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THE RISE AND

RISE OF THE

FREELANCER

Self-employed ad creatives are becoming anincreasingly
Important part of agency life, freelancer Adam Tucker explains

here was a time when saving
vou'd “gone freclance” was
tantamount to admitting
you'd just been handed a
freshly printed P45, It was a
filler, A well-paid wmp job.
Something to pay the bills before
something* proper™ turned up.

They would be emploved in the
Siberian hinterlands of the apency.
Nameless drones, churning out the
hardworking ads the old-school ex-
ecutive creative directors wanted 1o
keep well away from their precious
award-winming creatives,

Nowadays, I'm happy to say, things
are very different. Chances are, the
agency you Te sittingin now hasa free-
lancer or two dotted around, You may
actually have heard of them. Some
mighteven be“permalancers™(arath-
er medical word for anything lasting
longer than threemonths ). They'Dalso
be working on the very best bricfs
More often than not, they'll actually
come in specifically to work on them.

AGAPINTHE MARKET
S0 why the change? Well, there are a
number of reasons. The economic
downturn has certainly swelled the
ranks of this mobile workforee. Pres-
sures from holding companies and
ever-decreasing client budgets have
seenagency slall numbers reduced by
uptodlpercent.And, these davs there
are new departments to boild and
ever-new technolopgies to iInvestin.
When the bigsqueere comes, the pen
through the listofnamestendstohover
over the creative department. After
all, they usually work in teams, so it's
twn s laries saved . And if they're mid-
dleweights, they can easily be replaced
by twocheaper junior teams, mght?
Wrong., The junior teams, offen
placements,are taken on quickly tofill
the gaps and, if they're lucky, the offic-
5 0f the recently departed, The trou-
bleis, they re inexperienced and,in the
newly nifty agenciesof today, too slow
at coming up with big idess, Even if

they do manage (o hit the jackpot,
theyll need a lot of help in bringing
their ideas o life. With departments
over-strefched at best, there sunlikely
tobeany pastoral care going spare.

S0 the crck: completes itself. The
newly slimmed-down agencies get in
some people who can actually do the
work their clients need. I'm not, of
course, suggesting they get back the
very people they just let go (though it
does happen surprisingly often) They
hire in some tried-and-trusted free-
lancers who they know will deliver.

The sitnation i fuelled by hiring
embargos. Several agency groups
have simply put a hold on permanent
recruitment, Again, a freelance Elas-
toplastissimple and painbess

Anather reason for the increase in
freclance assipnments is that there are
simply more places to work, Agencies
sich as 18 Feet & Rising operate on a
smaller, more responsive scale. When
the workload increases, they need peo-
ple to cope with it. Freclancers fit the
bill as they are self-starters and won't
put a huge dent in agency overheads,
What makes these agencies attractive
o clients is their familial fe el There is
adelicate balance of building acalture
and a secure, successful business,

Jonathan Trimhble, 18 Feet & Rising’s
managing pariner, says: “Like all tal-
ent, you have todigout the really pood
ones, but the freelance market has of-
fered good pickings of late across all

Thecker, . worked at muany lop agencies

kinds of creative output. One eve has
to be kept on building the culture of
the agency, finding a gang of people
whe get it and contribute to how vou
waork.”

Throwing money at big salaries
makes less sense than buying in the tal-
ent you need, when you need it most.

QUALITY IN QUANTITY

In the past, freelancers tended 1o be
rather a matley crowd. I'm happy to
say that fromm & eagtag bunch of P45-
carners, the freelancers of today are
multi-awarded creatives. Clive Pick-
ering, Sean Doyle, Ben Kay, Steve
Faskin, toname but a few, That s about
adozen DEAD Pencils right there.

Put simply, we know what we're
doing, You can get us o write work,
ghoot wark, riun pitches, lizise between
departments, pul us in front of clients,
directors, you name it. T always think
it'swise o el experienced freelancers
involved from strategy loexecution.

