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Yet wherever you are in Asia, the issue marketers are facing is how

much should | invest to reach them? This is both from a creative

aspect as well as a media one. Since the medium is so new, it’s harder

to have standard benchmarks such as commission, FTE or hourly rates.
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We’ve come face to face with this now on a number of bleeding and leading edge
marketers, and would just offer up a few suggestions for the rest.
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1. Go back to ‘e-school’
The biggest issue marketers have in paying creative agencies for digital work is
their lack of knowledge. And by this | mean DEEP knowledge of (for example)
what flash is, how it works, how it gets created, what limitations there are, what
time is required for work, and importantly, how consumers interact with the web.
The best agencies factor in time to upskill their client - they go beyond reactive
project based work, and treat the marketer as a partner in the digital journey
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2. Digital is not another medium, it's a way of life

From a creative perspective, most marketers (and to be fair, a lot of agencies) still
treat digital as a medium to be ‘consumed’ - “We need to extend the look and
feel of our TV into online”. Well, sad to say, for a lot of the online audience, they
may never interact with TV. Ask a typical 20 year old how they spend their time,
and increasingly through bit torrent, youtube and the like, the web is becoming
the dominant form of their self expression and self awareness - not just
somewhere else to place ads, akin to TV and print.
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3. Respect the time it takes a media agency
A typical media agency can't effectively buy online media at 2,3 or 4%
commission - since most buys involve more work, more collaboration, potentially
some content negotiations and detailed analytics at the back end. There’s no
rule of thumb on what it does cost, since each client uses their media agency in
different ways for online. The bottom line is, don’t treat online media buying
with the same ‘commodity’ mindset as TV and print, or you will end up with
commodity activity that doesn’t get noticed. Finally - use the analytics to your
advantage - pay the agency a variable compensation based on results, easily
tracked through campaign effectiveness. One of our clients ran 94 different
creative units recent for one promotion - each one trackable and measurable in
the most specific detail
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4. Over-estimate your online spend - and test
It still amazes us how clients and media agencies can mutually agree to spend
anywhere from 1-3% of media on something people are interacting with for over
two hours a day, Because of poor selling by online owners, a poor knowledge
base of media agencies and a risk avoidance on behalf of the client, the whole

online category is generally grossly under-invested on in Asia from a marketing
perspective. Coca-Cola in some markets are now spending 15% of their
campaign budgets on digital - think they would if they were not getting results?
Of course, the beauty here is the ability to test and learn - to experiment, to run
pre-and post research (online even) in order to track campaign effectiveness
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5. Build a lifetime of loyalty
The core essence of the interactive medium is just that - the ability to have
consumer led information and interaction, and in turn, create long and loyal
customers. Think about how easy it now is to order from Amazon, to book that
trip, to search google. With every keystroke, the world’s best companies are
building more and more knowledge to better improve their marketing efforts.
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One thing’'s for sure - digital is not going anywhere. In five year's time, the
marketers that have truly embraced it now can only reap the rewards.
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Greg Paull is Principal of R3 (www.rthree.com) , a consultancy specializing in
improving marketing efficiency and effectiveness
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