Katie Stafford

Arnold Communications

Arnold Communications is a regional advertising agency striving to gain national status by becoming a self-sufficient agency capable of handling large national accounts.  In order to acquire these prestigious accounts, Arnold Communications enacted the Brand Essence, an “agency philosophy”, to capture and achieve the goals of its perspective clients as well as to create consistent advertising. 

Issues

1. Originality.  Coming up with a creative process that sets their agency apart from other national competitive firms.

2. National recognition.  Enabling the company to be considered on a national level and expanding from their regional successes.

3. Misinterpretation.  Choosing a video format over written briefs for the presentation to perspective clients.

Implications

1. In order to compete with the portfolios of previously established agencies, Arnold Communications was forced to work even harder to set themselves apart, thus the Brand Essence process was conceived.  As with any attempt to be unique come the risks of being ignored or questioned.  Straying from the norm is often perceived as dangerous and unfamiliar.  However, without the Brand Essence process, their company would remain unoriginal with a high risk of being overlooked by large companies in need of an advertising agency.

2. The choice to use a video format avoided the misinterpretation often associated with a written presentation.  Yet, by using a video presentation without being fully aware of creative restrictions such as copyright laws, the client is often misled into believing that the Brand Essence video is the core of their advertisement.

Recommendations

Research the creative restrictions before including questionable material into the Brand Essence video.  This way there will not be a discrepancy between the expectations of client and the reality of the advertisement.  Such discrepancies surfaced during Arnold’s campaign for The Hartford insurance account.  The Brand Essence video featured material that, due to copyright laws, could not be in the actual advertisement, causing disappointment in the final product.

Another recommendation is to include the creative team throughout the entire Brand Essence process.  This way the advertisement will branch out from the original idea used to win the client.  Again, with The Hartford account, the creative director was not shown the Brand Essence video, and therefore could not produce an advertisement that would fulfill the expectations of the client.
