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Title Participants Title Map Role Revenue Budget Current Agencies Role with Agency Segmentation Title Segmentation Seg

Explanation me
nt..
Respondents hold a range of roles in their organizations. Nearly 1/3 are owners.
Role
Owner President Chief Marketing Officer  Vice President of Marketing Marketing Director, Other
(CMO) or similar or similar Manager or similar
31%
22%
12% 14% 12%
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What is your role?



Title Participants Title Map Role Revenue Budget Current Agencies Role with Agency Segmentation Title Segmentation Seg

Explanation me
nt..
Respondents report a range of annual revenue levels.
Gross Annual Revenue
Under $1 million $1-$10 million $10 - $25 million $25 - $50 million $50 - $100 million $100 - $200 million
19% 17% 20%
14% . 14% 16%

What is your organization’s gross annual revenue for this year?
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Title Participants Title Map Role Revenue Budget Current Agencies Role with Agency Segmentation Title Segmentation Segment 1:
Explanation High
Expectations

Respondents report a range of gross marketing budgets.
Gross Annual Marketing Budget

Under $250,000 $250,000 - $500,000 = $500,000 - $1 million $1 - $3 million $3-$6 million $6 - $8 million $8-$10 million

23%

20%

12% 12% 13% 12%
- - - - =

What is your organization’s gross annual marketing budget for this year (not including personnel costs)?

The Agency Edge
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Participants Map Role Revenue Budget Current Agencies Role with Agency Segmentation Title Segmentation Segment 1: High Segment 2: Low
Title Explanation Expectations Expectations

Most respondents say their organization works with 1-3 advertising or marketing agencies.
Current Agencies

1 2-3 4-5 More than 5

40% 41%

12%
_ =

How many advertising or marketing agencies currently work with your organization?
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RESEARCH SERIES



Map Role Revenue Budget Current Agencies Role with Agency Segmentation Title Segmentation Segment 1: High Segment 2: Low
Explanation Expectations Expectations

Nearly 3/4 of respondents say they are the primary point of contact for the agencies that work with their organization.

Role with Agency

I am a primary point of contact for an I’'m not a primary point of contact, but | | supervise my organization’s primary Other
agency sometimes interact with an agency point of contact for an agency
72%

20%

7%

Segment 3:
Shot Callers

How would you describe your role with regard to marketing or advertising agencies that work with your organization?
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Role Revenue Budget Current Agencies Role with Agency Segmentation Segment 1: High Segment 2: Low Segment 3: Shot Segment
Explanation Expectations Expectations Callers Distribution

Attitudinal Segmentation

The Agency Edge
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Revenue Budget Current Agencies Role with Agency Segmentation Title Segmentation Segment 1: High Segment 2: Low Segment 3: Shot Segment Distribution Non-
Explanation Expectations Expectations Callers Differentiating
Attitudes

Segmentation was based exclusively on ratings of attitudinal statements.

Neither the number of segments nor their defining attitudes were predetermined.
All resulted organically from a purely mathematical analysis.

Each segment represents a group of respondents
for whom a particular set of attitudes are strongly connected.
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Budget Current Agencies Role with Agency Segmentation Title Segmentation Segment 1: High

Explanation Expectations

Segment Distribution Non-Differentiating Segment

Attitudes Comparisons
Title

The Lofty Expectations segment demands a lot from their agency AE, including experience, strategic thinking and the ability to identify

new opportunities for their client.

Average Level of Agreement - Segment 1 Attitudes
Lofty Expectations | Underwhelmed | Shot Callers

| expect an agency account manager to be strategic.

| expect an agency account manager to act as if they were part of our team.

| expect an agency account manager to have significant expertise in a wide range of marketin..
| expect an agency account manager to be an excellent project manager.

| expect an agency account manager to alert me to potential opportunities to improve our ma..
| expect an agency account manager keep me up to date with regard to marketing trends.

| expect an agency account manager to understand how I like to work.

| expect an agency account manager to think about my business as if it was their own.

| expect an agency account manager to quickly focus the agency on new information or oppor..
| expect an agency account manager to understand all elements of our marketing budget ind..
| expect an agency account manager to be a seasoned marketer.

| expect to develop a close relationship with an agency account manager.

| expect an agency account manager to respond to me right away. 1-Disagree completely

How do you feel about the following statements?

11

@ 7-Agree completely
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Current Role with Agency Segmentation Title Segmentation Segment 1: High
Agencies Explanation Expectations

Segment 2: Low
Expectations

Segment Distribution

The Underwhelmed segment has found agency AEs to be inexperienced, inefficient sales people.

