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To call this document a touch paper for 
revolution would perhaps be over selling 
things a little; but we are of the opinion that, 
when it comes to deploying smaller campaign 
budgets, brands have never had a better 
chance to punch above their weight.

And when we say smaller, we mean circa 
£500K, whether that be the level invested 
once or multiple times a year within an overall 
marketing budget allocation. A decent budget 
for sure, but one that demands real focus to 
ensure its potential is maximised.

To dig a little deeper, we’ve interviewed a 
number of industry experts to understand 
best practice in optimising this level of spend. 
This paper draws on these insights to define 
6 campaign essentials that we believe brands 
must deliver with precision to be successful 
members of The £500k Campaign Club –  
a membership which requires no fee, no 
signing your life away, just a desire and 
commitment to boxing cleverly to outshine 
your competitors. 

 

James Willoughby
Director

Introduction from James

At the end of this paper we invite you to a 
complimentary half day workshop to help 
you navigate a path to deploying your 
budget to full effect – and we hope you’ll 
take advantage of that. Having been part 
of large multi-agency response groups and 
conversely working as the sole agency across 
many disciplines, we feel that we are well 
placed to offer up some valid and impartial 
advice. That said, you will of course be the 
better judge of that!

I hope you enjoy the read and we’d be 
delighted to discuss further should you wish.

Many thanks,
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5 MINUTE QUICK READ

Whilst budgetary firepower still counts, brands with 
limited resources have never had a better chance to 

foment their own revolution.

New marketplaces like Amazon, the widespread 
availability of micro- and signals-based targeting, the rise 
of social and the shift to an experience-led economy are 

all creating huge opportunities for members of the  
£500k Campaign Club.

The bravest and most ambitious are creating radical 
change by subverting the prevailing norms; backing 

big and innovative ideas; and jumping quickly on 
opportunities whenever and wherever they emerge. 

They are highly skilled at marshalling scarce resources to 
maximise the bang they get from every available buck.



6 CAMPAIGN ESSENTIALS

HOW BRANDS SUCCESSFULLY  
OUT-THINK THE CATEGORY

ONE BIG GOAL
They are clear about the one thing the 
campaign must change, and the benefit their 
brand will derive. They also know why now is 
the perfect time to attack the opportunity and 
work hard to define the single metric they’ll 
use to measure success.

DISTILLED POV
As well as identifying precisely WHO must THINK 
/ ACT differently, they have a strong perspective 
on HOW to motivate change. They are expert 
at resolving category friction points, unlocking 
consumer aspirations or aligning their brand with 
significant cultural trends.

COURAGEOUS CREATIVE
The best strategy means nothing unless it 
can command attention. Leading members of 
the £500K Campaign Club find ideas that are 
sufficiently bold and distinctive to up-end the  
status quo. They know that the more they venture, 
the more they’ll gain.
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CUT-THROUGH CONTENT
Content isn’t the only answer; but done brilliantly, 
it has the potential to create disproportionate 
impact. The brands that win in this field 
understand exactly their role in society, assert 
it in ways that hit a consumer nerve, and adapt 
fluidly to the demands of each channel.

CONCENTRATED FIREPOWER
When budgets are tight strategic sacrifices 
need to be made. Try to be everywhere 
and there is a risk of being seen nowhere. 
Successful members of the Club focus on  
just two or three media platforms and use 
tightly integrated campaigns to hammer 
home their message.

TRUE PARTNERSHIP
They also recognise that having too many 
agencies on board slows things down and 
dissipates budgets. For the £500k Campaign 
Club, a single smaller agency that’s passionate 
about the business or audience challenge and 
keen to jigsaw with existing in-house capabilities 
is often the best choice.

Out-thinking the category will create rich rewards for your brand. To help 
you get started, Initials is offering members of the £500k Campaign Club  

a complementary, no-strings-attached workshop. The half-day session 
breaks into three parts: how to get your briefs bang on; how to stimulate 

and nurture breakthrough creative ideas; and how to build craftier 
communications plans. See page 41 for more details. 

6

5

4
5 MINUTE QUICK READ5 MINUTE QUICK READ



SEIZE THE 
MOMENT
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Brands with limited resources have never had a better 

chance to foment their own revolution.
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CAPITALISING ON 
THESE SHIFTS TAKES 
AMBITION, BRAVERY 
AND THE ABILITY  
TO OUT-THINK  
THE COMPETITION.



