
Bernstein – the Creative Agency Puts 
an End to Integrated Workflows

Ideas for the Connected World: The Agency from Bremen Is Committed 
to the Agency Model of the Future

Anyone who believes that integrated workflows are the right way to adequately address the complexities 
of today’s communication landscapes, is not taking a holistic view of the tasks of agencies.

This is the unconventional hypothesis put forward by Bernstein, the creative agency from Bremen. 
The integrated workflows of classic agency models are outdated, because they cannot lead to the 
best results for clients. This is why Bernstein has conceived the Creative Hub. The key focus is on four 
factors: the customer, the project, the agency employee, and the organic, decentralized process that 
leads to the optimum customer-solution without interface losses. Putting an end to integrated workflows 
means that the creative value creation process at Bernstein has been redefined from the ground up.

The Creative Hub vs. the Classic Agency Model

Bernstein’s method stands in stark contrast to classic, hierarchically structured agency models. 
Bernstein regards itself as a broadly-based, agile and extremely elastic network that is distinguished by 
the varied personalities. Here, people take center stage.

In the everyday activities of the Bernstein network, the classic job titles of the communication industry 
increasingly dissolve and disappear. What counts are the different areas of expertise each individual 
employee contribute to the whole. They are so-called “slashers”, which means that they possess 
expertise in at least two different disciplines (e.g. content/design) and a passion for creative involvement. 
After all, they are the people who must intellectually grasp the complexity of today’s communication 
landscapes, fill them with creative content, and control the relevant processes. This explains why the 
alignment of all workflows, internal structures, and HR- and career advancement concepts at Bernstein 
focuses on building up the agility and self-reliance of slashers on the team and the strengthening of their 
key competencies. They delegate tasks amongst themselves, build task-relevant teams, and organize 
themselves and their tasks hand-in-hand with the customer.

The work of the slashers is aided by specific training, coaching, and tools. Superiors at Bernstein do not 
lead teams in the traditional sense: they act as coaches, rather than acting as a focus for all activities. 
This leads to the improvement of the creative value creation process.

Here, customer-benefit takes center stage: In contrast to passing through the various departments 
of classic agency models, the brand communication concept here is developed by the same team 
members from the first briefing to the end result. Bernstein has done away with the bureaucratic 
overhead that hinders or blocks organic ideas and makes the case for freedom of ideas for the 
connected world.



Holistic Thinkers Do not Need to Work in Integrated Structures

In classic agency models, teams are structured in boxes labeled according to disciplines. Content, 
Social, Planning, Media, Data Management, etc. can thus fall more easily under the dictates of 
increased efficiency. Subdivided into departments, the performance of employees can be more 
effectively steered by the management and serves the value creation chain of the agency. This leads 
to a situation in which the realization of personalized communication no longer follows the complex 
behavior of consumers, because subdivision into individual disciplines negates the ability to take an 
holistic view of the individual, the essence of every communication concept.

Classic agency models have long since strayed from the path of personalized communication, which 
should actually inspire and motivate individuals in their everyday lives. In the age of Live Content and 
Instant Marketing, this is a one-way street.

Fluid Structures Enable Communication in the Here and Now

Bernstein takes a different route, and has done away with individual departments and disciplinary 
thinking. The heart of the concept is an holistic approach to thoughts and actions that focuses intensely 
on each customer’s project.  Interfaces are no longer perceptible in Bernstein’ fluid structures. What 
remains is authentic communication that arises from an holistic idea and seeks its natural way to 
the individual: “This process only works when we leave outdated structures behind us and rethink 
everything from the start, beginning with a clean slate. In doing this, the complexity for our customers 
out there becomes invisible and, in turn, manageable,” explains Dirk Assent, Managing Partner & Owner, 
Bernstein. Dirk Assent motivates his employees to explore new terrain with intellect and composure 
and counts on their willingness to learn and move forward: “At the leading edge, no one knows the way 
ahead. We continually explore and try out new ideas and concepts.”

About Bernstein GmbH

Bernstein is an owner-managed creative communication and brand consultancy with more than 50 
employees from 7 different countries. Since 2009, Bernstein has been realizing holistic strategies, 
ideas, stories and designs on behalf of prominent international clients and has implemented them with 
outstanding success in the connected world.

As a creative hub, Bernstein offers a broad, agile and extremely elastic network and a team of 
personalities who grasp the complexity of today’s communication landscapes at an intellectual level, fill 
them with creative content, and control the relevant processes.

Bernstein is a part of the E3 international agency network, a member of the GWA and operates from its 
head office in the Europahafen in Bremen, Germany.
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