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16 years on Agency side
Been in charge setting up in-house marketing-, creative-, content-,
and SoMe teams — locally as well as globally - for the past 15 years

Former Head of Creative, Brand and Customer Insights at Maersk.
Former Head of Brand and Content Marketing at Georg Jensen,

Former Head of Creative and Design at Saxo Bank,
CCO at ZITE

Currently part a few start-ups on the side as

angel investor, advisory board and Board member:
DataClassroom, Feats.io, and Sustainify.

Board member at Dyrehavsbakken.

Author of the Amazon Bestselling books

“Moving In-House"” — 2020,

“The big, entirely subjective and, to be fair,

a bit biased illustrated guide to Copenhagen” — 2021,
and "WIN-WIN-HOUSE" - 2022

InCredible - 2024

And | run Contentlinjen at the Danish School of Advertising
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Hver dag scroller en
almindelig dansker
forbi mere end 90
meter content.

Det er det samme
som hgjden pa
Frihedsgudinden
i New York.

L
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“Creativity is the
last unfair
advantage we're
legally allowed to
take over our
competitors”.

Bill Bernbach, Founder of DDB
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The declining effectiveness of all IPA campaigns

Avg no. very large business effects reported

2002 2004 2006 2008 2010 2012 2014 2016 2018

Six years ending

"ZITE

Source: IPA Databank, 1998-2018 for-profit cases



Man kan altsa
ikke kede folk til
at kebe noget




Low performers
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70% Of Advertising 7<)/
Effectiveness Depends :
On The Creative

Ross Jauncey, Head, Create With Google

"ZITE

BW businessworld, 29 April, 2019






60

...of companies have one or more
in-house creative roles or answered 'Yes’
to having an in-house marketing agency
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A branded
name

13%

Q: What do you call your in-house setup?
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US & CANADA

17%
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% NORDICS w

BRITISH ISLES

30% g
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SOUTHERN % 4

EUROPE

24%Y




From production

to partner




19%

«ss OF IN-HOUSE AGENCIES ARE 10+ YEARS OLD.
THEY'RE NO LONGER “NEW."” THEY'RE CORE
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Creativity is moving in
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From the world
championship in
advertising ...
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THE RISE OF IN-HOUSE
AGENCIES IN CREATIVE
AWARDS

In-House Entries:

2012: Less than 2% of total entries were from in-house teams.
2018: Increased to approximately 8% of submissions.

2024: Surged to over 15%, indicating growing confidence
among in-house teams.

Awards Won by In-House Teams:

2012: Secured less than 1% of total awards.
2018: Rose to around 5%.

2024: Now win approximately 12% of the awards.

In-House Participation:

2015: In-house submissions were minimal.

2019: Entries grew by over 50% compared to 2015.
2024: Doubled since 2019, making up nearly 20% of all

submissions.

Awards Won:

2015-2019: Number of awards won by in-house teams doubled.
2024: Tripled their award count since 2019, reflecting rising
creative prowess.

In-House Wins:

2010-2015: Accounted for approximately 2% of winners.
2016-2020: Increased to about 7%.

2024: Now represent 15% of winners.




Creative Director [ 38%
Chief Design Officer (CDO) [ 27%

Chief Creative Officer (CCO) I 34%
Executive Creative Director | 359
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TIER 1: Strategic Creative Lead Agency -

Focuses on the development of strategic

creative solutions, including brand, campaign,
and channel strategy. It involves originating

and developing major campaign ideas.

TIER 2: Creative and Content Studio -
Dedicated to content creation and the
activation of major campaign ideas across

multiple channels. This tier also originates and

develops tactical campaign ideas.
|

TIER 3: Production Studio - Executes by

producing master artwork and adapting it to
specific requirements. This tier is centered on the

execution of solutions with a focus on production.




TIER 1: Strategic
Creative Lead Agency

12%

2024

TIER 2: Creative
and Content Studio

33%

"ZITE

TIER 3:
Production Studio

49%

TIER 1: Strategic
Creative Lead Agency

18%

TIER 2: Creative
and Content Studio

36%

TIER 3:
Production Studio

46%






Sweet dreams
are made of of this
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TIER 3:
Production Studio

Current 46%
in-House

TIER 2: Creative
and Content Studio

36%

"ZITE

TIER 3:
Production Studio

31%

Future
In-House Setup
Ambitions

TIER 2: Creative
and Content Studio

47 %



Reality check




Building a robust creative strategy

Demonstrating the link between creativity and business growth

Finding the right partners

Downward pressure on budgets

Convincing stakeholders to invest in creativity

Developing breakthrough ideas

Creative brand building

Implementing sustainable initiatives across the business

Over-focus on short term-goals

29%

28%

27%

26%

22%

22%

19%

16%

10%

Q: What is the single biggest internal challenge influencing your role in creativity today?
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20% say their clients’
biggest barrier to
creative risk-taking is
insufficient
understanding of
what good creativity
looks like.