NEW MARKETPLACES
New retail channels with different, 
more democratic rules. Amazon is 
the prime example. Any brand that 
develops deep expertise in how these 
marketplaces function can compete on 
much more equal terms, regardless of 
budget size.

MICRO-TARGETING
The fragmentation of mass media 
and the proliferation of new channels, 
especially in digital. This enables any 
brand to zero in on the maximum 
opportunity audience via 
micro-targeting.

MOMENTS-BASED TARGETING
The rise of signals-based advertising 
via programmatic. Combining insight 
and data allows brands to stretch 
the impact of the available budget 

The landscape has changed dramatically over the past five years, and 
brands with limited resources have never had a better chance to foment 
their own revolution. This opportunity has been created by a complex 
mix of factors. From a communications perspective, they include:

by identifying specific moments of 
maximum audience receptivity.

SOCIAL DISCOVERY
The growing importance of owned 
and earned media. We all now find, 
engage with and recommend things in 
new ways. Any brand that can create 
genuinely cut-through content, and 
potentially turbo-charge it by using the 
right influencers, has the ability to drive 
interest at the speed of social.

THE EXPERIENCE ECONOMY
The prioritisation of UX and the 
thirst for the new. Brands that deliver 
experiences that are more convenient, 
more relevant or more thrilling can 
drive participation and advocacy 
at levels a magnitude above their 
natural share.

Capitalising on these shifts takes ambition, bravery and the ability 
to out-think the competition. If you’ve got all three, you can 
now slip a horseshoe into the boxing glove of your marketing 
and make real, immediate dents in your category. Of course, big 
budget players will adjust eventually. Some already have; but 
others are moving slowly. If you’re passionate about achieving 
more for less, now is the time to strike.
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THE REWARDS 
OF AMBITION:  
3 CASE STUDIES
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A Spanish gin, a French car, a British TV channel: what unites 

such an unlikely trio? Well, they’re all proud members of the 

£500k Campaign Club. More specifically, they’ve all recognised 

the fact that a below average budget requires thinking of much 

higher than average quality. 

It often also requires a heightened appetite for risk; but this 

isn’t the same as being reckless. Each of these campaigns 

was grounded in a deep understanding of the brand’s real 

challenges, true insight into category and consumer dynamics, 

and a strong feel for how modern media markets work.

None of these examples had a campaign budget  

in excess of £500k. One was as low as £15k.
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Hailing from Seville, Puerto de Indias is the original 
strawberry gin. It’s the #3 brand in its home market, but 
relatively unknown beyond Spain.

Initials’ role is to help launch the brand overseas; first in 
the UK, then the USA. The gin market is highly active and 
characterised by brand extensions and flavour innovations. 
To cut through this noise demands a disruptive, visually 
unique creative asset that clearly signals Puerto de Indias’ 
distinctive character and outlook on life. 

In a category saturated with predictable, often 
indistinguishable pink semiotics, the solution is the black 

Puerto de Indias strawberry. In combination with the line “It’s not pink, it’s 
Puerto”, this iconic image immediately establishes the 
brand’s determination to stand apart from the competition.
The black strawberry sits at the heart of a multi-touch 
campaign that puts a premium on the non-conventional. It 
covers influencer activity; the chance for early adopters to 
attend the official launch event; street-level guerilla activity 
in high opportunity areas; and trial-driving promotions at 
select bars that stock Puerto de Indias. 

BREAKING THROUGH BY BREAKING
CATEGORY CONVENTIONSDespite a tiny budget, UKTV channel Dave had big 

ambitions: to prove its mission of ‘bringing wit to the 
world’. The solution was to identify a high profile event 
that would attract a large and passionate crowd… and 
then play off that passion with the cheeky humour that 
characterises the brand.

When the Tour De France visited London, it attracted 
millions of fans. So Dave worked with Initials to create  
the Tour De Farce: its own group of professionally 
dressed cyclists (complete with shaven legs and fake 
sponsors) who had apparently become separated from 
the main race. They sped around London in their own 
little peloton, asking people for directions and pleading 
with taxis to give them a lift.

