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MAGIC BULLETS AND MORPHING BRIEFS

HOW TO
AVOID DIGITAL
SERVICES
PITFALLS

Digital agencies’ clients expect the
world from their technology – and
briefs are tricky to pin down in an
ever-evolving landscape. What
should agencies do to safeguard
themselves against the risks?
he digital landscape is
constantly shifting. It probably
shifted again while you were
reading that sentence. If you’re a digital
marketing agency, keeping up with this
can be a challenge.
For Bags Mort, chief executive of
Nottingham agency Renegade Digital,
it’s important to stay on top of – but not
be in thrall to – trends. “Renegade is as
much a reaction to the old-school digital
development and marketing agencies as
it is to the new wave of hipster marketing
agencies that have cropped up in recent
years,” he says.
Some of the largest risks associated
with dealing with client requirements
these days are in convincing them that
new digital channels aren’t always
going to be the shiny magic bullets that
everyone envisages.
Mort says this managing of clients’
expectations is every bit as difficult as
dragging a client who knows nothing
about new digital channels to a place
where they can embrace them as an
intrinsic part of their marketing strategy.
For example, Renegade was recently
approached by a local council to deliver
a digital marketing strategy for all new
local startups as part of its regeneration
scheme. The council started out by
insisting that every new company
would have a website, Twitter account,
Instagram, Snapchat, and so on. “It
took us quite a few meetings to get
through to them that not every business
would use the vast array of channels
they were suggesting, and it would be
counterproductive to try to work them
into a digital strategy for each new
business,” says Mort.
A digital agency has to be ready to
evolve to meet the needs of the market
and Renegade’s core business is moving
away from digital marketing to complex
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For creative companies in the digital
space, adaptation is vital. The constant
demand for innovation requires them
to be nimble – adjusting their digital
services to meet a client’s everchanging needs. To do this, digital
companies are increasingly relying

Reliance on data heightens
the risk of breach-of-privacy
allegations

Many notfor-profit
organisations
lack intelligent,
responsive
digital systems
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reporting and management information
infrastructures. It’s currently working
with Cornwall Care, a not-for-profit
organisation that provides care
homes for the elderly. “Like many
institutions of their ilk, they
lacked intelligent, responsive
digital systems to deliver and
manage data, and that’s
what we’re starting to
provide for them,” says
Mort. “From tracking
individual patient care
and incidents to estates
management systems,

we’re remodelling their business processes
in software, reducing risks and costs and
increasing productivity and assurance.”
Although the types of services
offered by digital agencies might have
changed over the years, the risks
haven’t necessarily, says Mort: “They
still broadly fall into the following
areas: content delivery,
expectations against delivery,
scope creep and money.”
Managing these carefully
is key, he says: “Extensive
client briefs and very tight
project management are

important. We have the best project
management and client liaison teams.
This is essential, given we’re so small and
the fact we often have roll-on, roll-off
developers on larger projects.”
Mort believes good communication
is crucial, whatever size the agency:
“We work up comprehensive briefs with
clients; in fact we often overthink them to
offer more than the client expects.” Once
the brief is worked up, he says, you lock
it down – but be ready to adapt: “We’re
agile enough to re-scope if necessary
when our clients’ needs change. We have
constant open dialogue.”

We have
constant open
dialogue for
when our
clients’ needs
change

on big data to help clients better
understand their business and optimise
it accordingly. But this reliance on data
opens these companies (and clients)
up to a heightened risk of breach-ofprivacy allegations.
Hiscox offers tailored professional
insurance policies that enable clients to
adapt their digital services without fear
of being left hanging if a new campaign
strategy’s poor performance finds them
facing a breach-of-contract claim. We
also provide broad breach-of-privacy
coverage to protect digital agencies
and technology policyholders from
allegations of breach of confidentiality
or misuse of information by their clients
or consumers.

Lock down the brief, but be
flexible when clients’ needs
change. You need to ensure you’re
all on the same page at every
stage of a changing process.
Keep project management
tight and have a dedicated
client liaison team. This avoids
mixed messages and any
communication confusion.
Have a network of trusted
individuals you can call on.
“From corporate marketing
directors to individual coders
and copywriters, we never have
to go beyond our trusted circle
if needs demand more hands to
the pump,” says Mort.
Be honest. Don’t waste clients’
time talking about fancy new
tech when it’s not required.
Advise them on what’s a realistic
solution for them – and don’t
accept a challenge you know
you can’t deliver on.

For more information on digital
marketing insurance, visit
hiscox.co.uk/marketing
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