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[bookmark: _Toc523157749]Executive Summary

Integrated  marketing communication is a very popular concept among  marketers  nowadays as it provides marketers the chance to use all the  tools of marketing to interact with customers. Because of this, today  marketing agencies have become an key role player in the communication process as they are the one who can provide continuous support to the marketers to showcase their message to the consumers in the most effective and affordable ways.
The first joint venture full service advertising, GABL is today the largest standalone agency in Bangladesh with revenue of 90 million in 2017. GABL is a market leader with a dynamic team of young and talented professionals. It is the only agency in Bangladesh to win Gold Lions in Cannes Lions International Festival of Creativity.
In an ad agency, client is termed as an account. GREY Advertising Bangladesh Ltd. has a very good standard of account management process. Even after that it faces some difficulties due to hierarchical problem, inter-departmental conflict, no in-house production house, lack of employee commitment, lack of in-house resources etc.
The report presents the client servicing department’s role on building up relationship with the clients, the effort they put and the activities they perform. There were some scopes of improvement for the Client Servicing Department. To come to a solution for the company I have also reviewed the literatures from past and present to draw a framework that I followed for preparing this report. Finally, I have concluded the findings of this report in such a manner that can help the organization to improve their client servicing approach. Also it may contribute to the researchers in future.

Subject Keywords: Integrated  marketing communication, Client Servicing, Customer relationship
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Introduction
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[bookmark: _Toc523157750]Introduction

The report is based on the Internship program at the organization Grey Advertising Bangladesh Limited, Marketing Servicing department, as a requirement of the BBA Program of United International University. I carried out my research on the topic ‘’Roles of Client Servicing in Marketing Service Department on Relationship Marketing’’. It has been prepared under direct supervision of supervisor Associate Professor Dr. Md Shariful Alam.

[bookmark: _TOC_250027][bookmark: _Toc515573891][bookmark: _Toc515574605][bookmark: _Toc523157751]Rationale of the Study
The purpose of this report is to take a closer look at the strategies followed by Grey Advertising Bangladesh Limited to manage and retain its clients. This report takes a look at the organization’s rationale for the numerous activities it pursues for managing the clients. The report also tries to shed light on whether the efforts of the company are actually being effective in retaining the clients. The report tries to determine all the roles of the Client Servicing department and find scopes for improvements. Additionally the report takes a look at the competitors and their image to the consumers.
[bookmark: _TOC_250026]
[bookmark: _Toc515573892][bookmark: _Toc515574606][bookmark: _Toc523157752]Objective of the Study

[bookmark: _Toc515573893][bookmark: _Toc515574607][bookmark: _Toc523157753]Main objective:

· Describe a clear picture of activities of an account manager in agency and the strategies to retain clients
[bookmark: _Toc515573894][bookmark: _Toc515574608][bookmark: _Toc523157754]Specific objective:

· Trying to understand  total Client Servicing process of Grey Advertising Bangladesh
· Pointing out how the organization builds up relationships with clients
· Know how Grey Advertising Bangladesh Limited retains the clients
· [bookmark: _TOC_250025]Find out problems faced by different departments during the execution of works
[bookmark: _Toc515573895][bookmark: _Toc515574609][bookmark: _Toc523157755]Outline of Chapters:

Chapter 1: Introduction: The background that leads to the definition of the problem is presented in this chapter and shortly explains the purpose of report.

Chapter 2: Organizational Overview: This chapter contains a snapshot of the organizations background.

Chapter 3: Literature Review: The literature review chapter reviews all the research that has been done on this topic and tries to find a common theory. The researches done in this topic will help to find new findings and also suggest research topics that can be done.

Chapter 4: Methodology: The methodology chapter describes how the report was prepared and the sources of information. The approaches taken to come to the final conclusions.

Chapter 5: Research Findings and Analysis: The analysis of the information and findings of the research are presented in this chapter. Also the findings help us by identifying the problems underlying.

Chapter 6: Discussion and summary of findings: This chapter discusses all the processes that has been taken for the report. The discussion describes how the research has come to the solution.

Chapter 7: Conclusion and recommendation: The final conclusion is presented in this chapter. This part also recommends the future of client-agency relationships.







Chapter Two
Organizational Overview


























[bookmark: _Toc515573896][bookmark: _Toc515574610][bookmark: _Toc523157756]Organizational Overview

Grey Group is a global advertising and marketing agency with headquarters in New York City, and 432 offices in 96 countries, operating in 154 cities. Founded as a one-man, one-room retail shop in New York City’s garment district, Grey Group is now one of the largest global advertising and marketing agency network.

Founded in 1917 by Lawrence Valenstein and Arthur C. Fatt, Grey Global Group began as a direct marketing company named Grey Studios, reflecting the color of the wall of its original quarters, changing to Grey Advertising in 1925.

