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Welcome to the 101 Knowledge Session
 Please be aware this session is being recorded.
 Time doesn’t permit questions on the day, but if you do have one, please put 

it in the chat box and we will come back to you after the session.
 All attendees will be sent a copy of the slides within 48 hours and we will let 

you know when the recording has been published on our website.
 To find out more about the benefits you have access to through your 

company’s ISBA membership please visit isba.org.uk 
 Please register on our website to view the recording of this session and our 

previous 101 sessions and other content.



Pete Davis
Managing Director
Pete is the former media controller of Nestle and has been an 
ISBA course trainer for over 10 years. Pete’s experience in media 
and marketing is varied and unique. Working across numerous 
clients, agencies and media owners, at the last count he has 
worked on over 800 marketing briefs from the UK Government, 
Tesco, Direct Line and L’Oreal to start up tech businesses like 
Rooster Money. Pete was also instrumental in the setting up of 
ISBA’s networking evenings and Webinar programmes. His main 
focus has always been the advertiser and equipping them to make 
effective decisions in the media landscape.



Josh Tilley
Strategy Director
Josh is brand strategy director at Initials CX and has been there 
over 5 years. Prior to this, he has worked on brand and media 
strategy for brands as diverse as Nestle Health Sciences and 
Fridge Raiders,  Hovis, KFC and CurrysPC World, Beano and 
Finish.

Whilst he enjoys the buzz of seeing his brands on TV and out 
in the real world, he takes even more pleasure from nurturing 
smaller brands and influencing their long-term strategy.



Today…
1. Why do you need a creative agency?

2. What services do creative agencies provide?

3. How does a creative agency work?

4. The role of the creative brief in delivering great work.

5. How inspire and work with your creative agency.

6. Five key take outs.



Initials is a marketing agency 
that specialises in the 

customer’s experience.ௗ



Our expertise spans 
across 4 pillars



For 18 years we’ve been trusted by 
the world’s biggest brands



1. Why do you need a Creative Agency?



First question - Understand your resources?





So, do you need a creative agency?
YES if…..

• Wanting experts to manage your communication

• You are looking for strategic input and direction

• Looking to develop a brand led creative idea and/or wanting to activate a series of campaigns 

• You are running any form of ongoing communications budgets

• Wanting to understand the value of creativity 

• Attempting to maximise your ROI

• Under resourced (people & tools) to keep pace with the ever-changing landscape



2. What services do Creative Agencies provide? 
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Resource Flexibility
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Research, Data & Insight



Case Study 
Guinness
Effectiveness in Black and White

Source:WARC



Source:WARC



Source:WARC
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Strategic Planning & 
Consulting
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Creativity & Concepts



Concept 1

Concept 2

Concept 3
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Comms Planning







XXX
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Content Creation & 
Production
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Activation
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Evaluation & Effectiveness







3. How does a creative agency work?



A look at a project from start to finish
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4. The role of the creative brief in 
delivering great creative work 



The client brief is the 
most important 

document we receive

TIME

FOCUS

CRAFT



CLIENT BRIEF
INTERNAL AGENCY 
CREATIVE BRIEF

Planning

Defines the problem
Designed to inspire creatives 

to find the solution



5. How inspire and work with your creative agency.



How to get the most from your agency and
review and manage them?

1. 
Onboarding 

2. 
Setting 

Objectives

4. 
Continuous 
Feedback 

3. 
Regular 

Check-ins



The ideal: Partners not suppliers
Some tips for building and maintaining strong agency relationships,

Be adaptive, responsive, and culturally compatible

A mutual shared passion and chemistry across teams

Trust and transparency, and making a commitment to always having an open dialog

Open to alternative thinking and strategies

Prioritising expertise and quality

Being resourceful, collaborative, and innovative



Key Takeouts 

1. Understand everything that a creative agencies can offer you to get the most out of them

2. Consider how you want to / need to work with your agency/agencies – there’s more than 
one way

3. An insight into what happens in a full creative pitch response (and whether it’s what you 
thought it was!) 

4. How great briefs deliver great results and create partnerships between clients and 
agencies 



Next 101 Sessions

Visit www.isba.org.uk/What’s on to book on these sessions.

RECORDUnderstanding Marketing Mix Modelling (MMM)6.6.2025

LIVE – 101 CALENDARBest in Class Creative and How to Judge It11.6.2025

RECORDCinema13.6.2025

LIVE – 101 CALENDARTV, VOD and Connected TV18.6.2025

RECORDPublic Relations and Sponsorship20.6.2025