Average Level of Agreement - Segment 2 Attitudes
Lofty Expectations | Underwhelmed | Shot Callers

| often find agency account managers to be too aggressive in pitching
new services.

| often find agency account managers too focused on sales.

| often find agency account managers to be poor at managing our
budget.

| often find agency account managers to be poor project managers.

| often find agency account managers to pass information on to us
without checking it first.

| often find agency account managers too inexperienced.

1-Disagree completely

How do you feel about the following statements?

12

Non-Differentiating Segment Comparisons Organization
Attitudes Title Type by
Segment

7-Agree completely
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Role with Segmentation Title Segmentation Segment 1: High Segment 2: Low Segment 3: Shot Segment Distribution Non-Differentiating Segment Comparisons Organization Type by Customer Type
Agency Explanation Expectations Expectations Callers Attitudes Title Segment by Segment

Shot Callers want their agency AE to follow their instructions to the letter, and assume that they’ll have to spend time educating them
about marketing.

Average Level of Agreement - Segment 3 Attitudes
Lofty Expectations | Underwhelmed | Shot Callers

| expect to have to spend time educating an agency account manager @ . @
about the best way to market our products or services.

| expect an agency account manager to have a lot to learn about my @ . @
business.
| expect an agency account manager to execute the plan we’ve adopted @ . @
without suggesting changes.

I would rather deal directly with senior management at an agency @ w
instead of an account manager.

| expect an agency account manager to try to sell me additional @ e
services.
| couldn’t do my job without an excellent account manager at my @ e
agency.
1-Disagree completely 7-Agree completely

How do you feel about the following statements?
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Segmentatio Segmentation Segment 1: High Segment 2: Low Segment 3: Shot Non-Differentiating Segment Comparisons
nTitle Explanation Expectations Expectations Callers Attitudes Title

The Underwhelmed segment represents 45% of the respondent group.

Attitudinal Segments

Segment 2: Underwhelmed
45%

Segment 1: Lofty Expectations
25%

14

Organization Type by
Segment

Customer Type by
Segment

Segment 3: Shot Callers

31%

The Agency Edge
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Segmentatio  Segment 1: High Segment 2: Low Segment 3: Shot Segment Distribution Non-Differentiating Segment Comparisons Organization Type by Customer Type by
n Explanatio Expectations Expectations Callers Attitudes Title
n

Role by Segment Revenue by
Segment Segment Segment

While some attitudes are not responsible for differentiating segments, we can nevertheless see statements with which Lofty
Expectations respondents are more likely to disagree.

Average Level of Agreement - Non-Differentiating Attitudes
Lofty Expectations | Underwhelmed | Shot Callers

| expect an agency account manager to make decisions with regard to @@
our account, instead of passing them along to someone else.

| expect an agency account manager to review agency information or . @
recommendations and provide their thoughts before passing it on to us.

| expect an agency account manager to understand my job. ‘ .@
| expect to work with the same agency account manager for the w
duration of our time with the agency.
| expect an agency account manager to be the person managing our w
budget at the agency.
| often find agency account managers to have little understanding of @ . ’
our business.

| often find agency account managers unresponsive. @ . .

1-Disagree completely

7-Agree completely
How do you feel about the following statements?

The Agency Edge
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Segment 1: Segment 2: Low Segment 3: Shot Segment Distribution Non-Differentiating Organization Type by Customer Type by Role by Segment Revenue by Segment Budget by
High Expect Expectations Callers Attitudes Segment Segment Segment
ations

Segment Comparisons
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Segment 2: L Segment 3: Shot Segment Distribution Non-Differentiating

ow Expectati Callers Attitudes
ons

Segment Comparisons Customer Type by

Segment

Role by Segment Revenue by Segment Budget by Segment Gender by

Segment

Lofty Expectations respondents appear somewhat more likely to work for organizations offering services.

Organization Type by Segment
Lofty Expectations | Underwhelmed | Shot Callers

Service Manufacturing

37%

27%

In which type of organization do you work?

25%
21%

17%
14% 0

Retail Non-Profit

20%

14%
° 13% 11%

il .
B =

17

Government Other

31%

6%

1% 1%
The Agency Edge
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Segment 3: Segment Distribution Non-Differentiating Segment Comparisons Organization Type by Role by Segment Revenue by Segment Budget by Segment Gender by Segment Age by Segment
Shot Callers Attitudes Title Segment

Underwhelmed respondents are more likely to say their organizations serve other businesses.

Customer Type by Segment
Lofty Expectations | Underwhelmed | Shot Callers

Businesses Consumers Government

77%
73%

12%

] I

uudl’enc_gguf‘.ﬂl! AMI =~ Mg

Which of the following best describes your organization’s customers? Choose all that apply.

