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Demographics: 49 clients

Organisation’s marketing
and mediaspend last year

%%

Region of responsibility

H >$1.2bn
B $701m -$1.2bn

B $301m -$700m

H <$300m

Role/function

H Global
B USA &Canada

| Europe

Bl APAC

Middle East &
Africa

B Procurement
B Agency management

I Media

Industry

Beauty, Health & Hygiene
Beverages

Food & Dairy

Energy

Tech

Fashion & Sportswear
Telecom

Retail

Finance

Automobile

Toy

Other

22%

18%

8%

6%

6%

6%

4%

4%

4%

2%

4%
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Demographics: 33 agencies

Q. HOW would you Interpublic Group 19%
describe the 53%
ownership status of Dentsu Aegis
45% Network 15%
the agency you work ]
for?
Omnicom M%
WPP 7%
% Accenture 4%
We’re an We’re an We’re a Publicis 4%
agency independent network
within a agency agency within
management aholding Other 7%
consultancy company
Q. Which marketing discipline does your agency focus
on?
28% 28%
1%
10%
8%
3% % 3%
I NS .
Full service Media Research Creative Production Event Digital In-house
agency
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Region of responsibility

%

Role/function

Agency size

Global
USA & Canada
Europe

APAC

Account management
Media

CEO

Commercial

Creative

Finance

Other

Less than 100
employees

101-1000
employees

Greater than 1000
employees
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Note: recommendations included in this document are merely meant as
suggestions or proposals. They are not binding in any way whatsoever and
WFA members, as well as agencies, are free to depart from them.

Positive outlooks
Growing challenges
Compensation

Recommendations



Positive outlooks

Positive outlooks
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Foreword Table of content Demographics Positive outlooks Growing challenges Compensation Recommendations

3 in 5 of our client respondents use a tool for performance evaluations

Q. (Clients) Does your organisation use a tool to track Third party tools mentioned by clients in this research:
the performance of your relationship with agencies?

Il We use our agency's tool

Agency Spotter

Il We have an internally
developped tool

| We use a third party tool Aprais

@l We do not use one

Ariba

ClearPoint Strategy

Decideware

Flock
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Foreword Table of content Demographics Positive outlooks Growing challenges Compensation Recommendations

Agencies are feeling more positive about some of the challenges
previously faced

Q. (Agencies) Are you generally happy with the way your qualitative performance
is currently being evaluated by multinational clients?

2022

2020

: °/0F’ '

B Almost always (95% of the time) Some/half (50% of the time) B Almost never (5% of the time)

I A majority (75% of the time) I Few (25% of the time)

@ decide



Positive outlooks

Agencies are feeling more positive about some of the challenges
previously faced

Q. (Agencies) What are the biggest
challenges you see in relation to agency
performance evaluations? Please select a
maximum of 3.

No matter what the evaluation feedback is,
client is king and won't change

38%
. =
2020 2022

No debrief or lack of transparency

20%
I =l
2020 2022

No action plan coming out
of evaluation survey

2%

e
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Client satisfaction and feedback are crucial to agencies;
their #1 KPI to measure their own effectiveness

Q. (Agencies) What KPIs do you use to measure your own effectiveness?

39%
37%
16%
11%
Client Increasing Agency team Testimonials On time Industry Lead generation Right Other
satisfaction work given happiness from clients deliveries and awards and agency first time
and feedback by existing working on a meeting growth

clients client account deadlines
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Foreword Table of content Demographics Positive outlooks Growing challenges Compensation Recommendations

Agencies are more positive about their opportunity to PROVIDE feedback
to their clients

Q. (Agencies) Are you generally happy with the
way you can provide qualitative feedback
to multinational clients?

2020 2022

Almost always
(95% of the time)

m A majority
(75% of the time)

= Some/half
(50% of the time)

m Few
(25% of the time)

m Almost never
(5% of the time)
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Foreword Table of content Demographics Positive outlooks Growing challenges Compensation Recommendations

More than halfof clients evaluate the level of collaboration among their agencies

B ves
I No, but we are planning to

Il No, and we don't want to
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Growing challenges
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Growing challenges

Overall, agencies are being evaluated more often than clients

[ How often clients provide
feedback to agencies

(client on agency evaluations)
[ How often agencies provide

feedback to clients
(agency on client evaluations)

@ decide

27%

6%

Quarterly

17% 16%

Annually + full mid-year

33%

23%

Annually + mid-year 'light
touch' evaluation

20%

26%

Ad-hoc / as needed

29%
3%
I
We don't
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33%

Overall, agencies are being evaluated more often than clients
[ How often clients provide

feedback to agencies 27% 26%
23%
(client on agency evaluations) : 20%
17°/o 160/0
[ How often agencies provide 6%
feedback to clients -