GREY Advertising Bangladesh Ltd, the Bangladesh office of Grey Group, is the first and only true global advertising agency in Bangladesh. Being a strict believer in following the global credo of producing “Famously Effective” works, Grey Adverting Bangladesh Ltd has become the most awarded and sought after agency of the country.

In 2016, Grey Advertisement Bangladesh Limited achieved the first ever Cannes Gold Lion award to become the first Bangladeshi Advertisement firm to achieve such a prestigious award. They were given this award for inventing a zero-electricity air cooler made from plastic bottles.

Grey Dhaka has been successfully working for companies like Grameenphone, Coca-Cola, Pran, Symphony and many others. Currently GABL has more than 50 clients.

Services that GREY Bangladesh Advertising Ltd. is right now providing include digital, activation, advertising, media, shopper marketing etc.






[bookmark: _Toc515573897][bookmark: _Toc515574611][bookmark: _Toc523157757]Company’s vision:

To be a great global integrated Communication Company creating and enhancing brand value for the clients.

[bookmark: _Toc515573898][bookmark: _Toc515574612][bookmark: _Toc523157758]Company’s mission:

We will create leading brand ideas; ideas that create resonance in people’s hearts and minds and create brand preference.




[bookmark: _Toc523157759][bookmark: _Toc515573899][bookmark: _Toc515574613]Logo:[image: ]













Figure 1: GABL logo



[bookmark: _Toc515573900][bookmark: _Toc515574614][bookmark: _Toc523157760]Clients:

GABL is currently managing accounts of more than 50 companies. Some of the most renowned companies are given in the figures
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Figure 2: GREY Advertising Bangladesh Limited Clients



Chapter Three
Literature Review























[bookmark: _Toc515573901][bookmark: _Toc515574615][bookmark: _Toc523157761]Literature Review

Client servicing identifies the relationship between an agency and its clients. The key to success of the marketing solutions giving process is manage the clients’ accounts and provide managing the branding, advertising and promotional campaigns on their behalf. The agencies try very hard to obtain and  maintain a positive agency-client relationship. Good agency-client relationship is important for the clients to promote its product or services and for agencies to retain their clients. An understanding of this relationship is vital as a “failed” relationship will result in agency-client breakup which can lead to major costs in time, money and effort (Newsome, 1980).


The literature of relationship marketing mainly gives attention to the business-to-business relationship. While the business-to-customer relationship is characterized by business’s actions and customer’s reaction the business-to-business relationship concentrates on the interaction (Ford, 1998). The increased focus on business relationships could be an ideal environment for the advertising agency branch. However many clients state that their expectations of agency performances are not met.


The burden of change the clients has to go through may cause delays in new campaigns, time spent on the process of selecting new agency and the development of rapport, trust and confidence in the new agency (Quinn, 1978). The clients and agencies learn a lot about each other, which can result in better promotional campaigns. It takes time for agencies to learn about their clients and their business. The agencies know about their clients more than anyone else. So changing


The failure to build a long-standing relationship can result in “significant costs and anguish”, with the process of switching agencies and developing a new partnership taking up to two years (Michell and Sanders, 1995). It takes a lot of effort from both the client and agency to produce quality marketing or promotional activities. A failed relationship can waste both time and money for clients. And for agencies it is a loss because their client will switch to other agencies.

Hallatt (1979) claimed that the real business of an advertising agency is simply “keeping clients happy”. The meaning of it as easy as it sounds. The agencies really have to keep their clients happy for a long term relationship, where both client and agencies benefit each other.

The value of keeping a long-term relationship has increased even though research has shown that the durations of client-agency relationships tend to decrease. In times of the economic crisis a contract renewal is more important than ever. According to Anderson, Jain & Chintagunta (1993) the concept of value has progressed our understanding of a good business relationship. It is important to offer superior value to the customer to create and maintain a long term relationship. However it is also essential to measure the effect of agency work and that again raises pressure. Studies of Wackmann, C.T. Salmon and C.C. Salmon (1987) said that the termination by clients is in all likelihood related to dissatisfaction with the work performance of an agency in creating ads and managing account.

Business-to-business relationship has primarily focused on a client who has wanted a change. Good relationship with the person of contact creates a chance of contract renewal and continuation. However termination of contract can still happen if there is a good relationship. There are considerable costs combined with such termination of contract. Many people think evaluation of agency is vital for a client. That is why there should be more accurate selection process. Unfortunately the best match does not always work since a relationship is developmental (Wackmann, C.T. Salmon and C.C. Salmon, 1987).Now-a-days agency’s involvement in clients business is an important part. As a result many agencies are trying to be the client’s partners rather than just working for them. That is why agencies try to re-position themselves and build up the image of an “ideas company” or a “solutions company” rather than a simple “advertising agency” (Beverland, Farelly, & Woodhatch, 2007).



