
Agency 
Websites
What Brands Want…



Agencies are often too 
busy working on their 
client’s digital presence 
to even consider how 
their own websites are 
impacting their business.

Useful right?!

With such a saturated market and so much competition, it’s no wonder 
agencies are feeling a bit lost when it comes to how their own digital 
presence should look.

The reason we decided to carry out this research is because we 
constantly get asked questions like: “What do brands want to see on 
an agency’s website?” “What do you think makes a brilliant agency 
website?” “How’s our website looking compared to our competitors?” 

So, where better to hear it than straight from the horse’s mouth? We 
spoke to the brand marketers that buy agency services - the decision 
makers that your agency’s website really needs to impress - to discover 
what online features help agencies stand out.

Do they want to see great case studies? 

Or are they more interested in your team 

and culture? Will they read insightful 

thought-leadership pieces? Or do they 

want everything? 

We’ve gathered all sorts of interesting tips 

and tricks that agencies can utilise when 

developing their websites to ensure they don’t 

fall foul to brands’ pet peeves. 

Enjoy!

Senior Marketing Manager:  
“A website is like an agency’s CV! If you’re applying for a marketing job 
with a CV that has errors, mistakes and a bad layout, then no one’s going 
to read it and you’re not going to get the job. These agencies are the 
industry leaders and are bossing it, so they need to show me that their 
way is the way I should be presenting my website and my content.” 



Make it 
visual 
and user 
friendly

One.
Global Media and Brand 
Communications Director:
“The look and feel need to be 

absolutely right. But beyond that, it’s 

about ease of navigation and proof of 

concept.”

Chief Creative Officer:  
“The landing page is really important 
to me – if there’s any kind of rubbish 
on it, then I’m done. Next thing I 
will go onto is their client roster 
and the work they’ve done. If I can’t 
find that really quickly, I will go 
somewhere else.”

Social Media Director:  
“If it looks a bit bland, I’ll be bored. But 
if an agency's website contains video 
and movement, it always keeps me 
interested. I think it’s important for 
them to be really sleek because if they 
don’t put any effort into their own 
website, what are they going to do for 
our brand?”

Brand Experience Manager:  
“I’m a visual person, so it’s got to be 
eye-catching. Even if the agency’s 
work is brilliant, if the website doesn’t 
look fun and colourful then it would 
automatically put me off.” 

Head of Events:  
“Agency websites that have been 
really impressive, are those with an 
opening video which is essentially a 
bit of a sting. It’s normally just three 
minutes and you get a much better 
feel for them as an agency.”

Events Director:  
“Make sure it’s got a good menu, and that 
users can get right to the point within a couple 
of clicks. I’m certainly more visual than just 
seeing copy so I’d be more likely to watch on 
screen then I will read an essay.”

International Social Media 
Communications Manager:  
“I look at the general design and 
the UX of the website because it 
helps you get a feeling for who 
these people are, and you also 
get a sense of budget and how 
much they’ll cost.”

EMEA Product Marketing Manager:  
“A well-designed website is important. I’m a B2B client, but I really don’t like when an agency’s 
website has a very B2B style template. I’m looking for something a bit different, a bit more 
innovative, a bit more original. I want any agency that’s brave enough to make a statement about 
themselves. Their website needs to be beautiful with all the information you need. The way they 
position themselves on social is important too - if it’s not up to scratch, then I’m not impressed.” 



Case 
studies

Two.
Marketing Manager:
“I think a lot of it is about what they’ve 
done and to have a really strong set 
of case studies. I think that’s really 
important to us as opposed to their 
own kind of proposition. It’s more 
about how their ideas can relate to 
what we want to do.”

Senior Customer & 
Communications Manager:
“Case studies are really important and 
it’s great to see them doing amazing 
stuff with big brands but if they’re 
talking about the Burberrys and the 
Mulberrys of the world then we have 
to be realistic - they’re probably out 
of our league and are working with 
premium clients. So, a good range of 
clients is key but also showing that 
they own that activity.”

Social Media Marketing:
“I like to see what they’ve produced 
for other brands, even if it’s for a brand 
that’s nothing like us to see whether 
they can work cross-functionally and 
across the market and industries.”

Marketing Manager:
“What really turns me off are outdated 
case studies – old work is a real 
turnoff. I expect to see a brand in a 
similar category to us or at a similar 
life stage to us and some interesting 
information about it.”

Brand Manager:
“I’d rather see really cool stuff an 
agency has done to resolve a brand’s 
challenges – and it might be a brand 
I’ve never heard of. I think that’s more 
impressive than just name dropping 
because it seems like everyone can.”

Marketing Manager:
“If there was a way an agency could 
differentiate their case studies on their 
website between larger companies 
and smaller companies, that would be 
a great help. It could also be cool if a 
brand could input their budget so the 
search can be refined - then I would 
be able to see all the examples most 
suitable to my brand. We’d also know, 
as an example, that if we put in an 
extra £20K into our budget, we could 
see what sort of work we’d get from 
the agency.”

Global Digital Marketing Specialist:  
“Every agency that I want to speak to has worked with big brands. So, case studies are important 
but only if they’re relevant. They need to have a wide range that illustrate why they’re different.”