(agency on client evaluations) Quarterly Annually + full mid-year Annually + mid-year 'light Ad-hoc / as needed
touch' evaluation

Q. (Clients) How frequently do you provide feedback to your agencies on their performance?

Full service 29%

B Quarterly 0 Annually + Annually + mid- [0 Adhoc/as I Wwedont
full mid-year year ‘light touch’ needed
evaluation

@ decide

13%

29%
3%
I
We don't

15%

20%

6%

11%

Y
o
3



Growing challenges

Clients perceive that they provide face-to-face feedback more
often than agencies report

Q. How do agencies typically provide feedback to clients?

67%0
28%
8% 10% goy,
= I e - R |
- - — | ° -

Face to face Online + Email Evaluation tool Via a 3rd party We don't
discussions face-to-face conversation provide

discussions feedback
] How clients typically receive feedback ] How agencies typically provide their feedback

from their agencies to clients
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Action plans are happening...

practice

@ decide

Q. How often is a formal action plan put in place as a result of the evaluation?

W Almost gheays
| -
11% 504 mA .

0 Someshalf

B Almcst never
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@

...but can be too heavily weighted toward agencies

Q. How often is a formal action plan put in place as a result of the evaluation?

Client
practice

E:-:FEHEI‘H:E 11%

Q. If a plan is put in place — are the actions:

Client practice

B A mix of agency &
client actions

decide{NE £2

v 17%
in EIED]

- TR
b l

Agency experience

1009 focused M Other
on the agency

W Almost gheays
I| .A - f

Somef half
B Fewi
B Almcst never

1%
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Agencies and clients reporting commitment to those action plans

Q. How often is a formal action plan put in place as a result of the evaluation?
W Almost gheays
B A majority

Client
practice
Some half
11%0
E:-c Ence
pen _ W Almost never

Q. If a plan is put in place — are the actions: Q. If a formal action plan is in place — is it tracked?

v 17%
in EIED]

i EIEIZI]

N
l o =

Chient practice T B Almost alvways Some/half B Almost never
B A majority H Few
B A mix of agency & 100%: fooused 0 Other
client actions on the agency
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Growing challenges

Poor alighment on the client side is the number-one challenge
reported by agencies...

Q. What are the biggest challenges you see in relation to agency
performance evaluations?

Conflicting needs/expectations
across siloed client organization

@ decide
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...and client decentralization is on the rise

@ decide

Q. To what extent do clients
have a centralised approach to
performance evaluation?

(v 47%
in 2020)

1

65%

(v 29%
in 2020)

M1%0

44%p

Highly centralised Moderately Mot particularky
centralised centralised

M Client practice

B Agency perception
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Although clients and agencies generally align on the KPIs being used...

Q. How often do clients use the following KPIs to assess their agency’s performance?

Client practice

*®

*®
Strategic thinking [N 42

*
Collaboration

4.5

4.2
. . *
Efficiency / Effectiveness 4.1
Agency capabilities 4.0
Operations 3.9
. *
Compliance 3.9
Budget management 3.8
Delivery 3.8
Creative opinion 3.8

*Top 5 of KPIs valued the most by agencies in 2020

@

decide

Agency experience

Client satisfaction

*
Efficiency f Effectiveness

*
Collaboration

&
I - -

N 20
Cost related KPls 3.8
Strategic thinking 3.8
Agility 38
Ct:-m;:-liar'n:::;.|t .7
Proactivity 3.7
Agency capabilities 3.7
Budget management 3.7
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...neither side is satisfied with the state of those KPIs

Q. What are the biggest challenges you see in relation to agency performance evaluations?

Client view

Lack of objective or
measurable KPIs

Agencies don't
provide ‘honest’
feedback to client

Limited leadership
engagement on the
client side

No action plan coming
out of evaluation survey

Conflicting needs across
our siloed
client organisation

Retrospective vs.
forward looking

Not frequent enough

@ decide

44%0

41%

28%

26%

26%

Agency view

Conflicting needs
across a client’s
siloed organisation

Providing ‘honest’
feedback on client
during 360 review

Retrospective vs.
forward looking

Little client leadership
engagement in
performance evals

Lack of objective or
measurable KPIs

Measuring
wrong things

Too infrequent
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@ decide(\E (3

Sales growth
& contribution
to business
strategy

Enjoyment
of the
relationships

Capabilities &
knowledge

Effectiveness
& proactivity

Q. (Agencies) What area of your performance do you feel is the least evaluated by clients
and hope to see some change?

Mentioned 5 times or more

Sales growth e.g. “the agency ability to
positively improve clients' profit/return on their
advertising investment”; “impact of agency
teams on client business, as effort (time) and
quality of (output) is often less valued than the
process of getting there (project management,
timing)”; “real impact on the client business.”

Agency satisfaction e.g. “satisfaction of the
agency team working on the client business”;
“whether agency talent want to work on a
client business.”