UKTV The icing on the cake was when a policeman, believing 
they were real competitors, escorted them onto The Mall 
and over the finish line!

Whilst the activation was important in its own right, what 
mattered more was the content created and the social 
conversation it sparked. The initiative generated features 
on ITV News and Capital FM, as well as significant online 
coverage. Truly the media that money can’t buy, and all  
for the price of a single TV spot.

USING BARE-FACED CHEEK



In preparing the launch of the 208, Peugeot knew it had a 
problem. The marque felt a bit safe and stuffy. How could 
it re-assert its relevance to drivers in their late 20s?

Working with Initials, Peugeot had the courage to grab 
the bull by the horns. The ‘Let Your Body Drive’ campaign 
was kick-started by video seeding on YouTube. The film 
featured internet sensation Dubstep dancer, Marquese 
Scott, aka Nonstop of the REMOTEKONTROL crew, 
dancing to the Rudimental track ‘Feel The Love’.

With interest heightened, the brand followed up with a 
national roadshow to showcase the car to consumers. At 
each destination, the 208 stand was brought to life with 

Peugeot 208 street dancers performing to the Rudimental track.
All elements of the activity directed consumers to  
www.youtube.com/letyourbodydrive where they could 
view the Marquese Scott video in full and upload their  
own ‘Bodydrive’ video. Everyone who participated was  
entered into a prize draw to win a week in a VIP villa  
in Ibiza with seven friends.

This seamless integration delivered outstanding results:  
the video went viral, attracting 4 million views; the 
Rudimental track reached #1; 5 million people visited  
the campaign site; and, most importantly, Peugeot broke  
its decade-long record for advance orders.

MEETING AN AUDIENCE IN ITS 
NATIVE ENVIRONMENT



Hailing from Seville, Puerto de Indias is the original 
strawberry gin. It’s the no. 3 brand in its home market,  
but relatively unknown beyond Spain.

Initials’ role is to help launch the brand overseas; first in 
the UK, then the USA. The gin market is highly active and 
characterised by brand extensions and flavour innovations. 
To cut through this noise demands a disruptive, visually 
unique creative asset that clearly signals Puerto de Indias’ 
distinctive character and outlook on life. 

In a category saturated with predictable, indistinguishable 
pink semiotics, the solution is the black strawberry. In 
combination with the line, “It’s not pink, it’s Puerto”, 

Puerto de Indias this iconic image immediately establishes the brand’s 
determination to stand apart from the competition.

The black strawberry sits at the heart of a multi-touch 
campaign that puts a premium on the non-conventional. It 
covers influencer activity; the chance for early adopters to 
attend the official launch event; street-level guerilla activity 
in high opportunity areas; and trial-driving promotions at 
select bars that stock the brand.
 
Looking forward, it also provides the perfect platform for 
the brand to attach itself to key summer-time rituals with a 
subversive twist that will hugely magnify the impact of the 
available investment.

SINGLE-MINDED CREATIVE



·  Each brand was determined to fight 
   its own battle by challenging and 
   subverting category norms.

·  Having found an idea they believed 
   in, they followed it through with 
   courage and conviction. There was  
   no hint of creative compromise.

THESE THREE CAMPAIGNS ARE 
ALL VERY DIFFERENT, BUT THEY 
SHARE SOME IMPORTANT TRAITS:

These commonalities aren’t co-incidental. They are 
fundamental for any brand who needs to find smart 
ways to beat the odds.

·  There was a high degree of 
   orchestration. All resources were 
   focused on a single goal, and all 
   activity leant into a single  
   creative theme.

·  They kept things fast and fluid.  
   Whilst they had a clear end-goal in 
   mind, they were also agile enough  
   to jump quickly on opportunities 
   as they emerged.
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LEARNINGS 
FROM HISTORY
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When you can’t out-muscle your 

opponents, you need to out-think them. 
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By any conventional evaluation, America held all the cards: 
more funds, more resources, vastly superior technology and 
weaponry. But North Vietnam wasn’t interested in convention.

Fundamental to its success was Dau Tranh (loosely translated 
as ‘struggle movement’): a twin-pronged strategy that ensured 
the war took place on its terms rather than America’s.