Before reviewing the topics in the advertising agency-client relationship literature, it is important to commence by discussing the theoretical foundation of this domain of advertising research. The theoretical framework for the examination of the relationship between one party and its agent is found in “agency theory”. Agency theory has its origins in the 1930s (Berle and Means, 1932) and was developed in economics research as a “general theory of agency” (Ross, 1973; Mitnick, 1973; Jensen and Meckling, 1976). A presentation of the development of agency theory is found in Mitnick (1973). Research on “agency-principal relationships” or “agency-client relationships” has expanded to be included in such areas as accounting, advertising, finance, management, marketing, organizational studies, political science, and sociology (Mitnick, 1973). A review of the literature is found in Eisenhardt (1989), while how it relates to advertising and marketing are discussed in Bergen et al. (1992), Ellis and Johnson (1993), Helgesen (1994) and Gould et al. (1999)

Agency theory basically examines the relationship “whenever one party (the principal) depends on another party (the agent) to undertake some action on the principal’s behalf”’ (Bergen et al., 1992, p. 1). It is concerned with the co-operative behavior between the principal and the agent. This relationship usually involves a degree of “delegation of decision-making authority to the agent” and some risk-taking/sharing by both parties (Ellis and Johnson, 1993,
p. 77). The degree of risk taking can vary, with West (1999) suggesting that agencies tend to be less risk seeking than the advertisers.
To add to this, each party is acting in its own best interest (Jensen and Meckling, 1976). An agent may not always act in the best interest of the principal, and vice versa, due to differences of opinion on such issues as objectives, activities, and risk-taking. By contracting out to an agency, the principal can face “moral hazards” that arise when dealing with a self-interested agent and incur “costs” from restricted monitoring of the behaviour of the agent (Kaufman et al., 1993). Further, agency relationships are often subject to potential miscommunications, misunderstandings and different approaches to risk (Eisenhardt, 1989; Getz, 1991; Helgesen, 1994). This can (and does) lead to conflict in the relationship, especially with interactions among government and business (Mitnick, 1973).


Proactivity is a central point in the approach to act entrepreneurial. Now it would be interesting to see how clients involve external partners meaning agencies to achieve new relationship strategies, which last long and work successful and include a proactive agency. Proactive behaviour entails purposeful enactment [where] the environment is viewed as an opportunity horizon where the marketer attempts to redefine external conditions in ways that reduce uncertainty and lessen the firm's dependency and vulnerability. The marketer strives to expand the opportunity horizon beyond that dictated by current customers, products and business boundaries, in the process 'escaping the tyranny of the served market' (Morris, Schindehutte, and LaForge 2002, p. 6).

With this in mind, the present study explores how best for advertising agencies to manage the relationship with their client to effect renewal. Hereby attention is given to the role of an advertising agency as the proactive part of a client-agency relationship. First, I reviewed research on the theory of client-agency relationship. This is followed by the presentation of my methods, the empirical findings and a final conclusion.

[bookmark: _TOC_250022][bookmark: _Toc515573902][bookmark: _Toc515574616][bookmark: _Toc523157762]Theoretical Discussion

The purpose of this qualitative research is to examine the roles and activities of a Client Service department of GREY Bangladesh Advertising Limited in relationship marketing in 2018.
If we look at the Agency Theory which first originated in 1930s (Berle and Means, 1932) and was later developed in economics research with ‘General theory of agency’, it will be clear to understand how agencies maintain relationship with customers. Agency theory uses the metaphor of a contract to describe relationship in which a party delegates the work to another party. The theory focuses on determining the most efficient contract to govern a particular relationship given the characteristics of the parties that are involved and the fact that some factors like environmental uncertainty and cost of gathering information make it impossible to measure and monitor an agent completely.
Most agency theory literature addresses explicit, formal contracts- such as a compensation plan for a company’s salesforce- the theory can be also be applied to any ‘mutual agreement governing some aspect of subsequent behavior’ (Mitnick,1987). That is why the theory can be used to evaluate implicit ‘social contracts’- like social norms, peer pressure, peer acceptance etc.
Another important thing to note is that most of this literature defines efficiency form the clients point of view. The assumption is that the principal or the client is the dominant part in these type of relationships. Thus, efficient contract is one that brings about the best possible outcome for the clients.
In spite of the fact that marketing is vastly related to agency relationships, research on agency and related fields have only recently begun to be reported in the marketing literature. Perhaps the location and nature of its early development in economics and finance literature made it somewhat inaccessible to researchers. In formal agency literature there are two different but related theories, one of which describes pre-contractual issues and other one post contractual issues. The positive side of the agency theory is that it is concerned with the design of an appropriate inter-organizational governance and control mechanism.

