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Agency Evaluations

Who at Client

Majority: evaluators closest to agency - “avoid
too much in the weeds, too much In the trees”

Some tiered: core, internal clients and indirect
clients

Global - international, regional and countries -
as many as hundreds

Clean list - anyone who opens PO could receive

No weighting by title/tiers - one test showed
no difference

Mostly led by marcom services or sourcing
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Agency Evaluations

360 Degree/2-Way Somewhat Mixed
Majority include 2-way formally

Several say agencies are uncomfortable thus
seek agency input informally

No pattern whether agency get some bonus
as part of evaluation
Some say agencies will provide with money at risk
One didn’t want agencies complaining in writing
When assured of confidentiality, third party
Interviewing/compiling agencies more
comfortable with 2-way
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Effective and Productive Evaluations

1. Purpose is to improve the relationship (and
to show the agency Is contributing value)

2. Capturing the verbatims is more important
than the numbers

3. Use scaling most aligned with employee
scaling system to reduce bias

4. Conduct second evaluation or temperature
check within the year especially for
“problem” agencies

5. Joint improvement plan, who owns and
timetable
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Effective and Productive Evaluations

11. Capture mastery, not merely functions

12. Evaluations are an important part of agency
compensation either directly or indirectly

13. New Agency Relationships—don’t wait for a
year to evaluate!

14. Send a new agency an example of what the
performance review looks like

15. Beqgin the relationship with a partnership
promise, (performance contract) what the
agency will do and what the client will do
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