Militarily, Dau Tranh focused on ‘hit and run’: forcing multiple 
small engagements at times and places of its own choosing 
in order to demoralise the enemy and keep it off-balance. 
Organisationally, the strategy centred on recruiting large 
numbers of supporters throughout the countryside. 

Mobilising this support allowed it ready access to resources 
whilst reducing the opposition’s oxygen supply.

The genius of Dau Tranh was how military and organisational 
strategy combined to exploit America’s weaknesses and 
maximise North Vietnam’s inherent advantages: most 
especially, its intimate knowledge of the landscape and its 
ability to move and act quickly.

THE ART OF 
THE POSSIBLE

In modern marketing, there’s a lot we can all 
learn from Dau Tranh. Yes, budget size matters; 
but you can make it matter a lot less by:
 
·   Picking only those fights you have  

a real chance of winning.

·   Being faster, more focused and more  
opportunistic than your enemy.

·   Organising yourself for success and making  
the most of every ounce of resource.
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OUT-THINKING 
THE CATEGORY
IN DETAIL
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Those who’ve sat in a Nielsen tracking meeting will know that big 

budget campaigns are often about incremental gains. That makes 

sense – if you’re a major player in a major category, a share point 

here or there means a lot in terms of brand profitability. 

But for marketers with less to invest, the goal has to be different.  

The aim must be to create radical change.

IN DETAIL 25



RADICAL 
CHANGE 
DOESN’T 
NECESSARILY 
MEAN  
RE-INVENTING 
THE WORLD 
OVERNIGHT…



…but it does mean applying a 
laser-focus to understand the 
specific area in which you can 
make the biggest difference 
quickest, and having a crystal 
clear vision as to how that 
win will translate into positive 
momentum going forward.  
If you lack those, you may well  
be better off leaving the money 
in the bank.

To succeed, members of the 
£500K Campaign Club must 
share two key attributes with the 
North Vietnamese: they need to 
know exactly which battles they 
want to fight, and they must 

work hard on organising their 
efforts to get the maximum bang 
from every available buck.

If your campaigns aren’t 
delivering the necessary change, 
it’s likely that you’ve failed to 
address one or more of the  
6 Campaign Essentials. 

These may feel familiar; they 
certainly should. But – hand 
on heart – are you confident 
you’ve met them fully on every 
single campaign you’ve been 
responsible for?

ONE BIG 
GOAL

DISTILLED
POV

COURAGEOUS 
CREATIVE

CUT-THROUGH 
CONTENT

CONCENTRATED
FIREPOWER

TRUE
PARTNERSHIP

IN DETAIL

6 CAMPAIGN ESSENTIALS
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The most important thing is  
to make sure you’re absolutely focused  

on what you’re trying to achieve.  
You can’t do everything, despite the 

temptation to try.”
Claire Kennedy, Atticus

ONE BIG
GOAL 



Like most marketers, you’ll have a plate full of challenges. And 
in a world that moves as fast as this one, you probably won’t 
be short of opportunities either. But no single campaign can 
meet them all, so you need to zero in on ONE THING that the 
activity MUST change. 

As Claire Kennedy, co-founder of Atticus and formerly 
Marketing & Brands Director of The Collective Dairy UK and 
Scottish and Newcastle Ales, puts it: “The most important 
thing is to make sure you’re absolutely focused on what 
you’re trying to achieve. You can’t do everything, despite the 
temptation to try.”

BE SINGLE-MINDED 
Of the many ways you could spend 
your money, why will this one make the 
biggest difference to your brand? Once 
you’ve answered that, you’ll be much 
better placed to screen-out all  
the distracting nice-to-haves and 
concentrate exclusively on the Job To  
Be Done. Two exercises can help:

Why Now?
Why is now the right time to attack this 
opportunity? What is changing – or what 
can I force to change – in the category, 
consumer or cultural cycle that will create 
a relevant gap for my brand? 
 

What’s The Key Number?
Can I boil things down to one key 
metric, and can I frame that in a way 
that crystallises the desired change? 
Take the starting-point for Sainsbury’s 
‘Try Something New Today’ campaign. 
The company knew it needed top-line 
growth. What was smart was how it 
expressed that goal in very human, 
action-oriented terms: get every 
customer to add one item worth  
£1 to their shopping basket.