Ken Stecle, a partner ai the head-
hunter Indigo Mile, says: “Long-term
cOontracts are becoming moTe com-
monplace as opposed to going in for a
coupde of days to help with the work-
load. Freclancers gel to see projects
through from start to finish and agen-
ches are able to pull in top-quality re-
source without having to commit to a
full-time contract.”

Why be a freelancer, then? Why not
take the permanent road again? I
think it’s because most creatives pre-
fer doing the work. And freelancing
allows you to do what you like doing
best. And, arguably, what vou're best
at. Mo politics, Mo “taking one for the
tcam”. Mo ass-kissing required. Just
the best ideas you can do. And though
you may nol make a lot of the ideas
you generate, vou domake some. And
let’s face it, 99 per cent of permanent
creatives make about 2 percent of the
work they wrilein a year.

Freelancing offers a chance to use all
vour experience to produce ideas and
channel all vour energies into that

alome, That's not tosay Twouldn 't take
the right full-time job if it came along,
It would just have to beat freelancing,
which would be difficult.

I've been lucky enough to work at
somc fantsstic agencies: Wieden &
Kemmesdy, Mother, Saatchi & Saatchi,
M&E C Saarchi and Fallon, to name but
d few. The projects have ranged Irom
Hendato the Dizsel pitch.

Freelancing works when everyone
knows what is expected - from the
ECD 19 the planper. It's not the same
as being staff. You don't have time to
learn  that the creatve director
“doesn’t really*do’ the mormings™. Or
that the brief is “a work in progress™.
And if we're being given something
that has been killed seven tinses al-
ready, tell us and show us the corpses.
Otherwise, the chances are vou'll get
somelhing that may be similar, It
basic stulf, but often gets overlooked.

You are paving good money and
should expect the good shit straight
away.Anolficeisnice, orat leastadesk,
Some freelancers choose to work at
home. Idon't. Tlike being ina place and
gelling a sense of what makes it tick,
Home is also full of biscuits and dis-

tractions too numerous to namae. And
it anyomne suggests they “work better™
from the pub, I'd peess if [ were you.

Oime big thing. Please try 1o pay us as
people, not as companies. This 15 my
livelibood. Sixty dave may seem fme
when you're dealing with other multi-
nationals, but [ am working as hard
a% anyone else in the building and 1
want to be paid like they are — at the
end of the month. Unsurpnisingly, the
h[ggurl;he -:::lrgil.nisatlh:::rl,l:lm slower the
payment

Freelancing is a rather solitary oc-
cupation, I've been paired up with
great people such as Tiger Savage
and Chris Groom, and also worked in
larger project groupsiclusiers/creches
(whatever name 5 in vogue at the
agency). But, in general, it’s down to
you. You do the work, do your ac-
counts, chase payments: the stuff your
agency usually doeson your behalf

Youalsohave toaccept vou won The
at the heart of things, The gossip, the
Christmas party, the Grand Mational
sweepstake. When 1 was at DDB
London, 1 loved the culiure and cama-
raderie, but few agencies have that,
s0it"s not something [ miss too much.

There has been a lot written about
how great wdeas can travel. That ald
borders and old rules no longer apply.
If this isindeed the case, then [ am de-
lighted. The last year aloms has opensd
up a huge opportunity for freelancers,
I've worked for agencies in Paris,
Amsterdam, Geermany amd Shanghai,
While my frends have also worked
for places in New Zealand, Indonesia,
Poland and Mumb»ai.

