2 - Interview questions  
 

Name of company: 

 

 

Which is your position in the company: 

 

 

Why have you choosen to work with an advertising agency? 

 

 

What are the main benefits of working with an advertising agency? 

 

  

How important was it that it was a smaller agency when choosing advertising agency? 

 

 

How important was the location of the advertising agency? 

 

 

Were you exposed for some marketing from the advertising agency before choosing them? 

(Yes/No) 

 

If yes. How much did it affect your choice when selecting the advertising agency? 

 

Did you invite the ad agency to present themselves and their ideas (pitch) before choosing 

them? (Yes/No) 

 

 

If yes. How important was the pitch when selecting the advertising agency?  

 

How important was previous connections/relations with the advertising agency when selecting 

it? 

 

How important was recommendations when selecting advertising agency? 

 

How important was the creative ability’s at the advertising agency when selecting them? 

 

How important was the price of the service when selecting advertising agency? 

How important was it that the advertising agency could demonstrate business benefits for 

former customers in the selection of advertising agency? 

 

How important was it that the advertising agency had been awarded for their previous work 

when selecting advertising agency? 
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How important was the advertising agency’s previous works when selecting advertising 

agency? 

 

How important was the personal chemistry between the adverting agency and yourself when 

selecting advertising agency?   

 

How important was the agency’s knowledge about your company and your products/services 

when selecting advertising agency? 

 

How important was the agency’s employees’ experiences when selecting advertising agency?   

 

How important was the agency’s image when selecting advertising agency? (ex website, local, 

clothes, etc) 

 

 

 

 

 

 