Pinpointing the opportunity and 
articulating it as a SMART objective 
takes time and effort. But it’ll pay rich 
dividends in terms of focusing minds 
and generating excitement around  
the project.

IN DETAIL 29



Irrespective of whether it’s a £50K, 
£500K or £5M campaign, the single most 

important thing is to start with  
a sharp and compelling brief.”

Anand Gandesha, Hansgrohe Group

DISTILLED
POV 



As they say: sh*t in, sh*t out. Obviously, your brief can’t be 
a single paragraph delivered by email. But nor should it be a 
dump-bin containing every bit of data known about the brand 
and category. 

It’s never easy to write a great brief. The best boil things down 
to three essential components: what needs to change (your 
SMART objective); what is most likely to trigger change;  
and in what ways is your brand prepared to change? 

WHAT’S DRIVING TODAY? 
Any market is dictated by a complex  
mix of attitudes and behaviours. What 
are the key ones that either stand 
between you and success, or could 
empower you to achieve your goal? 
These are most likely to focus on a 
consumer or shopper type, but the 
real issue will sometimes exist within a 
different stakeholder group: a particular 
retail customer, or opinion formers,  
or maybe even an internal audience.

WHAT WILL DRIVE TOMORROW?
Once you know precisely WHO you 
need to THINK / ACT and HOW, you 
must consider WHAT is most likely to 
motivate that change. Rich areas might 
include: current category friction points; 

new cultural aspirations; or trends that 
are surfacing in a different category, 
but could translate relevantly to yours. 
Bringing a strong initial hypothesis 
will make for a much richer and more 
productive briefing session – especially 
if you’re open to your thinking being 
challenged and built on.

RISK AND REWARD
Pretty much by definition, radical 
change demands risk-taking. Too often, 
this is omitted from or glossed over 
in the brief. You need to consider this 
carefully and be open with your agency. 
In order to shift the market, what level 
of risk are you prepared to embrace? 
And what level will your company allow?

IN DETAIL 31



You have to develop creative that really 
stands out – something that’s not just 

wallpaper, because you really don’t have 
enough budget to make wallpaper count.”

Claire Kennedy, Atticus

COURAGEOUS 
CREATIVE 



DOES IT BUILD ON  
WHAT’S VALUABLE?
Is the idea rooted in brand equities that 
you want to keep and re-inforce? As 
Heather Andrew, CEO at Neuro-Insight 
(UK), reminds us: “The more you see 
an element like name, colour or sound 
connected to a brand, the deeper it 
gets embedded in the memory. Those 
linkages are incredibly valuable in 
triggering recall and action.” 

DOES IT BRING  
SOMETHING NEW?
At the same time: markets and 
consumers are constantly evolving,  

so brands must too. Is this campaign 
adding something new and relevant  
to your brand proposition, and is it 
telling that story in an unmissable, 
irresistible way?

WILL IT MAKE US BEHAVE 
DIFFERENTLY?
The strongest, boldest ideas help 
companies and brands re-focus and  
re-organise. Will this idea encourage 
you to think and act in a different way 
that aligns better with your audience’s 
emerging needs and wants?

How do you select the right creative idea? 
There are three key touchstones:

The fact of the matter is this: however intelligent your strategy, 
you’ll achieve nothing unless you can command attention in 
what is a massively noisy communications environment.  

Many big budget players rely on repetition to achieve this. 
When that’s not affordable, your only option is to strive for the 
truly original and distinctive. 

You need to be bold if you’re going to up-end the status quo. 
Ann Marie Costelloe, Chief Marketing Officer at The Gap 
Partnership, welcomes this challenge: “The benefit of having 
limited resources is that it makes us focus on doing something 
really well rather than settling for a smorgasbord of average.”

Lucas Brown, Chief Strategy Officer at Total Media Group, 
believes that this bravery must extend to how you allocate 
budget: “If you need cut-through, the ratio of creative to media 
spend should increase. If your campaign budget is £500k, at 
least £150k of that should be spent on creative. When you have 
creative that really stands out and surprises people, it’s four 
times more effective.”
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If you can get out an exceptional creative 
idea, it’s inherently more likely to live and 

breathe across different channels.” 
Gavin Vandeligt,  

Marketing Director at Twinings UK & Ireland

CUT-THROUGH 
CONTENT 



Content isn’t the only answer; but it’s an increasingly  
important part of the answer.