For this report, the work is based around the agency theory due to its merits. This report will try to find out the gaps of the agency theory, establish findings and suggest future studies that can further improve the literature on agency.
















Chapter Four
Methodology























[bookmark: _Toc515573903][bookmark: _Toc515574617][bookmark: _Toc523157763]Methodology 

This report is a qualitative research because it is an exploratory research. It is used to gain an understanding of underlying reasons, opinions and motivations. It also uncovers trends in thought and provides insight into the problem. Both primary and secondary sources are used for gathering the required information for this report.

[bookmark: _Toc515573904][bookmark: _Toc515574618][bookmark: _Toc523157764]Primary sources:

· Interviews of respective authorities in the organization

· Interviews of individuals involved with respective activities

· On the job trainings and experiences as a client service intern

[bookmark: _Toc515573905][bookmark: _Toc515574619][bookmark: _Toc523157765]Secondary sources:

The report was also based on secondary data gathered from documents and reports containing information about the concerned activities and strategies.




[bookmark: _Toc515573906][bookmark: _Toc515574620][bookmark: _Toc523157766]The methodology used for the data collection is as followings:




Data Collection


Advertising Journal
Research paper
Credentials
Book
Direct Interviews
Observation
Official Website
Discussion
Primary Data
Secondary Data














Figure 3: Methodology of Data Collection














[bookmark: _TOC_250020][bookmark: _Toc515573907][bookmark: _Toc515574621][bookmark: _Toc523157767]Reasons for the approach

The reason this report takes a qualitative approach is because the purpose of this research is to provide an insight and impression on GABL. Such an approach to research generates non- quantitative form or in a form which is not subjected to rigorous quantitative analysis. Generally, the methods used here are projective techniques, in depth interviews. The reasons behind using these methods are also given here.

For the primary data observation was the most important part. While performing daily assignments I learnt a lot from just observing people and their activities. It is a simple but effective approach as observing can reveal the activities of different departments.

Discussion was another way of learning about the organization. The practices of past can only be known from discussion with individuals. The history and previous practices of a company says a lot about what they will do in future.

Interviews of different individuals gave vast information. Because every individual have different opinions. These interviews helped me a lot preparing the report.

For the secondary data, I used operation manuals l used the GREY Credentials book, where all the best works of GREY are listed in a decent manner.

Their official website contains some valuable information like the clients, the background, culture and other things.

The journals and articles published helped me find the studies done on agency and the practices of agencies in recent years. The journals are a great source of information in preparing reports.

Organization ethics were followed strictly while collecting the data. Before interviews of participants permission was taken. Participants’ consent about using the information from their interviews was also taken beforehand.


Chapter Five
Research Findings and Analysis

























[bookmark: _TOC_250019][bookmark: _Toc515573908][bookmark: _Toc515574622][bookmark: _Toc523157768]Research findings and analysis

The creativity of GREY in Print and TV media has been undisputed. The astute, smart creative professionals work for selling quality work with less priority to quantity of work has been a trend of GREY across the globe. Though they have lots of quality and experience, here are some reasons some clients terminate their contract.
· Less effort to retain a client that is terminating the contract
· Strong ATL and BTL communication but weak on media and digital marketing
· Little involvement with the clients business
· Charging
· Department to department internal conflict is seen to some extent
· It is very hard to satisfy the clients. They keep giving feedbacks until they get a job done exactly as their needs
· Success rate of campaigns cannot be measured directly. It depends on client’s business performance
· Higher contract cost than some other agencies
· Bottleneck because of not having equally strong departments


Every new employee should be given a snapshot of the type of works previously done with a specific client. New employees require time to understand their clients. But GREY does not properly guide the new employees about their clients. Thus it takes time for new employees to know exactly what type of work the client desires.


It is very important for the agency to be more involved with the client company. Without involving, it is hard to suggest a good marketing plan for the clients. Thus clients do not get the best outputs even though the agency has talented people.



[bookmark: _Toc515573909][bookmark: _Toc515574623][bookmark: _Toc523157769]Explanations:

GABL does not put much effort to build up relationship with their clients. Although they try to improve the organization by working on the feedbacks when a client terminates its contract. GABL is one of the market leaders in their respective sector. So they want clients to approach them instead of going to the clients. A lot of clients approach GABL to work for them. But they select the clients based on their selection criteria. The top level management takes the decision whether they will work for a specific client. The cost of being a retainer also varies upon companies to companies which depends on the amount of works. Sometimes clients terminate the contract because of higher cost than the competitors. Most of the time the reason behind termination is that GABL does not have a strong digital marketing team.
And most of the companies now-a-days emphasize the digital marketing sector. Clients want to work with companies that can give all solutions to their marketing. Thus, GABL not having a strong digital team often loses the clients. Although GREY Bangladesh Advertising Ltd. is now trying to expand their digital team.

