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THE AGENCY

BLUEPRINT

WHAT CLIENTS REALLY WANT

AND WHERE AGENCIES ARE MISSING THE MARK S T




What do clients

REALLY want from
agencies?
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So..what did
they tell us?




First and foremost...

only 14% say their agencies
FULLY meet their needs

40% say they LARGELY meet their needs

25% say their agencies meet their needs
In some areas - but not others

14% say they only PARTLY
meet their needs J



..butlet’s be real. Agency management is

hot the only issue they’re facing
Clients told us many of their biggest challenges currently are INTERNAL.

60% 0%

internal challenges

Q
at are your three biggest challenges at the moment in your role? (Base: 52 respondents) (>Q mUStq rd



They're faced with growing expectations and
limited resources.

Internal challenges mentioned by professional services decision-makers
often revolve around time, people [/ resource and budgets.

Budget Accountability
constraints Time resource
Burnout Restructuring
High workload
Retaining staff

Demonstrate Internal
ROI Small teams bureaucracy




This means agencies heed to work
harder for clients to ensure that
every penny is making them more
effective and returning value.




Finding the right agency
partner is also proving difficulit.

And 37% say itis a big or mGSSive issue.



The agency world
has nhever had
more CAPABILITY.

MORE specialists, MORE technology,
MORE ways to create value.




What do clients ACTUALLY
WANT from their agencies?

And where are agencies going

WRONG?




Ultimately clients want

to feel confidentin
their agencies.

So, what can agencies do
to BUILD client confidence?




RELIABLE DELIVERY is the
foundation.

o selected reliable delivery as
what they value MOST from
© agencies



Though there’s much
more to building client
confidence...




What B2B clients value most from agencies

Reliable delivery

provides the Reliable delivery I 37
foundation, while Attention to detail & accurccy G 3
strong partnerships, Proactive leadership  IEEEGEG—
com merciql insig ht Trusted partnership & collaboration G 3 37
and effective Competitive fees & value for money  EEG— o
|eadership determine Clear ROI & demonstrable impact I 3|
the true value clients ndustry-leading talent  EEGEG— 79,
experience from the Creative ideas & innovation  IEEEEEEEG )5,

® ®
I © 3%
relatlonshlp. rasttumaredne e
Big-picture strategic vision G 15

A4What do you value most in an agency? Ranked by top three (Base: 52 B2B decision makers)



But look at the long
list. There is a LOT
that is important.

IT'S ALL IMPORTANT!

Clients expect a lot.
And agencies deliver
a lot of value.

What B2B clients value most from agencies

Reliable delivery

Attention to detail & accuracy
Proactive leadership

Trusted partnership & collaboration
Competitive fees & value for money
Clear ROl & demonstrable impact
Industry-leading talent

Creative ideas & innovation

Fast turnaround

Big-picture strategic vision

I 3/ %
I 5%
I 33%
I 33%
KKV
I 31%
I, O /%
I 05
I O 3 %
I 157

A4What do you value most in an agency? Ranked by top three (Base: 52 B2B decision makers)



Partnership is particularly important in Comms
and Marketing. For Creative - it's fast turnaround!

What clients value most from agencies

By area of responsibility

Big-picture strategic vision

Reliable delivery Fast turnaround

Creative ideas &
inNnovation

Attention to detail &
accuracy

Competitive fees & value

Industry-leading talent
for money

Trusted partnership & Clear ROI & demonstrable
collaboration Impact

Proactive leadership

Comms + Marketing Digital + Experience* Creative*  m Strategy

Q

A4.What do you value most in an agency? Ranked by top three by area of responsibility (>Q mUStCl rd

(Base: 52 respondents; 37 Comms + Marketing, 27* Digital + Experience, 21* Creative, 34 Strategy; some respondents have responsibility for multiple areas)*Caution: low base size
P 9 9 e )% P P P



But how can
agencies get their
foot in the door to

start with?

What messages are
going to land best?




Clients don’t like empty promises.
They want PROOF!