18



Segment Non-Differentiating Segment Comparisons Organization Type by Customer Type by Revenue by Segment Budget by Segment Gender by Segment Age by Segment Worked inan
Distribution Attitudes Title Segment Segment Agency by
Segment

Underwhelmed respondents are more likely to say they are owners.

Role by Segment
Lofty Expectations | Underwhelmed | Shot Callers

. Chief Marketing Officer Marketing Director, Vice President of Marketing
Owner President . . - Other
(CMO) or similar Manager or similar or similar
37%
26%

25%

24%

19%

12% 1106 3% 12%
. . -
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16%

13% 14%
N -. ...

! I

What is your role?

19



Non-Differen
tiating Attit
udes

Segment Comparisons
Title

Organization Type by
Segment

Customer Type by
Segment

Role by Segment Revenue by Segment

All segments include respondents in each revenue bracket.
% of Segment at Each Revenue Level

Lofty Expectations | Underwhelmed | Shot Callers

Under $1 million $1-$10 million $10 - $25 million

19%

24%
17%
15% 12% 15%
o

iia i

What is your organization’s gross annual revenue for this year?

16% 17%

20

Budget by Segment Gender by Segment Age by Segment Worked in an Agency

by Segment

Working with
Agencies Title

$25-$50 million $50-$100 million $100 - $200 million

23%

17% 18%

13% 14% iS%
The Agency Edge
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Segment Organization Type by Customer Type by Role by Segment Revenue by Segment Budget by Segment Gender by Segment Age by Segment Worked in an Agency Working with Agencies Agencies by
Comparisons ~ Segment Segment by Segment Title Segment
Title

Lofty Expectations clients are slightly more likely than other segments to report an annual marketing budget of under $1 million.

Marketing Budget by Segment
Lofty Expectations | Underwhelmed | Shot Callers

Under $250,000 $250,000 - $500,000 = $500,000 - $1 million $1 - $3 million $3-$6 million $6 - $8 million $8-$10 million

23%

18% 20% 19%

16% 15%

13% 15% 1304

12%
I“% = . = I 5 il I =
5%
2% . N

What is your organization’s gross annual marketing budget for this year (not including personnel costs)?

The Agency Edge
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Organizatio Customer Type by
n Type by Se Segment
gment

Role by Segment Revenue by Segment Budget by Segment

There is little difference in gender by segment.

Gender
Lofty Expectations | Underwhelmed | Shot Callers

Female

53%

What is your gender?

22

Age by Segment Worked in an Agency Working with Agencies Agencies by Segment
by Segment Title
Male

52% 55%
(]
EEEEEEEEEEE—

47% l

The Agency Edge
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Customer Role by Segment Revenue by Segment Budget by Segment Gender by Segment

Worked in an Agency Working with Agencies Agencies by Segment Agency Relationships Experience
Type by by Segment Title by Segment Working with
Segment Agencies

While we see all segments in all age groups, Lofty Expectations clients are much more likely to be 50 or older, and Underwhelmed clients
under 40.

Age
Lofty Expectations | Underwhelmed | Shot Callers

20-29 years old 30-39 years old 40-49 years old 50 or older

57%

39%
_ 31%
0,
22% 23% 23% 22% 22% 2>
17% 16%
4%
|

What is your age?

The Agency Edge
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Role by Revenue by Segment Budget by Segment Gender by Segment Age by Segment Working with Agencies Agencies by Segment Agency Relationships Experience Working Role with
Segment Title by Segment with Agencies Agency by
Segment

Nearly half of Underwhelmed respondents say they have worked in an agency themselves.

Worked in an Agency
Lofty Expectations | Underwhelmed | Shot Callers

46%

12%

Have you ever worked in an agency yourself?

The Agency Edge
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Revenue by Budget by Segment Gender by Segment Age by Segment Worked in an Agency Agencies by Segment Agency Relationships Experience Working Role with Agency by Who Interact
Segment by Segment by Segment with Agencies Segment With by
Segment

Working with Agencies

The Agency Edge
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Budget by Gender by Segment Age by Segment Worked in an Agency Working with Agencies Agency Relationships Experience Working Role with Agency by Who Interact With by Who Agency
Segment by Segment Title by Segment with Agencies Segment Segment Interacts With
by Segment

Lofty Expectations clients are more likely to report working with only one agency.

