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advertising campaign created by Bournemouth-based Thinking Juice

While Anderson is convinced that many companies
in the South West are prospering despite the economic
adversity, she is also ideally situated to see what is
happening with the printed media in the region.

“Unfortunately there is concern and uncertainty in the
region about ‘our’ media. It's really important to have
strong TV, radio and newspaper businesses operating
across Bristol and the South West. It's no secret that
ITV news is under threat and that newspapers the
Bristol Evening Post and Western Daily Press are facing
challenging times,” explains Anderson.

IMPRESSIVE

In terms of design, Open - based in Bristol's creative
quarter The Paintworks, alongside E3 and digital design
company Beef — is an agency able to demonstrate just
how impressive the area's design credentials are.

In the last few months, Open has delivered print and
interactive communcations for bike retailer Specialized's
new flagship Concept Store in the city. It has also
developed an online strategy for SITA Waste Management
& Recycling Services while creating its website. Open was
also responsible for delivering the ReTHINK. education
website alongside regional sites for SITA Cornwall and
SITA Isle of Man and undertook the delivery of branding
and integrated communications across global sport
sponsorships for SAR, across Formula One, Tennis, Golf
and Euro 2008.

Al Kennedy, managing director of Open, only moved
the agency into the city two years ago and has clearly
been won over by the creativity in the area.

“Clients are looking for integrity, more transparency
and the ability to develop longer business relationships. |

truly believe the South West has the perfect combination
of dynamic collaborative agencies, positive attitude and

collective confidence across all disciplines to deliver," .

says Kennedy.

“This confidence coming from the creative sector will
have a positive influence on the purchasing decisions
made by larger corporate clients. This, mixed with the
energy that already exists through the arts and music
scene, can only drive more growth alongside the cultural
tourism and lifestyle businesses that already exist here.”

Last Year, The Paintworks was also the venue for The
West of England Design Forum’s first ever members
exhibition of work, highlighting work done by more than
40 of the West's most creative agencies across many
mediums — attracting over 600 people.

Elsewhere, Taunton-based Impact Design & Marketing
helped the John Smith's Tadcaster Brewery mark its
250th anniversary by creating the brand ‘Finest Hour', a
limited edition fine ale specially brewed to commemorate
90 glorious years of the RAF.

Sticking to the aviation theme, Dirty Design, celebrating
its fifth anniversary last year, undertook a large scale
task in creating communications materials for Bristol
International Airport, while also creating an illustrated
recruitment campaign for the client.

Meanwhile, Duttons Design completed its MBO
last year by MD Felicity Kelly — who previously ran two
agencies in London before moving to the south west.
With speculation growing that clients may lock outside
London in order fo save on their budgets with lower
prices, but the same quality of work, Kelly believes that
the area is in an ideal location to benefit: “There's definitely
a better sense of perspective. We seem to get through

benefit by sharing alternative approaches.”

Bristol Media is funded by SWRDA (South West
Regional Development Agency) and' aims to grow
the South West economy by encouraging risk-taking,
developing local confidence and collaboration and
raising Bristol's international profile as a creative hub.

Chris Garcia, head of clusters at the SWRDA,
comments: ‘In the South West we are rightly proud of
the thriving hub of cutting edge talent and technology
in our creative businesses, as well as the world-class
infrastructure embodied in organisations such as
Bristol Media that encourages business success.

‘The Scuth West RDA has invested over £7miin the
creative industries sector in the last 24 months. These
networks will play a crucial role in helping businesses:
meet the challenges of the current recession.”

Responding to the Recession

Creating a network is a great way to respoend to the
recession by faclitating new initiatives and developing
ideas and projects to help see its members through
the worst. Late last year Bristol Media hosted a
‘recession roundtable’ for the digital marketing sector,
which saw 15 leading digital and marketing agency
MDs collabarate to discuss and share ideas abaout
overcoming tough economic times.

Sam Heamn, of Bristol-based digital, design and
production house Omni Productions, comments:
"What we are starting tofind, by being part of a netwark,
is that barriers are breaking down and bridges are
being formed amongst the creative agencles. Support
is easier to find and a strong creative community
actually starts to generate more interest in the region in
general and, in turn, mare clients lock to commission
work outside of London.”

Retaining skills

Retention of skiled staff is top of the agenda and
Bristol Media now organises ‘working groups' to
discuss new ideas and initiatives to overcome major
business challenges, such as redundancy:.

Bennett explains: “One of our main aims as a
network is to attract the most exciting and experienced
creative talent to the region, but we also want to retain
and support this talent for the future. We've worked so
hard to get great staff ta the region and we don't want
to risk lesing them now.

“We came up with a scheme to help retain staff,
whereby an agency can temporarly ‘lend’ their
employee to another agency for projects, rather than
losing them completely. It will allew agencies to share
skills and retain staff. As a network, a region and an
incustry, it's up to us to be creative and think of the
salutions so that when things impreve, cur members
recover faster, giving them a competitive edge.”