[bookmark: _Toc515573910][bookmark: _Toc515574624][bookmark: _Toc523157770]Recommendations:

During my tenure there were a lot of areas where I found GABL could do some works. These could change the whole organization into a better learning and development place for all the employees.

· Provide orientation to new employees
· Focus more on involvement with clients
· Need to own in-house production house for reducing cost
· Need to redefine and understand the client relationship
· Development of new employees and management skills
· Senior management commitment
· Obtain employee commitment
· New strategy should be well-explained to employees



Chapter Six
Discussion and Summary of Findings
























[bookmark: _TOC_250018][bookmark: _Toc515573911][bookmark: _Toc515574625][bookmark: _Toc523157771]Agency-Client Relationship

Agencies must possess certain attributes and capabilities, and undertake certain activities to be selected and to maintain a good working relationship. There are numerous studies about these factors in general. Some of the studies are given below.
In an article by Cagley and Roberts (1984), the authors found that the “people factor” was an important criterion in the selection process, with the main attributes chosen being personnel quality, mutual agreement and involvement in business, reputation for integrity and interpersonal compatibility. As advertising agencies are providing a service, services depend much on the people who are providing it. (Parasuraman and Zeithaml 1983), Cagley (1986) confirmed this quite logical finding, comparing the attitudes of advertising agency executives and clients. In another important study, Wackman, Salmon and Salmon (1986) identified four sets of factors that can influence the success of the agency–client relationship.

1. Work Product: the advertising and advertising plans;
2. Work Patterns: the daily aspects of how the agency and client work together;
3. Organizational Factors: including company policy, structure, and politics, and the qualification/experience of personnel involved.
4. Relationship Factors: the “chemistry” of the relationship, which includes the level of trust, respects, rapport, and comfort between agency and client personnel.
[bookmark: _TOC_250017][bookmark: _Toc515573912][bookmark: _Toc515574626][bookmark: _Toc523157772]Agency-Client Life Cycle

The agency-client life cycle theoretical basis had its academic roots in the 1960s (Twedt, 1964; Booz, Allen and Hamilton, Inc., 1965; Ryan and Colley, 1967; Pollay and Swinth, 1969) and has developed since then. During 1980s, 1990s and 2000s the literature continued developing.
…. to define the agency-client relationship, to compare client perceptions to agency perceptions….to identify factors that lead to agency selection or to a good agency-client relationship….[and] to identify specific reasons for agency-client splits. (Henke, 1995, p.24).
Wackman et al. (1986) presented the client-agency life cycle with four stages which included phases like pre-relationship; development; maintenance; and termination. However, in their discussion part of the literature they did not find any differentiation between the ‘developments’
And ‘maintenance’ terms. So they combined these two terms together to finalize into three stages of client-agency life cycle. These stages are described as the followings:
1. ‘Agency Evaluation’ identifies those attributes which are valued by clients when selecting an agency, and the activities agencies use to attract selection.
2. ‘Relationship development and maintenance’ involves the factors which may cause satisfaction or dissatisfaction in clients on how the agency takes care of the relationship and its business.
3. ‘Agency Review’ describes the factors causing the dissatisfaction in clients that causes them to terminate relationship and look for other agencies.

When clients are happy with their current agency that may be a case of Agency evaluation
> Relationship development and maintenance> Agency review
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Figure 4: Steps when client is satisfied with agency





When clients are happy with their current agency that may be a case of Agency evaluation > Relationship development and maintenance> Agency termination
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Figure 4: Steps when client is dissatisfied with agency





From these discussions it can be concluded that the Agency-Client Life Cycle is literature from the perspective of clients. There should be further research made on how agencies will react to each step. So, following I have made a flow chart that will try to cover the client-agency lifecycle from both perspectives.
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[bookmark: _TOC_250016][bookmark: _Toc515573913][bookmark: _Toc515574627][bookmark: _Toc523157773]Overview of an agency

An advertising agency creates plans and manages all aspects of client’s advertising. Ad agencies can specialize in specific areas, such as interactive advertising, or they can be full- service agency that creates advertising materials like brochures, catalogues, direct mail, print ads, radio and TV commercials, sales letter etc.

Most agencies are their own independent company that handles many types of clients and their different advertising needs. Some agencies are in-house agencies, meaning that the only client they have is the company that is the owner of the agency.

Typical employees found at an ad agency include the agency CEO, creative director, account executives, copywriters, graphics designers and media directors. Some agencies also work with freelance copywriters and/or freelance graphic designers who usually do not work on-site.