Agencies by Segment
Lofty Expectations | Underwhelmed | Shot Callers

1 2-3 4-5 More than 5

54%

42% 42%

: 8% I

33%

o
15% 13%

9%
6% 7%
L 2 --
2%

The Agency Edge
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How many advertising or marketing agencies currently work with your organization?
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Gender by Age by Segment Worked in an Agency Working with Agencies Agencies by Segment Experience Working Role with Agency by Who Interact With by Who Agency Interacts How Long
Segment by Segment Title with Agencies Segment Segment With by Segment Worked with
Agency Contac..

Underwhelmed clients are more likely to say they have an agency of record or that their agency serves as their marketing department.

Agency Relationships by Segment
Lofty Expectations | Underwhelmed | Shot Callers

We use an agency regularly for |We use an agency sporadically for| An agency is instrumental in our An agency serves as our

. h . . . We have an Agency of Record
project work project work annual marketing planning marketing department gency

449
40% _41% -

37%
34% g 34% 32% 34%
26%
l )

Which best describe the relationship you have with your current marketing/advertising agency or agencies? Choose all that apply.

37%

31%

26%

21%

= I.

The Agency Edge
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Age by Worked in an Agency Working with Agencies Agencies by Segment Agency Relationships Role with Agency by Who Interact With by Who Agency Interacts How Long Worked with Understanding
Segment by Segment Title by Segment Segment Segment With by Segment Agency Contact by Agency Contact
Segment Responsibilities

Respondents say they are fairly experienced with respect to working with agencies.

How Experienced Working with Agencies
Lofty Expectations | Underwhelmed | Shot Callers

Very experienced Somewhat experienced Not very experienced Not experienced at all

529% 3%

_ 707 0
42% 42%

M

How experienced would you say you are with regard to working with marketing or advertising agencies?

6% 4%

—. e
The Agency Edge
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Workedinan  Working with Agencies Agencies by Segment Agency Relationships Experience Working Who Interact With by Who Agency Interacts How Long Worked with Understanding Agency How Often They
Agency by Title by Segment with Agencies Segment With by Segment Agency Contact by Contact Interact by
Segment Segment Responsibilities Segment

Lofty Expectations respondents are slightly less likely to report being the primary point of contact for agencies, although the majority
are nevertheless.

Role with Agency by Segment
Lofty Expectations | Underwhelmed | Shot Callers

I am a primary point of contact for an I’'m not a primary point of contact, but | | supervise my organization’s primary Other
agency sometimes interact with an agency point of contact for an agency
76%

o 73%

62%

18% 18%
10% - 8%
(o]

How would you describe your role with regard to marketing or advertising agencies that work with your organization?

25%

The Agency Edge
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Working Agencies by Segment Agency Relationships

Experience Working Role with Agency by Who Interact With by Who Agency Interacts How Long Worked with Understanding Agency How Often They Opportunities
with by Segment with Agencies Segment Segment With by Segment Agency Contact by Contact Interact by Segment to Interact with
Agencies Ti.. Segment Responsibilities Agency by Seg..

While Lofty Expectations clients are more likely to interact with an AE, Underwhelmed clients are just as likely to interact with the
agency owner.

Who Interact With by Segment
Lofty Expectations | Underwhelmed | Shot Callers

. Assistant Account .

Account Manager or . Director of Account . Junior Account Manager
. Account Supervisor Agency owners Manager or Assistant

Account Executive

Account Executive or Account Coordinator

Other agency employees
with specialized areas
of expertise

Service

52%

47%

42%
39%

37%
33% y—‘ 20 35% 34%
0
25% 25%
22%
13% 14% 15%
8% 9% 9% 9% g%
mEE e

L]
Who do you typically work with when interacting with your marketing or advertising agencies? Choose all that apply.

The Agency Edge
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Agencies by Agency Relationships Experience Working Role with Agency by Who Interact With by How Long Worked with Understanding Agency How Often They Opportunities to How Prefer to
Segment by Segment with Agencies Segment Segment Agency Contact by Contact Interact by Segment Interact with Agency Interact by
Segment Responsibilities by Segment Segment

Lofty Expectations respondents are least likely to say they’re the agency’s only regular point of contact in their organization.

How Many People Agency Interacts With by Segment
Lofty Expectations | Underwhelmed | Shot Callers

Just me Me plus one other person Me plus two or more other people

49%
44%

39%

43%
== 37% 35%
) l l . -
| --

With how many people in YOUR organization does your primary agency account manager regularly interact?

The Agency Edge
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Agency Rela Experience Working Role with Agency by Who Interact With by Who Agency Interacts Understanding Agency How Often They Opportunities to How Prefer to Interact
tionships by with Agencies Segment Segment With by Segment Contact Interact by Segment Interact with Agency by Segment
Segm.. Responsibilities by Segment

Underwhelmed respondents are the least likely to say they’ve worked with their primary AE for more than 3 years.