THE GOING RATE
Freglancing pre-recession was ofr-
tainly more lucrative, Day-rates have
come down by about 25 per cent io 50
percentsince 2008, Partly due tolower
marging, parily due to the increased
competition oul there. There is a mis-
conception that freelancers get paid
up 1o twace whal “permies” get, Notl
irue. [tsthree times Kidding,
Whatwedo getisalower stress level,
kowertax level (limited compamies pay
nearer 23 per cent than # per cent),
and a higher guality of life both in and
out of work. | can only spzak from my
own expenences, but [ve worked on
exciting projects with people who are
at the top of their game. You are frec

Freelancing: How to make it work

i Tell us how long the gig will be 50 we can plan ahead.
Even if you don't know exactly, a rough guess is better
tharc: 1 dunmo. .. depends.”

® Two- and three-day firelighting’ stints don®t really
benefit anyone.

&l takes a week ot least to identify and sobve &
problem.

@ The above doesn't apply if you've identified the
problem and totally failed to solve it

W Get the briel agreed before we start, Not just by the
creative director and planner. But by the client and
mnﬂhnwm

umhmmﬁu“ﬁc
Do we need to be hooked up to your system?
megd o wear the clients’ brands in the office?
5 we niskd a pass key/1D candiprinting password/bar
flayoul padlime?

Inlhﬂ'mlﬂ:ﬂllﬂhl-!ﬁﬂlhllh
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trom petty politics and onc-upman-
ship. The creative director/ECD isn't
worried vou'retaking their jobor scot-
g points, 50 everyone opens wp and
getsthe best out of cach other.

When you freclance at an agency,
people are nicer. Maybe it's becanse
they are usually meeting you for the
first time. Even if they™ve met you be-

fore, you gel that reunion buzz going.
Maybe it's becanze there’s no axe to
grind, no agenda other than trying to
get great work approved and made.
But the fact i3:it's really refreshing to
be met with 100 per cent enthusiasm
on every project. [Us inspiring and mao-
tivating. There's no history, but simply
1he opporiunity to do something real-
ke really good.

A few vears ago, there were very law
beadhunters who dealt with the tem-
porary side of the business. Now, there
arc companics that put it on a par with
permanent posilions,

Steelesays:“Wearesegingmore and
more agencies using freclance as a
high-guality,specialistresourcerather
thian just a quick fix. Smaller agencies
and start-ups are using freelancers a
kst — some base Lheir business model
around ha'l.'i_n'g.ﬂ pf_‘||_1|. aftale |I|:I:|'|q::-.'[a|'|
into when needed; bringing teams of
people together for specific projects.”

THEFUTLURE

In the collaborative mash-up of the
mew world, both agencies and cliznis
are looking at new ways to deliver
ercative work. Is buying-in talent, as
andwhen it is required, the future?

Agencies such as Big Al's Creative
Emporiomuse freclancerstopenerate
all their creatrve work, Cutting cut the
middle-men altogether. Clients such
as Specsavers and Rowse are making
their ads themselves, going in-houss
for their output, Though this & still
tairly unusual in the UK, it is a trend
that's likely to grow as businesses seek
mew ways looul and control costs,

It seems that the very foundation of
our industry, the creative process that
sells poods and services, is undergoing
fundamental change. Not just in the
waywork is done, but in the mechanics
ko,

Everyone's talking about anewkind
of agency. There is a restlessness and
Ouadaty in agency sel-ups that just
Baszn't been present before, You can
lap into crowdsourcing, directorial
collectives and voung creative co-ops
Eke never before MaoFilm s an exam-
ple of a whole new way of accessing
creative output.

Rumours abound that the largest
agency groups have near-bottomless
coffers 1o back o new, langble and, of
course, profitable agency model.

But for now, the freelance creatives
out thers withalrack record are busier
than ever.

Ben Priest, the creative partner of
Adam & Eve says:“The new breed of
breclancer seems 1o gel the culiure of
the agency and fitright in. Soit'sextra
talent butit doesn’™ feel separate from
the agency.”

Because the one thing that hasn't
changed is that communications will
ke nesded toshift products and servic-
&=, And, 50 long as chients and agences
continue ipbelieve thatcreativitysells,
freclancers' phones will keep ringing.