Agency capabilities e.g. "AOR understanding
of category / brand relative to smaller,
specialized agency competitors.”

Effectiveness e.g. "amount of time spent
managing client internal processes”; “resource
utilization vs demand/delivery”; “overall delivery
by the agency entity to the client stakeholders.”

Recommendations
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Some clients use common KPIs across agency types...

Q. (Clients) Are some KPIs common to all your agencies (of all types)?

M Almost always [ A majority Some/half [ Few ¥ Almost never Il Not applicable

@ decide
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Some clients use some common KPIs across agency types...

Q. (Clients) Are some KPIs common to all your agencies (of all types)?

M Almost always [ A majority Some/half [ Few ¥ Almost never Il Not applicable

...but performance evaluations are being tailored by most clients

Q. (Clients) Does your performance

evaluation process vary according to your
agency classification or segmentation e.g.
strategic vs less critical/multiple options?

M Yes B No, and we don't
want to differenciate
No, but we are depending on their
planning to integrate classification

some nuances

@ decide



Compensation

Compensation
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More agencies share the performance bonus with their staff working
on the client account

Q. (Agencies) Does your agency share the
bonus with your agency staff working on the
business?

2020 2022
M No

@ decide
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Agency evaluations can be a key factor in incentives...

Clients

Q. (Clients) How often do you link your agencies' compensation or remuneration to the
results of the evaluation?

Full service

18% 18% 12% 30% 21%

Media

56% 15% 15% 5% 10%

Creative

20% 18% 13% 28% 23%

Digital
18% 13% 20% 30% 23%

Production

B Almost always [ A majority Some/half [ Few I Almost never

@ decide
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...and agencies generally support that

Clients Agencies
%s Sﬁge:fts{%glgyaﬂ;tggngo you link your agencies' compensation or remuneration to the Q. ( Agenci_es) How of'ten_ should y_our
compensation/remuneration be linked to
Full service the results of the evaluation?
18% 18% 12% 30% 21%

Media 19%
Creative [ | Almost always (95% of the time)
20% 80 o e 23% [ A majority (75% of the time)
Some/half (50% of the time)
Digital [ | Few (25% of the time)
Production
B Almost always [ A majority Some/half [ Few I Almost never

@ decide
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Little alignment regarding the level of incentive compensation

Clients

Q. (Clients) What % of your agencies overall remuneration is linked to their performance?
Full service

52% 21% 15% 9%

]
S

Media

30% 16% 16% 7%

_

Creative

51% 21% 18% 8% 3%

6%

Production

EL 3% 3%

W <5% [ 5-10% 11-15% I 16200 [ >20%

@ decide
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Little alignment regarding the level of incentive compensation

Clients

Q. (Clients) What % of your agencies overall remuneration is linked to their performance?
Full service

52% 21% 15% 9%

]
S

Media

30% 16% 16% 7%

_

Creative

51% 21% 18% 8% 3%

6%

Production

EL 3% 3%

W <5% [ 5-10% 11-15% I 16200 [ >20%
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Agencies

What % of your overall remuneration
should be linked to your performance?

>20% 19%
16-20% 19%
11-15% 14%
5-10% 24%

<5% 24%



Compensation

Wide range of opportunities available to reward agencies beyond
financial incentives

Q. What type of incentivization or reward is offered to agencies - beyond the traditional KPI-based performance $ bonus?

81%

540/0 I

Longer term guaranteed
contracts; no pitch for good
performance

@ decide

. The client practice: how often clients said they explored this alternative

. The agency view: alternatives of incentivisation that agencies would like to receive more often

15% 149

Investments in trainings
and developments

57%
48% I

Wider introduction and

promotion within the
client business

43%

- I

Client quotes and
testimonials for
agencies’ marketing
purposes

38%
= I

Regular pay rise
and bonus

41%

4%
[

Gain share models /
equity in business



Recommendations

Recommendations
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Recommendations

—0

Client Internal Review

Understand how your internal
practices impact agencies.

If your decentralized model
works for you, communicate
how you expect agencies to
manage that and adapt your

evaluation process to

accommodate different

expectations
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Recommendations

Recommendations

—0

Client Internal Review

Understand how your internal
practices impact agencies.

If your decentralized model
works for you, communicate
how you expect agencies to
manage that and adapt your
evaluation process to
accommodate different
expectations

@ decide

KPIs

Continued discussion between clients and agencies
about opportunities to elevate their KPI
effectiveness & accuracy

What are the quantitative measures most
appropriate to the relationships?

oV AW

Brand health scores
Lead generation
Trials

Foot traffic

Online sales

Measurable efficiency within the process,
e.g. reduced rounds of revisions, speed to market

How are they balanced with qualitative
business drivers?

v N

Strategic impact on the marketing/business plan
Working relationship

Breakthrough work

Ability to deliver against a brief

Play well with other agencies




Recommendations

Recommendations

—0

Client Internal Review

Understand how your internal
practices impact agencies.