How Long Worked with Contact by Segment
Lofty Expectations | Underwhelmed | Shot Callers

Less than one year 1-3years More than 3 years

49% 51% 50%

45%

19%
12%

= -

How long have you worked with your primary agency account manager or point of contact?

38%
30%

The Agency Edge
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How Quickly
Agency
Responds Now



Experience Role with Agency by Who Interact With by Who Agency Interacts How Long Worked with Understanding Agency How Often They Opportunities to How Prefer to Interact How Quickly Agency How Quickly

Working Segment Segment With by Segment Agency Contact by Contact Interact by Segment Interact with Agency by Segment Responds Now Clients Expect
with Agenci.. Segment Responsibilities by Segment Response
G

Underwhelmed clients feel that they understand the responsibilities of the agency owner better than they do the AE or AD.

Percent Understanding Contact Responsibilities Well by Segment
Lofty Expectations | Underwhelmed | Shot Callers

Assistant Account
Manager or Assistant
Account Executive

Director of Account Account Manager or

. Junior Account Manager
. Account Supervisor :
Service Account Executive

Agency owners .
gency or Account Coordinator

Other agency employees

65%

57% 55%

51%

21% 21%

18% 5%
11% 12%
e 8% 9%
B |
|

The Agency Edge
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How well do you understand the different responsibilities of the various agency contacts with whom you interact?
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Role with Who Interact With by Who Agency Interacts How Long Worked with Understanding Agency Opportunities to How Prefer to Interact How Quickly Agency How Quickly Clients How Quickly

Agency by Segment With by Segment Agency Contact by Contact Interact with Agency by Segment Responds Now Expect Response Clients Expect
Segment Segment Responsibilities by Segment Response by S..
. ]

Lofty Expectations clients are slightly less likely to say they interact with their agencies every week.

Interaction by Segment
Lofty Expectations | Underwhelmed | Shot Callers

Every day Every week At least once a month Less than once a month

47%

32%

27%

27%
[
21% 18%

26%
o 07
- 23% | 20%
13%
- -

How often do you personally interact with an account executive, account manager or another primary point of contact at marketing or advertising agencies working with your organization?

The Agency Edge
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Who Who Agency Interacts How Long Worked with Understanding Agency How Often They Opportunities to How Prefer to Interact How Quickly Agency How Quickly Clients How Quickly Clients How Quickly

Interact With by Segment Agency Contact by Contact Interact by Segment Interact with Agency by Segment Responds Now Expect Response Expect Response by Clients Expect
With by Se.. Segment Responsibilities by Segment Segment Response by G..
. ]

Lofty Expectations clients are much more likely to say they can interact with their agency as needed in addition to regularly scheduled
reviews.

Opportunities to Interact with Agency by Segment
Lofty Expectations | Underwhelmed | Shot Callers

Both for regularly scheduled reviews and as needed As needed Regularly scheduled account reviews/updates

55%

50%
46%

35%

33%

19% 17%

Which of the following opportunities do you have to interact in person with your agency personnel?

The Agency Edge
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Who Agency How Long Worked with Understanding Agency How Often They Opportunities to How Prefer to Interact How Quickly Agency How Quickly Clients How Quickly Clients How Quickly Clients How Quickly

Interacts Agency Contact by Contact Interact by Segment Interact with Agency by Segment Responds Now Expect Response Expect Response by Expect Response by Clients Expect
With by Se.. Segment Responsibilities by Segment Segment Gender Response by A..
. ]

Lofty Expectations are more likely to say they prefer to interact using all three primary methods.

How Prefer to Interact by Segment
Lofty Expectations | Underwhelmed | Shot Callers

IM/other messaging tool

Email Phone In-person meetings Text Video conferences/meetings
P 9 / 9 (Slack, Basecamp, etc.)

72%
68%

58%

55%

44%

57%
54%
50% 49%

How do you prefer to interact with your agency Account Executive or primary contact? Choose all that apply.

9
23% 26%
20%

%

20% 20% 21%

SE—— |
13% 13%
= ..

The Agency Edge
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How Quickly Clients How Quickly Clients

How Long Understanding Agency How Often They Opportunities to How Prefer to Interact How Quickly Agency
Worked with Contact Interact by Segment Interact with Agency by Segment Responds Now Expect Response Expect Response by
Agency Con.. Responsibilities by Segment Segment

. ]

Most respondents seem to be satisfied with the response time of their current agency AE.

