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staff’s mother adorn the walls, as they do in 
London, and a stuffed bear stands by the entrance, 
inviting a hug. The bar, with client Stella on tap, 
is decked out like a kitchen. Even the boardroom 
has a homely feel, with a lumpy retro-style sofa. 
“We’re called Mother for a reason, and we try to 
live up to our name,” says Deitchman.

In an industry that’s experiencing huge 
disruption and a flurry of mergers and 
acquisitions - Mother in the UK recently sold its 
stake in digital agency Poke to Publicis - can the 
New York agency stay independent forever? “Yes, 
that’s the plan,” asserts Deitchman, resolutely.

He explains that, historically, the blueprint 
for success in the industry was “essentially 
guys building up companies based on their 
personalities, selling them, then walking away with 
a lot of money. But we’re not driven by how much 
money we can make, or how fast we can build up 
the company and sell it,” he explains. “We’ve tried 
to build a collective, and have the brand stand for 
something bigger than the name on the door.”

Completely up in the air
As well as independence, subverting the 
traditional hierarchy is another value Mother 
holds dear. (Although Deitchman appreciates 
the irony of making this claim while being 
interviewed as the subject of a profile piece.)
There are no VPs, SVPs or directors at the agency, 
and no personal names in credits for work. This 
makes competing for talent tougher, however, as 
Deitchman admits. “Getting a title or credit feels 
good. We’re taking a very big weapon out of our 
arsenal for recruitment and retention, but the 
benefit is people love working here.”

Mother also breaks with convention by not 
having traditional account management-type 
roles. If a client wants to speak directly to a 
creative or strategist on the team, they can. “I was 
a bit nervous when we started it, and there are 
some clients that want to feel protected from the 
creative process. But as long as we get the work 
done, our clients are happy.” Some of Mother’s

larger clients, like Burger King, Mondelez and 
Diageo, also work with other agencies with more 
formal structures, but Mother’s alternative set-up 
has managed to succeed with them so far.

The agency wants to differentiate itself from 
the pack by producing work that has never been 
done before and coming up with ideas that take 
on a life of their own. As an example, Deitchman 
cites the latest instalment of Virgin Mobile USA’s 
Retrain your Brain campaign, a YouTube video 
that uses interactive ‘blinkwashing’ technology, 
changing scene every time the viewer blinks.

But with the latest technology informing so 
much of Mother’s creative work, does Deitchman 
fear that big data could at some stage kill the big 
idea? “I don’t think robots will replace humans in 
terms of how to inspire people. I think agencies 
will need to do more and storytelling will be 
more important. People are going to forget that 
real-world conversations can still guide product 
design and brand communication.”

Often described as ‘media-agnostic’, Mother 
New York doesn’t fit easily into the regular 
categories, which, given the increasing level 
of integration in the industry, is perhaps a sign

of the times. Deitchman describes this as the 
“media singularity”, explaining that the media 
and advertising industries are collapsing in on 
themselves, with publishers now offering creative 
services, brands evolving into entertainment 
platforms and agencies seeking to become 
brand owners themselves.

This means Mother New York finds itself 
pitching against a wide array of firms these days, 
from McCann to McKinsey, Pentagram to Conde 
Nast. “It’s an incredible time right now, where 
everything is just completely up in the air. 
Agencies and firms are being fractured and 
reframed and there are tons of opportunities 
being created for business.”

Home with Mother
So where does Mother position itself in the midst 
of all this shape-shifting? “We talk about ourselves 
as a modern creative company. What we have tried 
to do is have people at the centre who are 
generalist thinkers, makers and problem-solvers, 
informed by excellence in a handful of disciplines.”

It seems as though Deitchman’s career has 
panned out like the love life of a serial dater, who 
eventually finds ‘the one’ and settles down. And 
while Deitchman still moonlights in the start-up 
world, going for lots of dinners and meetings with 
entrepreneurs and sitting on advisory boards, 
it seems he has truly built a home with Mother.
“I just want to keep my brain happy and be part 
of running a company that inspires people - and 
I think I’ve done that." 
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Text Box
Fonte: Shots, London, n. 146, p. 28-30, Dec. 2013.