Social 
channels 
are just as 
important

Three. EMEA Product Marketing Manager:
“Well for starters, I would probably not 
only go on an agency’s website but to 
their Instagram and Twitter accounts, 
as well as looking at their LinkedIn. 
What I would expect is to have a good 
presence on all of them.”

Marketing Manager:
“One thing I hate with agencies is 
an Instagram page, which is just 
everyone at the pub! If you’re going to 
utilise your digital presence for new 
business, do it for good. Write really 
good whitepapers, news, facts, run 
surveys – things that add value – use 
social but in a positive way.”

Head of Brand Marketing:
“If they say they’re amazing at social 
but they’ve posted once on Instagram 
and aren’t even creative with that post 
then you kind of think that they’re not 
practising what they preach.”

Senior Customer & 
Communications Manager:  
“Depending on what we’re looking for, 
it’s good to see whether the agencies 
are doing that on their own channels 
too. If they say they’re great at getting 
a digital reach from experiences, how 
they present themselves on their 
channels is important, just to see if it’s 
something that aligns with what we 
would be wanting.”



Be 
transparent

Four.

Marketing Manager:
“We do a lot of background checks on 
agencies. What we really like doing - 
which more agencies should enable 
- is speaking to an agency’s clients.
I want the agency to really back 
themselves. So, for me, they need to 
be much more open to that or show 
more quotes.”

Senior Customer & 
Communications Manager:  
“Being specific with what activities 
they’ve activated. There needs to be 
more transparency about how they 
worked with that client.”

International Social Media 
Communications Manager:  
“There’s quite a few agency websites 
that have the brand’s logos and not any 
detail into the campaign. Alternatively, 
there’s some with too much detail, so 
it’s about finding that balance. If there’s 
too much, I would worry that they’re 
going to tell other people about my 
brand’s secrets. If there’s not enough, 
then what are they trying to hide?”



Be proud of 
your team

Five.

Events Manager:
“If you’re working with a smaller 
agency especially, there’s a strong 
chance you’re going to be working 
with the majority of people within the 
agency – so the people page is quite 
important. I’d quite like to be able to 
go into a website and actually find 
out a bit more about their people. 
At the end of the day it’s all about 
building relationships.”

Global PR Manager:
“I like to see on the ‘meet the team’ 
pages where they’ve worked 
previously and maybe what other 
things they’ve been involved in before 
and what their background is.”

Global Media and Brand 
Communications Director:  
“I want to know the people that have 
done the work. The more they’ve 
spoken about who they are beyond the 
board, the better, because you never 
actually work with the board. Who’s on 
the ground with this sort of stuff – 
show that on the site – not the board.”

Marketing Manager:
“It’s very frustrating when you meet 
a really senior person, then onboard 
them, then they just disappear and 
you never end up working with them. 
It shouldn’t just go down the pecking 
order in terms of who you actually 
work with. Be honest with who’s going 
to be my main contact.”



Scrap the 
buzzwords

Be easy to 
contact

Six. Seven.

Senior Marketing Manager:
“Tell me what you do in 10 seconds. 
Keep it clear, keep it concise and keep 
it simple.” 

Head of Events:
“I would almost say the front end of 
your website is what you’d say in the 
first 10 seconds of meeting me.”

Influencer PR Coordinator:  
“A lot of agency websites – and in their pitch presentations too – have just two words and one image 
per page, which makes them visually exciting. While quick clarity is really important, don’t neglect 
the detail behind it, just in case the presentation needs to be forwarded on. What we’d also like 
to see is a proper, in-depth case study with results. It’s all well and good having a page that says 
‘creative’ but show us.”

Senior Customer & Communications 
Manager:
“If it becomes too difficult to find the 
right contact and they haven’t been 
recommended that highly, then we’d 
probably just leave it. Agencies without 
actual people to contact on the site is so 
frustrating – no to forms!”

Brand Manager:
“Don’t make it difficult for me to 
contact you.  Filling out a lead form 
that has 30 questions and then when 
you do submit it, it’s not even going to 
the right person. Just work the right 
intercom – it’s got to be frictionless. 
Also, learn how people want to be 
communicated with. For me, I hate 
cold calling. But if I put my details on 
to the agency’s website, then I want 
an email – that’s why I’ve done that!”



Conclusion
So, there you have it. 
Some key components to 
make sure your website 
is in tip-top shape.
Keep all of your creativity and vibrance but make sure you back it up 
with case studies and proof of your great work. 

And remember, less is more – be sleek, unique, straight to the point 
and easily contactable. This tells potential clients that you’re going to 
be a great supplier - a perfect extension of the brand’s team!

Have you covered 
everything?
With all this in mind, we’ve put together a checklist which all agencies 
should refer to when re-assessing not only their website, but their overall 
digital presence. The only advice Team Ingenuity can give you 
is to remember and really digest what these key decision makers have 
said. They’re the ones you need to impress!

Checklist:

Is your navigation user friendly?

Do you have challenge focused case studies?

Are your social channels a true representative of your work? 
Are the posts high quality and up to date too?

Have you encouraged your clients to show off your work for you?

Do you show off your full team?

Is your site full of pointless buzzwords?

Can people quickly understand what it is your agency does?

Are your contact details clear, and do they get leads straight to the right person?



We create new business 
relationships between 
Agencies, Brands and 
Tech businesses.
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New business enquiries?
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Interested in attending our events?
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