How Quickly Responding Now by Segment

About as quickly as | expect

3: Shot Callers

-
-

1: Lofty Expectations 2: Underwhelmed

- 64% 43%
-71% 4790
-69% a6
- 69% 45%
-70% o

How quickly is your CURRENT agency account manager typically responding to these?

m-
l 1%
. 215
. 19%
. 219
l 7%
. 16%

A phone call about an urgent issue

An email about a non-urgent issue

An email about an urgent issue

A phone call about a non-urgent issue

A request to set up a meeting to discuss
account strategy

A phone call about an invoice or payment

An email about an invoice or payment

37

1: Lofty Expectations| 2:Underwhelmed

How Quickly Clients How Quickly Clients How Feel after
Expect Response by Expect Response by Interaction
Gender Age with AE

More quickly

3: Shot Callers

46% - 40%
B | B

44% - 39%
e B
e e
e | ES
- 35% . 29%

The Agency Edge
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Understandi
ng Agency C
ontact..

How Often They
Interact by Segment

How Prefer to Interact
by Segment

Opportunities to
Interact with Agency
by Segment

How Quickly Agency
Responds Now

How Quickly Clients
Expect Response

How Quickly Clients
Expect Response by
Segment

The majority of respondents expect their AE to respond within an hour for urgent issues.

How Quickly Expect Response

Immediately Within an hour Within 3 hours
A phone call about an urgent issue -38% .25% .17%
An email about an urgent issue 22% - 36% 22%

8% I 15% 20%

An email about an invoice or 10% 1550 18%
payment

Ill% I 14% 21%

How quickly do you expect an agency account manager to respond to the following from you?

An email about a non-urgent issue

A phone call about an invoice or
payment

A request to set up a meeting to
discuss account strategy

38

How Quickly Clients
Expect Response by

How Quickly Clients How Feel after

What Would Do
if Unhappy

Expect Response by Interaction with AE
Age
AMIES;
Only
By end of day Within a week

13%

|4%
B
37% I 14%
39% l 17%

32% 19%

15%

33% 19%

32% 18%

The Agency Edge
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How Often Opportunities to How Prefer to Interact How Quickly Agency How Quickly Clients How Quickly Clients How Quickly Clients How Quickly Clients How Feel after
They Interact with Agency by Segment Responds Now Expect Response Expect Response by Expect Response by Expect Response by Interaction with AE
Interact by .. by Segment Segment Gender Age

Lofty Expectations respondents are more likely to expect a response within an hour for urgent issues.
Underwhelmed respondents are more likely to expect this for non-urgent issues.

How Quickly Expect Response by Segment

What Would Do if What Would Do
Unhappy if Unhappy by
Segment

AMIST

Immediately Within an hour

1: Lofty Expectations 2: Underwhelmed 3:Shot Callers  1: Lofty Expectations 2: Underwhelmed 3: Shot Callers

A phone call about an urgent issue

- 38% - 40% ‘- 35% ‘- 35% 21%
20% 25% ‘- 45% ‘- 33%
13% ‘I 9% I 5% ‘I 16%
11% ‘I 6% I 5% ‘l 17%
w e |- B~
= | I~ I
14% ‘I 12% ‘I 8% ‘I 14%

An email about an urgent issue 22%

"

An email about a non-urgent issue [ 2%

|-

An email about an invoice or payment || 3%

IS%

How quickly do you expect an agency account manager to respond to the following from you?

A phone call about a non-urgent issue

A phone call about an invoice or payment

A request to set up a meeting to discuss
account strategy

23%

33%

17%

20%

17%

20%

17%

The Agency Edge
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Opportunitie How Prefer to Interact How Quickly Agency How Quickly Clients How Quickly Clients How Quickly Clients How Quickly Clients How Feel after What Would Do if What Would Do if What Would Do

s to Interact by Segment Responds Now Expect Response Expect Response by Expect Response by Expect Response by Interaction with AE Unhappy Unhappy by Segment if Unhappy by

Wi.. Segment Gender Age Age or Gender
G

Men and women feel similarly about expected response times. AMICE)yr%S/

How Quickly Expect Response by Gender

Immediately Within an hour

Female Male Female Male

The Agency Edge
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A phone call about an urgent issue

An email about an urgent issue 22% 23%

A phone call about a non-urgent issue

An email about a non-urgent issue

A phone call about an invoice or payment

An email about an invoice or payment

A request to set up a meeting to discuss
account strategy

40



How Prefer How Quickly Agency How Quickly Clients How Quickly Clients How Quickly Clients How Quickly Clients How Feel after What Would Do if What Would Do if What Would Do if Expectations

to Interact Responds Now Expect Response Expect Response by Expect Response by Expect Response by Interaction with AE Unhappy Unhappy by Segment Unhappy by Age or Title
by Segment Segment Gender Age Gender
. ]