Column compiled by Bristol Media

www.dirtydesign.co.uk
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Dirty Designs work with Bristol International Airport; Bristol Media’s 0117 publication, to promote the area’s creative skill set; and McCann Erickson Bristol's work for The Mall
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Those who work in the South West claim it to be the
place where creatives grow best. But behind this heady
poast, what has really been happening at the regions
agencies and studios in recent months? And is It really

the place where creatives grow best?

pparently a quarter of the world's output of

‘ \ environmental wildlife media and films for television

is produced from the South West region — a fact,
perhaps, that few know.

Another lesser-known fact is that the South West's
media and creative marketing industry continues to grow
at an exponential rate, as support for the sector gathers
maomentum.

One thing that is, however, very apparent — even to
the untrained eye — is that the media scene in the South
West, and Bristol in particular, is fighting fit with a busy

creative industry that is more than capable of holding its
own against its rivals operating along the M4 in London.

Despite this, those operating in the sector identified
two significant barriers to growth: it is hard to recruit
senior staff and attract them to the area; and they were
frustrated with the lack of city marketing. So, they decided
to do something about it.

Bristol boasts the greatest concentration of creative and
media businesses in the South West and this year the city
launched its own Media directory, 0117, through Bristol
Media. Fully backed by the City Council, the directory

THE REGION'S LEADING IDEAS BUSINESS.

ADVERTISING AGENCY OF THE YEAR, SOUTH WEST

THINKINGJUICE.CO.UK

was launched to support and promote the companies
operating out of the city to the rest of the world.

Of the companies based in Bristal, there are many
who are already making waves. The city has several
large to medium-sized companies and can also boast
being home to regional offices of the BBC, Endemol and
McCann Erickson - headed up by MD Fraser Bradshaw
— alongside other large scale agencies such as digital
agency E3 Media and Bray Leino. Bristol even has a multi
QOscar winning company in Aardman Animations — few
other UK cities are able to claim that.

thinkingjuice®




for both AXA Direct and Bob Martin Petcare. With 45
employees, the agency is one of the city's largest.

CONTROVERSY

However, Devon headquartered Bray Leino, is the South
West's biggest agency — adding further to its team when
it acquired local rival, Rhythmm, in March of last year.
The deal saw Steve Hall, Rhythmm's managing director
and creative director, become group executive creative
director of Bray Leino while also taking on its 25 staff.
The 30 year old Devon giant is the only top 20 UK agency
that isn’t based in London, with some 350 colleagues, a
£50m turnover and offices throughout the UK.

Bray Leino, however, also made headlines when its
advert for Sugar Puffs caused controversy with claims
by comedy duo The Mighty Beosh that it had copied
their musical style ‘The Crimp'. Honey Monster wasn't
pleased by all accounts.

Another of the major events to take place in Bristol was
the sale of digital creative agency Mason Zimbler to The
Hart-Hanks Group earlier in 2008 which prompted the
departure of its CEQ Mark Mason just before the end
of the year. Mason had steered the agency since co-
founding it in 1997.

Digital is an ever-expanding part of the creative world,
and itis no less important to the South West, with Bristol's
E3 launching six projects in November of last year alone,
included an online campaign for AXA Insurance's My
Budget Day, a new e-commerce site for Base London,

UK driving school BSM to overhaul and enhance its web
presence along with business from sustainable transport
charity Sustrans to design and develop a site called Bike
Belles, which will launch alongside a new campaign for
the company in March.

PR is also locking strong in the region with many firms
operating in the area, including Cheltenham-based Factor
3, Glouchester's Clear Communications, Absolute PR in
Exeter, Swindon-based Vox PR and PR Dogs in Devon.

CIPR chairman Tom Bowden-Green says that while
Bristol has a raft of successful agencies, such as Trimedia
and Dangling Carrot PR, other surrounding areas are
showing signs of PR greainess too.

“The winner of the CIPR's Qutstanding Young
Communicator, Shelley Fletcher this year came from a
small agency in Cornwall, which demonstrates that we
have a depth of talent across the region. To buid on
this we're really keen to blaze a trail in providing ways of
developing skills and sharing knowledge.”

He continues: “We've just kicked-off a mentoring
scheme to link undergraduates and PR practitioners,
launched an in-house group and begun a forum for
senior practitioners — a model that is being replicated
around the county.”

Corixa is one of the West's best established PR firms,
headed up by Lis Anderson who is also chair of the CIPR
in the West of England. Her agency has just launched a
new division for clients targeting retail consumers over
the age of 55, named Corixa Plus.

members through the warst of it.

Bennett continues: "It can be uncomfortable to
share information with competitors, but we need to
tackle this as a sector. Collaboration and creativity will
help us develop new initiatives and projects that will
benefit the wider region and industry, as opposed to
individual businesses feeling the pressure.”

Andy Parkhouse, director of media company Team
Rubber - a Bristol Media member — adds: “Networking
initiatives help build trust between agency heads, we
can discuss industry or economic trends and our
strategy to deal with them. Through being part of
Bristal Media I've met a lot of people who are tackling
similar creative and business challenges and we all

Continued on page 32




