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Background

e (Goal:

— Better establish benchmarks re: practices
and perceptions related to agency
performance evaluations

* Method:
— Online survey fielded July, 2009
— 117 ANA member responses



% Who Regularly Conduct Evaluations

e 82% of ANA members conduct
formal agency performance
evaluations on a regular basis
— 92% for larger firms (+$5b revenue)



Evaluation by Type of Agency

Traditional creative ad

agency
Traditional media ad
agency
Direct marketing agency 27%
Public relations agency 26%
Multicultural agency 25%

Events and sponsorshi
agency



Reasons for Not Conducting

Spending too small 38%

Just haven’t gotten around to it yet 33%

Too busy 24%

Lack of internal management support 14%

Lack of agency support 14%

10%

Relationships too new



Future Plans

* Only 1 in 5 members who do not have
an agency evaluation program are
planning for one In the future



e Panelist Perspectives



Rationale for Evaluations

Identify and improve
under-performing agency
relationships

92%

Identify and recognize
high-performing agency
relationships

85%

Identify and disengage

from risky agency 50%
relationships
A basis for incentive or
value-based 46%
compensation
Ensure compliance or 46%

certification




Effectiveness in Maintaining Strong Agency Relationships MA

22%

Extremely effective

Very effective 35%

Somewhat effective 38%

Not too effective . 3%

Not at all effective | 0%



Satisfaction with Current Process

atened I 2>
satisfied 22%
Somewhat
0
el pEX

Neither satisfied - 13%
nor dissatisfied

Somewhat . 0

Vi
dissatisfied oY%
Extremely

0
dissatisfied | 0%



e Panelist Perspectives



Self Assessments

Both Client
And Agency
Do Self
Assessments Only Client
44% Does Self
Assessment
5%
Only Agency
Does Self
Assessment
There Are No 14%
Self
Assessments

37%



Two-way/360-degree Evaluations

Yes, Agency
Evaluates
Client
60%

No, Agency
Does Not
Evaluate Client
40%




Agencies Evaluate Each Other

Yes, Agencies
Evaluate Each
Other
13%

No, Agencies
Do Not
Evaluate Each
Other
87%




e Panelist Perspectives



Evaluation Practices: Frequency

e Most conduct on an annual basis
— About 2/3 annually
— About 30% more than annually
— Small percent less than annual



Evaluation Criteria

Agency
Performance
Qualitative Criteria
56%

Communications
Performance
Quantitative

Criteria
25%

Business Metrics
19%



Qualitative

Innovation

Strategy

Implementation/follow through

Fiscal stewardship

Ideas

Teamwork

Meeting program/project objectives

69%

Agency departmental ratings

Collaboration with other agencies 64%

0% 20% 40% 60% 80% 100%



Quantitative

Media cost savings

Media buying goals

Brand/ad awareness

Brand perceptions

Production cost savings

Copy testing results

Cost per acquisition

Lead generation

0%

100%



Business Metrics

Sales 139%

Share 37%
New customer generation

Customer retention

Stock price

0% 20% 40% 60% 80% 100%
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e Panelist Perspectives



e Questions?