Older client contacts appear to be somewhat more demanding when it comes to response time for urgent issues. AMICEDYI’%S/

How Quickly Expect Response by Age

Immediately Within an hour

Under 35 35-44 45 or older Under 35 35-44 45 or older

An email about an urgent issue 27% .33% . 22% 27%
I 11% 18% I 14% . 22% I 13%
I 14% 10% I 17% . 24% I 18%
I 16% 18% I 11% . 25% I 15%
l 21% 13% I 14% . 24% . 22%
l 21% 17% . 22% I 16% I 18% I 8%

The Agency Edge
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A phone call about an urgent issue 17%

25% 44%

A phone call about a non-urgent issue 14%

An email about a non-urgent issue 14%

A phone call about an invoice or payment 14%

An email about an invoice or payment 14%

A request to set up a meeting to discuss
account strategy

4



How Quickly
Agency
Responds N..

How Quickly Clients
Expect Response

How Feel after
Interaction with AE

How Quickly Clients
Expect Response by
Segment

How Quickly Clients How Quickly Clients
Expect Response by Expect Response by
Gender Age

What Would Do if
Unhappy

What Would Do if
Unhappy by Segment

What Would Do if
Unhappy by Age or
Gender

Expectations Title

Important AE
Characteristics

Lofty Expectations respondents are much more likely to report feeling satisfied after an interaction, and less likely to report negative
feelings.

How Feel After Interaction by Segment

Positive

Negative

Total
Satisfied
Happy
Encouraged
Relieved
Impressed
Entertained
Intrigued
Flattered
Total
Concerned
Frustrated
Unsatisfied
Unimpressed
Critical
Irritated
Discouraged

Condescended to

1: Lofty Expectations

I, 08%
— 7 7%
I 18%

C3s%

I 21%

I 18%

Bs5%

M 8%

3%

I 22%

B s%

B 7%

I 31%
N 21%
I 24%
N 17%

I 13%

5%

W 4%
S A%
N 14%

B 12%

3% B o%
B5% | [34
12% B s%
2% B s%
B4% 3%
|1%

2: Underwhelmed

I, 7%

56%

Which best describe how you usually feel after a typical interaction with your agency Account Executive or main point of contact? Choose all that apply.

42

B 10%
Bl 0%
5%
7%
5%

3%
3%
11%

The Agency Edge
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3: Shot Callers

I 0o%

P 34%
P 31%
I 25%
I 24%
M 8%

B 2%

I3%

I 33%

58%



How Quickly How Quickly Clients How Quickly Clients How Quickly Clients How Feel after What Would Do if What Would Do if Expectations Title Important AE Top 5
Clients Expect Response by Expect Response by Expect Response by Interaction with AE Unhappy by Segment Unhappy by Age or Characteristics Characteristics
Expect Res.. Segment Gender Age Gender by Segment

More than half of respondents say that if they were unhappy with their AE, a conversation with that person would AMIEyes
be their first step. Only

What Would You Do if Unhappy

1st 2nd 3rd
Speak to or email the point of contact about my 55% 16% 10%
concerns
Speak to or email their supervisor about my 20% 229% 28%
concerns
Allow time to see if the situation improves 14% 28% 15%
Speak to or email agency ownership about my 11% 229 220
concerns
Request a new point of contact be as§|gned .to my ¥ 304 11% 20%
account immediately
Begin looking for a new agency 4% 6% 9%

If you were unhappy with your primary agency point of contact, which of the following would you do, and in which order?

The Agency Edge
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How Quickly How Quickly Clients How Quickly Clients How Feel after What Would Do if
Clients Expect Response by Expect Response by Interaction with AE Unhappy
Expect Res.. Gender Age

Shot Callers are slightly less likely to speak to the AE first.

What Would You Do First if Unhappy (by Segment)

1: Lofty Expectations

Speak to or email the point of contact 54%
about my concerns

Speak to or email their supervisor

11%
about my concerns
Allow time to see |fthe§|tuat|on 16%
improves
Speak to or email agency ownership 10%

about my concerns

Request a new point of contact be
assigned to my account immediately

3%

Begin looking for a new agency [l 3%

What Would Do if What Would Do if
Unhappy by Segment Unhappy by Age or
Gender
]

2: Underwhelmed

55%

20%

10%

7%

1%

3%

If you were unhappy with your primary agency point of contact, which of the following would you do, and in which order?