When we tested some of the statements agencies commonly use to
describe themselves, one rose clearly above the rest.

BUT WHAT ELSE DO THEY WANT TO HEAR FROM AGENCIES?



Other statements
had appeadl,
particularly those
around being:

V' Strategic
v/ Creative
v A good fit
v Specialists

CLAIMS LEADERBOARD

Here are the results we get for our clients

We're strategic
We're creative

We're an extension of your team

We're specialists in...
Our people are our difference

We've got scale (or) We're global

We're full service

We've got tech [ Al expertise
Our process is...

We're multi award winning
We have the accreditations

A5Which of the following commmon agency statements matter MOST to you as a client? (Base: 52 B2B decision makers)

40%
29%
25%
23%
23%
19%
19%
15%
15%
13%
6%
4%



EVIDENCE is key. But what persuades clients NEXT
depends on their role [ audience...

What claims matter most to clients

We've got tech / Al expertise

Here are the results we get for our clients We're multi award winning
B2B
— SpQ(EICIlISt seCtor We're specialists in.. We have the accreditations
expertise & strategy
Mixed B2B/B2C _ _
. Strqtegy & We're strategic Our people are our difference
team alignment [ expertise
Bzc We're an extension of your team We've got scale (or) We're global
— creativity & scale

We're creative We're full service

Our process is..

More B2B Mix of B2B and B2C More B2C

A5.Which of the following common agency statements matter MOST to you as a client? (Bose: 52 respondents; 29* More B2B, 14* Mix of B2B and B2C, 7* More BQC) *Caution: low base size



Take note

Yom: accreditations matter LESS numbers
to clients. o oo
statistics
Focus your effort on evidence
building evidence of the
RESULTS you get for your N
clients and the tangible B

DIFFERENCE your agency
has made for them.

CONFIDENCE



Fresh thinking Is
VALUED.

Clients value agencies that

Value of
agencies

) ) thinking beyond
are proactive and bring the day-to-day

their own perspective.

Show up with ideas and
keep them comlng' M It's iInvaluable M It's nice to have

M It's not really needed M It's a distraction

B Don't know

Q
AB. How valuable is it when your agency thinks beyond the day-to-day and proactively shares fresh, challenging and innovative ideas to you?? (Base: 52 respondents) QQ mUSta rd



This was reflected
inwhat B2B
decision-makers
told us they would
want from their
dreamagency.

“Thinking outside of the box.
Bringing fresh and attention-
grabbing ideas to the table.”

“They take the time to research

your company and pitch you
something you didn't even know

you heeded...”

“Outside the box thinking,
proactive, creative.”



And what
about people?

Are they stillimportant..?




PEOPLE still make the
DIFFERENCE

Clients want to know that the people
working on their business
understand the challenge, can
havigate its complexity and have the
expertise to apply their experience.




Yes, clients can be quite demanding. Skills, attitude
and experience are hon-negotiables for many.

How important are the following team attributes?

A team with the right skills 713% 27%
A team with the right attitude 69% 29%
A team with sector experience 58% 40%
A team with commercial acumen 54% 40%
A team with experience of similar briefs / challenges as ours 44% 54%

A team with low staff turnover 31% 52%

Essential Of some importance Not important Don't know

A7To what extent does an agency’s team impact on how you feel about them as a client? (Base: 52 B2B decision makers) Q

Y mustard



For agencies, this means going beyond
simply presenting credentials.

Agencies heed to introduce the people who wiill
actually do the work, demonstrate why they are
relevant to the client’s needs and articulate the

specific contribution they will make.

The team is an integral part of the agency’s
value proposition. But ultimately, the strongest

proposition is the confidence that team inspires.

Y mustard



It's 2026.

Did you really think
we weren’t going
to mention AI??




We know that Al is
changing the

agency landscape.




Unsurprisingly,
we found that
professional
services

Efficiency

Effectiveness

organisations are Experiences
Clll‘eqdy USing it 37% Creativity
widely for

37% Knowledge

improving...