The glamour, the unlimited expense accounts, and the exhilarating lifestyle – all these popular portraits of life in the big-time advertising agency are misleading. Advertising is demanding, challenging, hard work. It is also interesting and fulfilling. Advertising requires a mix of personal abilities, considerable business skills and an ability to work under pressure to meet deadlines. Compared to larger industries, there are never many entry-level positions open in advertising agencies (dozens rather hundreds). And competition is stiff. The industry, however, is constantly on the lookout for skilled, bright, articulate, creative and personable men and women with a well-rounded education and a good business sense.

An advertising agency or ad agency is a service business dedicated to creating, planning and handling advertising (and sometimes other forms of promotion) for their clients. An ad agency is independent from the client and provides an outside point of view to the effort of selling the client’s products or services. An agency can also handle overall marketing and branding strategies and sales promotions for its clients. Typical ad agency clients include business and corporations, non-profit organizations and government agencies. Agencies may be hired to produce single ads or, more commonly, ongoing series of related ads, called an advertising campaign.


[bookmark: _TOC_250015][bookmark: _Toc515573914]
[bookmark: _Toc515574628][bookmark: _Toc523157774]Services offered by advertising agencies

The American Association of Advertising Agencies defines an advertising agency as an independent organization of creative people and business people who specialize in developing and preparing marketing and advertising plans, advertisements and other promotional tools. The agency also purchases advertising space and time in various media on behalf of different advertisers (its clients), in order to find customers for their goods and services. This definition encompasses the essence of what advertising agencies do. First, they are independent- the agency isn’t owned by the client, the media, or other supplies- so it can bring am outside objective viewpoint to the client’s business. Second, the agency employs a combination of business and creative people. These include accountants, marketing executives, researchers, media analysts, writers and artists. These professionals have hands-on experience daily in creating ads, shooting commercials and finding the best production suppliers. Third, the ad agency has negotiating power via planning and purchasing the right media that reaches the right customer in the right place at the right time. Here, ad agencies can save clients time and money. Finally, because of their range of opportunities. These situations can add value to clients. Ad agencies come in a variety of forms and can typically be structured by their geographic scope, range of services they offer and the type of business they handle. Overall, however, successful and competent ad agencies should be able to help clients:

-Analyze business products and services

-Evaluate various markets for client business, including distribution channels

-Evaluate client’s competitive position and offer strategic options

-Evaluate media alternatives and offer rational recommendations

-Develop an integrated communications plan and implement it with consistency

-Save clients in the implementation of sales contests, publicity, grand openings and other promotional activities

[bookmark: _TOC_250014]
[bookmark: _Toc515573915][bookmark: _Toc515574629][bookmark: _Toc523157775]Advertising process:

The basic process through which advertising is done actually is as follows:

Planning includes determining ad strategy, plan and budget. And figuring out what an agency will do itself or who you will hire to help.

Media planning should be done before agency starts creating ads in conjunction with the ad planning since buying ad space (where the ads will run or be placed) will be a significant portion of its ad budget. An ad agency needs to invest enough to reach enough of your target audience enough times so that their messages will be seen. The rule of thumb is agency needs to reach 70% or more of target audience at least three times in a month with specific ad message for it to have any effect.

Creation of the ad varies depending on whether agency does this itself or hire freelancers or another agency, as well as the type of advertising they are creating. One will want to leave time to write a rough draft and then time for the design, Additional time is needed to finalize the copy and design. One may want to incorporate time for testing and revising the ads.

Ad testing is done by most large companies and major advertisers. Most of the techniques can be used by small businesses to help determine which ads will be most effective and to improve the ads before they are run.

Producing the ad involves meeting each media seller’s specifications. If you’ve hired an agency or freelancer to create the ads, they’ll manage the ad production process. You just need to monitor the budget and make your approvals quickly to avoid late and rush charges for production. Trafficking the ad is the term the ad industry uses for sending the ads out to the media outlets. The timing for this varies based on what type of media you are buying. For TV, ads need to be pre-approved by stations before they are aired. Magazine ads have a very long lead time.
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This can be done real-time for search and online ads. For other types of advertising, it’s best to pre-test the ads to make sure they will work. Next evaluate the success of the media plan and media weight (amount of money invested) to learn what worked and what didn’t. The learning is then applied to the next ad campaign.

[bookmark: _Toc515573917][bookmark: _Toc515574631][bookmark: _Toc523157777]Advertising in Asia:

This is an incredible time, a dynamic period in Asian marketing. From automobile and telecommunication companies, to banks, spirits and consumer goods companies, marketers are beginning to tap into the Asian market with great success. Advertising is also playing a significant role for this success. There are many advertising companies, which are successful in this area. Advertising agencies are moving rapidly into the region. Many agencies are even establishing wholly-owned offices. For instance, Foote, Cone and Bedling have created a stronger network by putting up its own wholly-owned offices where government regulations allow it. The company works for Nestle in SA in some Asian countries and is vying for the Southeast Asian business of US steakhouse chain Sizzler Restaurant International Inc.

