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MY ROI IS POOR - 1 JUST FORGOT TO MEASURE IT
RUBBERERES) — REEETIEEET

A new study released this week by Forrester Research with research done with 150
US based companies is pretty revealing. In it, companies were asked to use the ‘net
promoter score’, a method of measuring loyalty and comparing it across industries,
as it relates to their agency relationships. A dismal 21% of marketers - fewer than
one in four - agreed that they would ‘recommend or refer their main agency to a
friend’. This corresponds to similar work we have done over the years in Asia.
Through a combination of bad processes, bad disciplines, bad practices and (in a
few cases) bad people, the client-agency relationship needs much more work now
than it did in the past.

Forrester Research {EiX MR MIAAT 17— AN 2 HAT # 7 e U Al vy, IX 4
TARYE R 160 FHEHAESE 1) 2w (R B 4 R M et . ARty B, 25
(K122 FI SRS 7 WAt o347, 02— P B 17 ik, O F R JLREA TS
IV EERR, DA A B 5 A S T A AR R () 96 R AT 6. — AR NS TE (1 L A
21%M I E—AEVUA BRI AR] A - AR USRI 200 AR I A
ARG FAHE I CLeREAT 2 R I AL T A K 45 RN AL 221K AR A,
MR 1 LA, Br = SEEkeedt, (D BRGIb) ZRi Gk rE,  IXEEflifS
) AR T 9% AR PO RS AT BE 5 BN 22 1) A R Yk

What was more disturbing though is that the same report also found that a
whopping 76% of marketers had no way to determine their return on investment
from their lead agencies. 69% also said ROl is too difficult to measure. So at the
same time, there is not enough investment in actually tracking this performance.
There’s something about you | don't like, | just can’t put my finger on it.
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P&G’s marketing maestro, Jim Stengel once said “Most companies make more
considered, disciplined decisions and process management on a $100,000
investment than they do on a multi-million dollar marketing investment.” For
depressed and disgruntled marketers and their frustrated agencies in Asia, there's a
reason that procurement department is all over you, it’s called “lack of
accountability”
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BENCHMARKING
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So what is Asia doing about it?

Well, the best marketers are firstly looking to benchmark the impact of their
communication. It still surprises us that for less than US$10,000, a marketer can
run a ‘pre-campaign’ control and ‘post-campaign’ result research to evaluate the
change in brand attitude and behaviour - and yet few do. Some are now taking this
to a higher level, looking at how each specific element of the marketing mix plays a
role in the final outcome of brand health and sales. P&G have embraced
integration and tracking tools. Unilever have made some serious investments in
tracking tools in their key markets.
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GO WEB
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Companies such as Coke have truly embraced online to measure their success -
building virtual communities for future campaigns. Imagine if other media started
charging based on ‘cost per click’ - the planning and buying approach would
change significantly. In some markets such as China and Japan, this is being
supplemented by mobile content
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MAKE JOB CLEAR
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Johnson & Johnson now issues a job description to every agency they work with in
Asia. Consider that idea for a minute - as fee-based compensation becomes more
common, so too the working relationship changes - from a client/vendor model to
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more like an employee/employer relationship. Treating your agencies with this
level of respect and clarity can only help output.
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PAY FOR RESULTS
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Only when the agency revenue is linked to results can the marketer and agency set
the foundations for a better way of working. Within that 21% above hopefully sits
the future of this industry - progressive marketers that embrace collaboration,
commitment and creativity and aren’t afraid to share success. Does your

relationship have any of this?

A AR e as B 4 R, A REil iy ) S AR R A S 5 A
TAEREA . B 22% KPR B B T IR RE S XTI SR - RS
afE, AEMANE DA IED T EA], AR EE T RN, SN
R B R R BRI 5 ?

Greg Paull is Principal of R3, (www.rthree.com ) an Asia - based consultancy
focused on marketing efficiency and effectiveness

Greg Paull &1k &I H WA R AR EE  (www.rthree.com) ,  —LLUEMA
P m R AT, LETHIR TS8R FEER .
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