If your decentralized model
works for you, communicate
how you expect agencies to
manage that and adapt your
evaluation process to
accommodate different
expectations
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KPIs

Continued discussion between clients and agencies
about opportunities to elevate their KPI
effectiveness & accuracy

What are the quantitative measures most
appropriate to the relationships?

oV AW

Brand health scores
Lead generation
Trials

Foot traffic

Online sales

Measurable efficiency within the process,
e.g. reduced rounds of revisions, speed to market

How are they balanced with qualitative
business drivers?

v N

Strategic impact on the marketing/business plan
Working relationship

Breakthrough work

Ability to deliver against a brief

Play well with other agencies

Action planning

Commit to a process for deriving
value from the surveys

Ensure feedback meetings happen

Don't just share data but co-
develop a plan to address pain
points

Ensure that plan equally addresses
shortfalls on the client and agency
sides

Identify individuals responsible for
following through and hold them
accountable
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Recommendations

—0

Client Internal Review

Understand how your internal
practices impact agencies.

If your decentralized model
works for you, communicate
how you expect agencies to
manage that and adapt your
evaluation process to
accommodate different
expectations
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KPIs

Continued discussion between clients and agencies
about opportunities to elevate their KPI
effectiveness & accuracy

What are the quantitative measures most
appropriate to the relationships?

oV AW

Brand health scores
Lead generation
Trials

Foot traffic

Online sales

Measurable efficiency within the process,
e.g. reduced rounds of revisions, speed to market

How are they balanced with qualitative
business drivers?

v N

Strategic impact on the marketing/business plan
Working relationship

Breakthrough work

Ability to deliver against a brief

Play well with other agencies

Action planning

Commit to a process for deriving
value from the surveys

Ensure feedback meetings happen

Don't just share data but co-
develop a plan to address pain
points

Ensure that plan equally addresses
shortfalls on the client and agency
sides

Identify individuals responsible for
following through and hold them
accountable

Agency involvement
Embrace the evaluation process

Where possible inform your
partners what measures are
meaningful to you and work
towards the measures meaningful
to your clients

Give honest, constructive
feedback. Identify what gets in the
way of doing your work and
problem solve around it
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World Federation of Advertisers
London, Brussels, Singapore, New York

wfanet.org

+32 2 502 57 40

twitter @wfamarketers
youtube.com/wfamarketers
linkedin.com/company/wfa

decide

About Decideware

Decideware is the leading provider of agency management software used by global advertisers. Marketing
and Procurement teams of large advertisers rely on Decideware software to get the most out of agency
partnerships. Advertisers benefit from the business intelligence to optimise agency management and
inform marketing strategies as well as process efficiencies and working capital generation. Built for
advertisers and supported with deep expertise, Decideware provides the scale, power and flexibility needed
to engage stakeholders in agency optimization programs.

Find out more at: www.decideware.com
Contact: edward.mcfadden@decideware.com

About WFA

The World Federation of Advertisers (WFA) is the voice of marketers worldwide, representing 90% of global
marketing communications spend — roughly US$900 billion per annum through a unique, global network of
the world’s biggest markets and biggest marketers. WFA champions responsible and effective marketing
communications worldwide.

Find out more at: www.wfanet.org
Contact: L.forcetti@wfanet.org

KING & SPALDING

Note: All WFA benchmarks, survey results, agendas and minutes are reviewed by King & Spalding, our competition lawyers.
WFA Competition law compliance policy:

The purpose of the WFA is to represent the interests of advertisers and to act as a forum for legitimate contacts between members of the advertising
industry. It is obviously the policy of the WFA that it will not be used by any company to further any anti-competitive or collusive conduct, or to engage in
other activities that could violate any antitrust or competition law, regulation, rule or directives of any country or otherwise impair full and fair competition.
The WFA carries out regular checks to make sure that this policy is being strictly adhered to. As a condition of membership, members of the WFA
acknowledge that their membership of the WFA is subject to the competition law rules and they agree to comply fully with those laws. Members agree that
they will not use the WFA, directly or indirectly, (a) to reach or attempt to reach agreements or understandings with one or more of their competitors, (b)
to obtain or attempt to obtain, or exchange or attempt to exchange, confidential or proprietary information regarding any other company other than in the
context of a bona fide business or (c) to further any anti-competitive or collusive conduct, or to engage in other activities that could violate any antitrust or
competition law, regulation, rule or directives of any country or otherwise impair full and fair competition.


https://www.decideware.com/
mailto:edward.mcfadden@decideware.com
http://www/
https://wfanet.org/
mailto:l.forcetti@wfanet.org
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