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Digital Agency Capabilities

Dozens of specialty 
agencies have launched 
over the past five years, 
a market dynamic called 
the “agency long tail” by 
some industry executives. 
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Professional Services vs. Proprietary Technology

Lines Blur between Paid, Owned, and Earned Media

Many agencies are 
adapting their service 
offerings to meet client 
demand for integrated 
campaigns that cut across 
previously accepted lines 
between paid, owned, 
and earned media.
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Table 2: The Lines Blur Between Paid, Owned, and Earned Media

Paid Media
Paid search

Display
Social (FB ads/sponsored tweets)

Mobile (ads)
Email lists

Earned Media
SEO

Social (retweets/likes/shares)
reputation management)
Mobile (shares/reviews)

CSEs

Owned Media
Mobile (apps/games)

Website content
Email

Social (FB pages,
 blogs/ Twitter accts.)

Paid/Earned Media:
Social media ads, shares, 
likes, reputation management
Mobile ads, shares, reviews

Paid/Owned Media:
Mobile ads, apps, games
Social ads, Twitter content, 
blogs

Earned/Owned/Paid Media
Social ads, blogs, shares, 
sponsored content
Mobile apps, shares, ads

Earned/Owned Media:
Social likes, shares, retweets
Mobile ads, shares, reviews
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Trend #1: M&A Continues to Reshape the Agency Landscape as Digital’s Share Grows

Aegis Group plc

Publicis Groupe

Interpublic Group

Dentsu

WPP

Omnicom Group

Acquirer

March 2013

 

Acquired/Merged Date Notes

Table 3: Selected Agency Holding Company Mergers and Acquisitions, 2012-2013

Source: Third Door Media
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Digital’s Share of Ad Revenue Continues to Grow

Note: Totals include pure-play digital agency revenues as well as digital revenues for all ad agencies tracked.
Source: Ad Age DataCenter
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Table 4: Digital Services Share of Overall Agency Revenue, 2009-2012

Trend #2: Mobile Drives Gains in Digital Ad Revenues
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Search

Mobile

Lead Generation

Total

     Banner Ads

     Rich Media

Display Related

Classifieds & Directories

Email

     Digital Video Comms

     Sponsorships

Ad Category

$17,028 $20,066 17.8%

First Half 2012 First Half 2013 % Change

Table 5: Internet Advertising Revenues (in $M) First Half of 2012 vs. First Half of 2013

Note: Display Related includes banner ads, digital video commercials, rich media, and sponsorships.
Source: Internet Advertising Bureau

Table 6: Internet Advertising Market Share, First Half 2012 vs. First Half 2013

Notes: Display Related includes banner ads, digital video commercials, rich media, and sponsorships.  
Email market share is calculated to be 0% and therefore not represented in chart.

Source: Internet Advertising Bureau.

Search

Display Related

Mobile

Classifieds & Directories

Lead Generation

First Half of 2012 First Half of 2013

48% 43%

30%
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33%

7%
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4%5%
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Advertiser/Client

Agency of 
Record 
(AOR)

PR/Comms 
Agency

Media 
Buying 
Agency

Creative 
Agency

Search/Social 
Agency

Brand 
Specialists

Broadcast 
Agency

SEO 
Specialists

Table 7: Increasing Complexity of the Client/Agency Ecosystem

Source: Third Door Media

Trend #3: The Increasing Complexity of the Client/Agency Ecosystem
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A look at Ad Age’s 100 Leading National Advertisers

Table 8: Selected Google Corporate Advertising Agency Relationships

Source: Ad Age DataCenter, Third Door Media
 

  

Google
CRM

MRM
RAPP

Digital
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Blue State Digital
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Mekanism
Mullen

72andSunny
Johannes Leonardo

Bartle, Bogle, 
Hegarty
Mullen

Public Relations

Republica
Mullen

Media Buying

PHD

Events, Engagement
& Promotion

Tenthwave Digital
TBA Global

Creative
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Step One: Company Self-Assessment – Do You Need a Digital Agency?

Accountability: 

Flexibility:

Communication:
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Step Two: Understand Agency Fee Structures 

Trends in Agency 
Compensation Survey

Percentage of spend

Fee-based or Retainer 

Time based

Performance-based 

Fee Model Most Appropriate Media Advantages Challenges

Table 8: Selected Digital Agency Fee Structures

Source: Third Door Media
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Potential Add-on Fees 

Step Three: Begin the Selection Process: Phone Calls, RFIs, and RFPs

Search Agency Fee Structures 
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Step Four: Choosing the Right Agency 

Brand/Reputation:

Channel Specialist or One-Stop Shop:

Vertical Market Expertise:
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Culture:

Staff/Talent:

Client References: 

Client Support:

Pricing: 

Deliverables: before
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Creating a Decision Matrix

Step Five: Negotiate Contract Terms

Creative (2)

Staff/Talent (3)

Pricing (1)

Deliverables (2)

Client support (3)

Agency expertise (4)

Client references (4)

Total Weighted Score

Attribute
(Weighting factor)

5

7

8

10 6 12 8 16

21

8

8

7

24

7 5

27

5

8

6

16 6 12 7 14

18 8 24 8 24

8 32 7 28 7 28

7 28

133

7 28

135

5 5

142

Agency X
Score

Agency X
Weighted Score

Agency Y
Score

Agency Y
Weighted Score

Agency Z
Score

Agency Z
Weighted Score

Table 9: Sample Agency Decision Matrix

Source: Stephan Spencer, Third Door Media
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n
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Appendix A: Guidelines for Developing an Effective RFP

Table A-1: Business Information to Provide in a Digital Agency RFP

Source: Third Door Media

Industry Overview

Company Background

Objectives and Goals

Technology

Decision Makers and Processes

Deadlines and Legal
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Table A-2: Questions to ask Digital Agencies in an RFP

Agency Background

Agency Staffing

Client References and Work

Pricing and Contract Terms

Customer Support 

Source: Third Door Media
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Table A-3: Sample SEO RFP Outline

I. Summary and Overview 

II. Technical Summary

III. Administration and Management

IV. Project Expectations and Delivery

V. Deadlines and Budgets 

Source:  “How to Write a Killer RFP for Hiring an SEO Firm,” by Stephan Spencer (www.searchengineland.com)
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Blogs

B2B Marketing Blog/Webbiquity
DigitalNext
Small Agency Diary

Websites

Reports and White Papers

Articles

Accomplishments, Complaints & Predictions: The Ultimate 2012 Year-End List.

Five Ways to Get More Out of Your Digital Agency.  

How to Choose a Marketing Agency.  

How to Select an Interactive Marketing Agency.

How to Write an Ad Agency RFP.  

How to Write a Killer RFP for Hiring an SEO Firm.  

PPC Management Options – Are Your Fees In line With the Advertiser’s Goals?
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Vetting an Agency: Protecting the Family Jewels.  

What to Expect From an SEO/SEM Agency.  

What Matters Most When Selecting an Agency.

Agency Resources:

Covario

RKG

ymarketing