HMMM. CAN | SEE
THE oTHER oNE AGAIN?




35%

Fear around doing something different

Convincing non-marketing stakeholders to take creative risks _ 30%
Lack of good-quality insights _ 29%
Insufficient knowledge of what good creativity looks like _ 20%
Over-reliance on pre-testing _ 19%
Easy to produce and sign-off work that follows category conventions _ 19%
Bold ideas often get diluted during development - 17%

Q: What are your clients’ biggest barriers to creative risk-taking?

"ZITE



BURIED IN BRIEFS

"ZITE



4%

«ss OF IN-HOUSE TEAMS SAY THEIR WORKLOAD
INCREASED OVER THE PAST YEAR
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«««OF IN-HOUSE WORK IN THE
PAST YEAR WAS UNPLANNED !
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Time constraints _ 36%
Resource (general) _ 36%
Work prioritization _ 33%

Balancing competing request priorities

Quality of brief

Lack of time/planning ahead

Lack of clear process

Resourcing - having enough people / flexibility

Technology and tools

Creative briefs going to external agencies

Lack of planning by business partners

Skill sets - growing capabilities as technology changes

Reactive brief

Not enough time for creativity

Resourcing - have the right roles

Q: What are your in-house team'’s greatest challenges?

"ZITE

27%

27%

27%

23%

22%
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19%

19%

19%

17%

16%

13%




«ss OF IN-HOUSE TEAMS FIND IT DIFFICULT
TO USE CONSUMER FEEDBACK

"ZITE



We don’t have the capacity to take on more work 36%

34%

We're missing the talent to do better creative work

The quality of briefs we get isn't good enough _ 27%
Our marketing team isn’t good enough at planning ahead _ 27%
We lack clear processes for how to work creatively _ 23%
Creative briefs go to external agencies _ 19%

Q: What is the biggest barrier to your In-House Agency producing better creative work?
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40%

««« OF IN-HOUSE TEAMS FINDS IT DIFFICULT
MEASURING THE IMPACT OF THEIR CREATIVE WORK

"ZITE



The Role of Al and Tech

in In-house Marketing




«ss OF IN-HOUSE TEAMS SAY Al HAS BOOSTED
THEIR CREATIVITY LEVELS

"ZITE



We are using data in a better way 38%

We are using data more than before 36%

35%

We are seeing greater collaboration

32%

Our creativity levels have been boosted

27%

It has made us more efficient

Q: How would you describe the impacts of

"ZITE
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Content creation and optimisation (e.g., Generating ideas,
creating drafts, and optimizing content with greater speed.)

Data analysis and decision-making (e.g., Analysing large data
sets to provide actionable insights and predict trends.)

Campaign personalization (e.g., Delivering tailored content and
messaging to specific audience segments at scale.)

Social media management (e.g., Automating posting,
monitoring, and audience engagement.)

Increased efficiency in marketing operations (e.g., Automating
repetitive tasks, allowing teams to focus on strategic activities.)

Support for creativity and innovation (e.g., Generating creative
concepts and refining ideas to enhance campaigns.)

Better performance tracking and ROl measurement (e.g.,
Providing more accurate analytics to assess campaign success.)

Cost reduction in marketing efforts (e.g., Quickly responding yo
market changes or customer needs with Al-driven tools.)

38%

48%

40%

26%
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27%
24%

29%
24%

21%
12%

22%

16%

21% [l Companies WITH in-house setups

18% [7] Companies WITHOUT in-house setups

Q: What do you think is the most important area where Al has impacted marketing teams



5%

««« OF ALL RESPONDENTS SAID Al WOULD
COMPLEMENT AND ENHANCE HUMAN CREATIVITY
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Why In-House?
Why External?

The Strategic Split




Quality

Cost

Efficciency

Speed or agility

Brand control

Protect employees

Convenience

Transparency

Keep knowledge within the company

Proximity

Keep or grow internal competencies

Simplicity

Company or product insight

There are no good reasons for in-house

34%

33%

33%

29%

19%

18%

18%

14%

13%

11%

10%
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Q: What are the main reasons for in-house agencies?
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Quality

Efficciency

Flexibility

Cost

Access to special competencies

Speed or agility

Outside-in perspective

Focus on core business

Relations to externals

Relieve employees

Convenience

Transparency

Brand control

32%

31%

26%

23%

23%
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10%

10%

e
o

Q: What are the main reasons for external agencies?



Main
priorities
for the

next 12
months
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Expanding the remit
of in-house agency

Improving collaboration
with external partners

Improving
delivery times

Improving
effectiveness

Improving
processes

Improving relationships
with brief owners/stakeholders

Raising creative
standards

Reducing
costs

Reputation
building

Staff
wellbeing

Talent
recruitment

21%
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27%

31%

a44%
46%

35%
34%
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- 14% || Companies WITH in-house setups
- 9% . Companies WITHOUT in-house setups

Q: What are your main priorities for the next 12 months?
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Thank you




Get the report here:
www.inhousebarometer.com
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