Whilst budget is the main brake on your ambitions in paid media, 
this is much less true in terms of owned and earned. But everyone’s 
playing the same game, so what do you need to do to win?

None of this is easy; but get it right, and the rewards can be 
massive. Anand Gandesha, Head of Digital and Marketing 
Communications at Hansgrohe Group, shared his experiences  
of deploying a quality-led content approach. With a relatively 
limited budget, his team was able to deliver 2 million campaign 
views: “We created a very compelling piece of content. The 
creative wasn’t cheap, but it did deliver the disruption we 
needed. With the support of some media budget, we were  
able to bring the brand story to life and drive a significant  
amount of organic reach.”

UNDERSTAND YOUR  
BRAND’S ROLE
The purpose of ‘content’ is clear: to 
ensure your brand stays meaningful, 
relevant and newsworthy. That means 
you need a very precise understanding  
of your brand’s role in society and 
culture, and a fresh and compelling way 
of asserting it. Peroni does this brilliantly. 
Its content positions it alongside Italian 
style icons like Gucci and Versace, 
establishing clear blue water between  
it and other beer brands.

BEHAVE LIKE A NATIVE
Your content needs to infect every 
channel where your audience gathers 
and interacts. But it also needs to do 

more than that; it must flex to meet the 
demands of individual channels, the 
behaviour of users within that channel, 
and the argot they prefer. Achieving this 
takes insight and careful planning. It also 
makes it imperative that your core idea is 
particularly ‘fat and fertile’. 

BACK YOUR INSTINCTS
The holy grail of ‘content’ is to gain 
impact disproportionate to the funds 
invested. Whilst you will still need 
media budget to seed the idea, this 
typically means spending a much higher 
than usual proportion on creative and 
production. It also means backing a 
concept that can be tailored in ways  
that encourage consumers to adopt  
and play with it themselves.
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There are now so many marketing channels 
available. The reality is that you just can’t do 
everything. You need to understand how you 
can get the best out of your budget by doing 

the fewest number of things and being highly 
focused. It’s about doing less, better.”

Nick Crossley,  
Global Head of Brand Marketing at McLaren

CONCENTRATED 
FIREPOWER 



It clearly makes sense to invest where your audience is most 
actively engaged and receptive. But there’s a problem: other 
players in your category will have access to the same information, 
and are highly likely to have reached similar conclusions.

Simply following the numbers may lead you down a competitive 
blind-alley. This is particularly true when resources are scarce.  
You need to think laterally, balancing the ‘science’ of media with 
the ‘art’ of creativity.

DO LESS BETTER 
Very often, this involves making strategic 
sacrifices. Lucas Brown at Total Media 
Group describes the importance of 
focusing your resources: “Media works 
better when multiple platforms are used, 
but the tendency is to go for too many 
channels. You really want to look  
at two or three channels at the most.”

STRIVE FOR STAND-OUT
Focusing on a smaller number of 
channels significantly increases your 
chances of standing out from the crowd 
rather than being submerged by the 
noise. Big budget players may be able 
to get away with it; but when resources 
are limited, over-fragmentation almost 
always means you’ll disappear into penny 
pockets of invisibility.  
 

You’re better off having 20% of people 
know your brand than aiming to  
reach 80% and having none of them 
remember you.

HARMONISE & HAMMER
And when you do hit, hit hard. Back your 
core idea and express it consistently 
and forcefully. Richard Cooper, Head 
of Category & Insight at British Pepper 
and Spice, talks about the importance 
of ‘harmonisation’: “The most effective 
thing is to get everything across the 
customer journey working together. 
When your outdoor campaign is running, 
hammer it on social and with a really 
well-executed gondola end. When it’s all 
working in harmony – that’s when you’re 
most likely to cut through.”
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“One of the ways we manage to do good 
work on a limited budget is by having one 

agency that we work extremely closely 
with. They’re a genuine partner, constantly 

working with us to find ways to enhance 
the budget rather than just using it all. 