India is a success name in Advertising world. Most major international advertising firms have chosen local Indian partners for their work in the market. Mumbai (formerly Bombay) remains the center of the advertising business in India.

English-language advertising in India is among the most creative in the world. TV advertising (especially in Hindi language) has made major headway in the past 10 years, especially with the advent of satellite TV.
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GREY Advertising Bangladesh Limited is the first joint venture international full service advertising agency to set up in Bangladesh, GABL is today the largest standalone agency in Bangladesh with billings of USD 90 million in 2017. GABL is a market leader with a dynamic team of young and talented professionals and has won the Agency of the year award many times. In 2016, Grey also won the most prestigious award Gold Lion in Cannes Lions International Festival of creativity held in France. Also grey has successfully carried out the Digital World event for the last 2 years.

Grey Advertising Bangladesh Limited is also known as Grey Dhaka. According to the AD age (An international advertising magazine), Grey is one of the largest ad agencies in Bangladesh in term of annual revenue.
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Grey Advertising Bangladesh Ltd. offers a huge range of services regarding branding and promotion, basically including 360 degree campaign, event and activation management. To be specific major service areas of GABL are given below-

· Concept development
· Print ad
· Press ad
· Outdoor ad(billboard, bus branding, store branding)
· Broadcasting ads (tvc, rdc)
· Publication design (brochure, annual report)
· Event management
· Media planning and execution
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There are basically six departments in GREY. The mission of these departments is to produce quality advertisements for their clients. As a result, the advertisements drive sales, create an increased awareness and the firm’s profit goes up.
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The basic function of the client servicing department is to maintain relationship with the clients and prospects. They communicate the thought of both the parties between two parties. They are one of the most important parts of Grey because they are the persons who find out the things the customer desires and meeting their demands properly is one of the most useful ways to keep the customers happy, which also results in clients building trust in us. This department is the blood circulation of the whole organization and it co-ordinates within the functions of the various departments in the agency.

This department of GREY is also important for research purpose. This gives some important information to the GREY authority, like

1. Effectiveness of the campaign
2. Market power of the subject product
3. Customer reaction about the product or the ad campaign
4. Finding out the reasons that makes a product fails to have more sales or gain more sales
5. Market background of the product

This information helps GREY authority to take decisions like


· Whether GREY should work for a client or not
· What type of promotional campaign is needed to help develop the market condition
· What was the success of the campaign?
· What change is needed in the campaign?
· What changes are expected by the buyers in the product? etc

It is the job of the people within the account services department to keep the work flowing into the agency, by establishing good relationships with clients and constantly keeping the temperature of the work being done. When a client relationship starts to go sour, for whatever reason, the members of the client servicing department will know it before anyone else. It is their job to be proactive and maintain a good working relationship, because it affects the future business prospect and goodwill. Exceptional business skills and salesmanship along with creativity is needed to work in this department. In GABL, account servicing department has about 30 employees.
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Now a day number of full service agency is getting lower and lower every day. GREY is one of the few full service agencies in Bangladesh. That’s why they have to select the media they are going to use for publishing or for broadcasting any certain advertisement. The media department of GREY finds out the most profitable way to air the advertisement from the combination of coverage, cost and product type. The media department also finds out the programs that a client can sponsor. Media timing is also one of the important functions of the media department.

The media selection method is a little bit hard-hitting here in Bangladesh. In case of TV broadcasting media, the important factors considered by the GREY are:

a. Coverage of the network
b. Type of product
c. Cost
d. TRP (Television rating point) rating

In case of Print Media selection, the important factors are

a. Type of the newspaper or magazine
b. Circulation
c. Cost

GABL’s media department has only 5 members who work hard to give a good media coverage of the client’s business. The department is led by chief media manager.
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This is the engine of the organization because it is them who make GREY popular and effective to the clients. They perform certain acts. Some of them are given below.

a. Developing theme for a TV commercial
b. Developing headlines, sub-headlines and body messages for an advertisement to be printed on papers
c. Designing the look of the artists in a commercial
d. Visualizing the idea
e. Preparing jingles
f. Finalizing the outputs etc.
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The finance department of GREY functions like finance department from any other business organization. There are 6 members in this department.
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This department helps to find out the best people, who can suit with this organization. This department also motivates the employees in various ways.

a. Recruiting new employees are their concern
b. Making sure proper training and development of the interns
c. Compensation, employee benefit, leave and service rules program
d. Placement and performance appraisal of employees
e. Preparing related reports
f. Reporting to the Executive Committee/Board on related matters
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In general, GABL has flourished as a leading advertising company. Since beginning operations in 1997, within a 25-person Gulshan office, the agency now employees over 100 committed workers.