And almost1in 3 say
their business has
built its own bespoke

Al solutions.




But how do clients
feel about
agencies using Al?




Whilst clients feel generally positive about Al,
they are more cautious when agencies use It.

0 6%
Don't know 6% |

23%

| feel very positive F I'
o eeilings o
| feel quite positive - g M Feel ! ngs
about their about their
| feel neither positive or negative AGENCY'S
OWN use of Al
- use of Al
| feel quite negative
M | feel very negative 44% 09,
61% positive 73% positive
ﬁggljg\\//vv glg 3;83 gglscg)bl\c])AuLtLi(geUeFl igcé;’E:?Eléﬂjsgrgz?go\;%lﬁggé 52 B2B decision mokers) @ m USta rd



So, by all means use Al
to improve efficiencies
and capability but
remember clients still
need to understand
how that capability
improves the work, the
experience or the
OUTCOME.




But what about

budget?

Do clients have the
money to spend on
agencies going
forward?




Across a range of service areas, we
asked whether they expect their
agency spend will increase, decrease
or stay the same over the next 12
months...




They expect net GROWTH! Experience and digital
show the greatest promise for budget growth.

Expected change in spend over the next 12 months.

Experience @58 39% 48% 10%
Digital }&88 35% 46% 14%
Marketing 12% 42% 37% 10%
Creative B8 50% 37% 6%
Strategy 15% 40% 35% 10%
Comms 14% 48% 27% 12%
Decrease Stay the same Increase Don't know

N mustard

Al4. For each of the following please tell us whether you think your use of agencies in the next 12 months will increase, stay the same or decrease. (Base: 52 B2B decision makers) Q






Reliable delivery.

Proven impact.
Proactive thinking.

The right people.
Purposeful Al.

Clients in professional services sectors still have
budget and have unmet needs. This is how YOUR
agency can strengthen relationships with
existing clients and win new ones!

Getting the basics right consistently.

Putting outcomes and evidence at the heart of new
business and account development.

Creating opportunities to challenge, inspire and add
value beyond the immediate brief.

Skills matter, but so does attitude, commercial
understanding and relevant experience.

Demonstrating the benefit to the client, rather than
simply the technology.



[ fresh thinking ond g

However knowing this, saying this, pPr
ing this in lin€ with client expe

Richard Walker
Director
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Respondent profile

52 business decision-makers across the UK B2B professional services landscape

Responsibility  Age Turnover Sector

71% Comms + Marketing 4% Under 30 13% Under £2m 13% Technology & Information Services
65% Strategy 31% 30-39 17% £2mMm- £5m 12% Marketing, Communications & PR services
52% Digital + Experience 38% 40-49 6% £6m - £10m 10% Legal Services
40% Creative 21% 50-59 21% £1Im - £20m 10% Professional / Chartered Bodly

4% 60+ 13% £2ImM-£50m 8% Financial Advisory & Corporate Finance
Region based 2% PNTS 2% £5ImM-£100m 6% Accounting &Atjlditiﬂg |
8% More than £100m 6% B2B/ Commercial Banking
23% London (& Greater L) 6% HR & People Advisory
:g:f’ %%t?h%?;;%@gbnd 6% Management & Strategy Consulting
° . i 6% Property & Built Environment
10% Yorkshire & Humber Audience focus 4% AssFe)t &yWeoIth Management
8% North-East Englana 38% Entirely B2B 4% Commercial Insurance & Reinsurance

8% South-East England 20% Mainly B2B (with some consumer) 12% Other
8% South-West England 28% Mix of B2B and B2C

4% Scotland 14% Mainly consumer (with some B2B)
2% East Midlands

2% East of England
2% Republic of Ireland
2% Wales

S mustard



Tel:

+44(0)161235 5270

FOR MORE
INFORMATION

=

Email Website

theteam@mustard-research.com www.mustard-research.com

Visit

The Lightwell,
61-63 Brown Street,
Manchester M2 2JG
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