That makes such a difference.”
Ann Marie Costelloe, Gap Partnership

TRUE 
PARTNERSHIP



TOO MANY COOKS  
SPOIL THE BROTH 
Whilst it sounds tempting to appoint 
multiple specialist agencies, problems 
can arise. Inevitably, it means there are 
more people to be briefed, different 
points of view on the strategy, variances 
in the depth and timing of the creative 
response. These aren’t necessarily  
bad things; but they do slow the  
process down. 

They can also eat away at your budget. 
Anand Gandesha at Hansgrohe Group 
warns against “ending up with a 
multi-agency scenario in which you’re 
spending a large amount of your money 
on agency fees as opposed to activation. 
If you’re going to use multiple agencies, 
there has to be enough value in there  
for everyone.”

There’s strong wisdom in appointing a 
single (or lead) agency to wring the most 
out of smaller budgets. Encourage them 
to focus on the big picture. If the final 
idea requires specialist help to execute, 
that can always be tackled down the line. 

SIZE MATTERS
Finding the right partner is critical. 
Ensure they’re passionate about your 

IN DETAIL

business and your challenges, and not 
just the revenues you represent. 

Find the right fit in terms of size. 
According to Nick Crossley, “McLaren 
prefers working with small agile agencies 
with the right specialisms. This puts more 
pressure on us as a marketing team, but 
the positive outweighs the negative as 
we are able to maximize the campaign 
spend by cutting out the middle man 
and working directly with the channel 
specialists. They also tend to be hungrier, 
they treat us as more important, and 
they’re as focused as we are on actually 
getting work out of the door.”

FIND A BALANCED SOLUTION
You also need to be clear about what 
you can and want to do in-house. Ask for 
recommendations on agencies that are 
demonstrably keen to jigsaw with those 
resources and have a proven track record 
in delivering whole-team solutions. As 
Claire Kennedy at Atticus says: “You 
need a partner that appreciates the value 
added by the in-house team. The right 
agency will want to build on their work. 
The wrong agency will want to change 
everything. And that’s rarely helpful.”
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TAKE THE 
NEXT STEP



AS A MEMBER OF THE £500K 
CAMPAIGN CLUB, WE’VE GOT  
A PROPOSITION FOR YOU.
Initials is offering brands with budgets around this 
level a complementary half-day workshop. The 
purpose is simple: to share best practice and inspire 
you with examples from peers who have succeeded in 
punching above their weight by out-thinking the rest 
of the category. 

The workshop breaks down into three sessions:

“HOW TO GET YOUR BRIEFS BANG ON” 
Complete with exercises to help you
hone your brief writing skills. 

“CREATING BREAKTHROUGH IDEAS” 
This element shows you how to stimulate  
and nurture exceptional creativity.

“CRAFTY COMMUNICATIONS PLANNING” 
A joint session with Initials and Total Media Group  
to help you develop media plans that cut through.

Each presentation will be followed by a discussion 
as to how the principles could best be applied to 
help crack your brand’s key challenges.

There are no strings attached. 
 

As a multi-disciplinary agency with a proven 
track record in helping brands get the very best 

from limited campaign funds, we’re confident 
we can provide the answers you need. 

But it’s entirely up to you.
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Even if your budget is limited, your 
ambition shouldn’t be. You can now 
create impact and outcomes that would 
have been impossible a decade ago.

Of course, this isn’t easy. It takes hard 
work and hard thinking. You need to 
focus ruthlessly, stripping away the 
non-essentials to get to the heart of 
what your brand needs to say and your 
audience wants to hear.

You also need to be courageous in 
seizing the opportunity. Bold in terms 
of the ideas you back, the channels you 
choose and the content you produce.

For brands with the smarts and the 
bravery to outwit the rest of the 
category, the rewards can be huge – as 
many members of the £500K Campaign 
Club have already shown.

I hope you’ve found this paper useful. If 
you’d like a further conversation or want 
to take up our offer of a free workshop, 
please do get in touch.

Jamie Matthews
CEO

Thank you for your interest  
in our white paper. 
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If you want to see more of the work we do, take a look  
at our showcase on our website www.initials.co.uk 

To get in touch, please contact

James Willoughby
Director

jw@initials.co.uk

Abby Hartley 
Head of Marketing 
aha@initials.co.uk
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