As illustrated in the graph below, GREY Advertising revenues increased from approximately Tk. 0.8 billion to Tk. 0.9 billion from 2013 to 2014. In 2015 GREY experienced another fall of Tk. 0.1 billion in revenue. After 2015, revenue increased slightly above the 2016 total to surpass Tk. 0.1 billion in 2017
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The communication process between the client and the ad agency is quit delicate and the following section presents this delicate process of communication.
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At first the client communicates and fixes a meeting with the GREY officials and they express their problem and the type of remedy (if they have any). This can be also termed as a brief. In the long years of doing business the common problems GREY face when managing the clients are

· Sales getting low
· Arrival of new competitor
· Launch of new brand
· Market rumor
· Deadline management

The agency needs to understand the client’s business and have a good knowledge of the dynamics of the market in which the client operates. Equally, the agency should also be aware of the motivations and decision-making processes of end consumers. A new product or service, new situation or changing market conditions may provide the starting point for a new role to be performed by advertising, direct marketing, personal selling, sales promotion, event sponsorship or internet marketing.
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There are certain conditions that are prerequisite that GREY will be working for the organization. Some of them are-

1. If the product line is not conflicting to the liens already handled by GREY
2. Good quality of the product
3. Availability of funds for researching
4. Market position of the product has to be possible to be developed
5. Creative and working freedom
6. Trust and partnering
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Acquiring new clients can happen in two ways. Either the agency approaches the client or the client approaches the agency.

GREY does not approach for client hunting because they have a good reputation, also a lot of clients approach them. They only time they approach is when they want to get contract for big events.
The process of agreeing to work for a client is given below.











Client Contacts with GREY and fixes meeting
GREY arranges initial meeting
GREY presents their credentials and shows their budget

Figure 8: Process of new contract
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Final formal meeting
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Chapter Seven
Conclusion and recommendation
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It’s been just 38 years of advertising. In the last decade people have learned to think differently. Our human resource is developing very fast. They are now more learned and skilled. It is for sure that if these people get some academic lessons on advertising then they will surely perform very well in the near future.
This study has helped me know the in-depth of agency activities, opportunities to improve further in engaging customers with brands, future business opportunities in the market. Basically, an advertising agency is involved with the activity of advertising, brand development, branding and designing, retail solutions, database management, PR, specialized event management and solutions. So, I have learned a lot from all these activities and I hope the recommendations will help GREY Advertising Bangladesh Ltd. to enhance its internal activities, inter-departmental close relationship which actually will smooth its way to the top of advertising industry.

From this report I can conclude that GREY has scope to improve their client-agency relationship to an extent. The literatures made on client-agency relationship suggest that each party is acting in its own best interest (Jensen and Meckling, 1976). Agencies do not practice being more proactive and involve with the clients company. Thus the best result of client- agency relationship is not being produced. Both parties do not know how much risk they can take. And taking risk is important in marketing. GREY does not go for risk take type of campaigns. They design their campaigns guided by their heritage. But I believe, often there is a scope for taking risk to an extent. So the organization should practice taking risk more often. If not that, they should seek to clients about how much risk can be taken.
So, agency has to be more of a partner than just an agent that takes the marketing decisions of the clients. From client’s end there should also be involvement in decision taking. If clients can come up with a better idea that would be great too.






[bookmark: _Toc515573933][bookmark: _Toc515574647][bookmark: _Toc523157793]Limitations of the Research:


· Due to lack of access to information about clients not all information could be provided
· The data collected could not be verified fully. The organization usually tries maintain confidentiality when it comes to their information
· Some information were collected from interviews of individuals which could not be backed up by any sources
· Only qualitative data were collected from clients but no quantitative data were collected
· Human Resources department could not provide us with the exact number and list of clients

[bookmark: _TOC_250001][bookmark: _Toc515573934][bookmark: _Toc515574648][bookmark: _Toc523157794]Recommendations for future research:

There has not been enough research in the agency field. Mainly because the early theories of agencies were founded in economics and finance for which researchers did not have access. And with the revolution of internet and digital marketing, agencies and their activities have changed a lot. The report that I have prepared describes the contemporary activities of GREY Advertising Bangladesh ltd. agency. This report studies the activities of client service department only. But some related studies should be done to better shape the literature. Following are some areas that I think future researchers should work on
· Digital Marketing
· Media
· Risk taking in agency
· Intra-organizational practices
· Retention of clients
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