44

Expectations Title

Important AE Top 5 Characteristics Important
Characteristics by Segment Characteristics
by Gender

AMIGT

3: Shot Callers

43%
20%
12%
13%
4%
4%

The Agency Edge
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What Would Do if

How Quickly How Quickly Clients How Feel after
Clients Expect Response by Interaction with AE Unhappy
Expect Res.. Age

There are few differences by age or gender.

What Would You Do First if Unhappy (by Age)

Under 30

Speak to or email the point of contact
51%
about my concerns

Speak to or email their supervisor

22% 23% 19%
about my concerns
Allow time to see if the _s,ituation 10% 12% 13%
improves
Speak to or email agency ownership 9% 7% 14%
about my concerns
quuest anew point qf contz?lct be 1% 1% 3%
assigned to my account immediately
Begin looking for a new agency | 5% 5% 1%
None of these | 2% 4%

What Would Do if
Unhappy by Segment

30-39 years 40-49 years 50-59 years 60 years or
old

Id
51% . 45%

old

10%

12%

12%

4%

3%

4%

What Would Do if Expectations Title Important AE Top 5 Characteristics Important Important

Unhappy by Age or Characteristics by Segment Characteristics by Characteristics

Gender Gender by Age Group
.}

AMISS

What Would You Do First if Unhappy (by Gender)

Female Male
older
56% 56% 49% 54%
10% 20% 15%
16% 15% 10%
6% 9% 11%
2% 3% 2%
3% 2% 4%
8% 2% 4%

The Agency Edge
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How Quickly How Feel after What Would Do if What Would Do if What Would Do if Important AE Top 5 Characteristics Important Important Preferred AE
Clients Interaction with AE Unhappy Unhappy by Segment Unhappy by Age or Characteristics by Segment Characteristics by Characteristics by Age Gender by
Expect Res.. Gender Gender Group Respondent G..

Expectations and Dreams

The Agency Edge
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Preferred AE Gender Preferred AE

How Feel What Would Do if What Would Do if What Would Do if Expectations Title Important AE Top 5 Characteristics Important Important

after Unhappy Unhappy by Segment Unhappy by Age or Characteristics by Segment Characteristics by Characteristics by Age by Respondent Gender Age by

Interaction .. Gender Gender Group Respondent A..
.}

Lofty Expectations clients are much more likely to prioritize a wide range of marketing expertise, ability to adapt without panic, and

strategic, innovative thinking. They are less likely to prioritize age, personality or gender.

Most Important AE Characteristics

3:Shot Callers Grand Total

Expertise in a wide range of marketing disciplines [ NREREE 53° [ 39% [ 5% [— 6%
[— e [— 44 I 45%
32%

1: Lofty Expectations 2: Underwhelmed

Years of marketing experience | +7%
Digitally savvy I 37% 27% 34%
Ability to adapt to change or challenge without panic | IR 45% 2% 27% 31%
Age Il 9% ) T 3e% 30%
Passion for excellence in marketing 28% % 35% 29%
Personality [l 11% 29% 33% T 2e%
Delivery on commitments I 22% T 19% N 17% e 0%
Results-focused I 23% N 15% T 20% N 19%
Detail-oriented [N 24% I 14% o 18% I 8%
Ability to meet deadlines I 16% N 14% N 15% I 15%
College experience [l 6% 7% D 8% B 5%
Gender 4% I 21% I 3% I 4%
Strategic thinking [N 23% B 0% B 13% B 24%
Focus on keeping me informed [l 12% B 4% N 17% B 14%
Clear and succinct communication I 20% B 1% B 15% B 4%
Ability to make things happen in response to new information or opportunities [l 19% B 2% B 0% B 3%
Politeness [ll 7% N 16% N 3% | FED
Innovative thinking I 20% W s% B 1% B 2%
Presentation skills [l 8% B 0% | ED | E
Quality of communication using the method | most prefer (phone, email, etc.) [l 7% | E3 | ED W s%
Ownership of all activities and results on my account [l 9% I 0% | 50 I 8%
Familiarity with our key success metrics and our performance against them [l 13% 7% | 20 | K8
Familiarity with developments in our industry Il 15% | 50 | B8 W 7%
Ability to delegate [2% W s% Bs% | B3
W s% I3% 0%

Communication without errors or grammatical mistakes 2%

Which do you consider the most important characteristics of an agency account manager? Choose your top 5.
The Agency Edge
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What Would What Would Do if What Would Do if
Do if Unhappy by Segment Unhappy by Age or
Unhappy Gender

Important AE Top 5 Characteristics Important Important Preferred AE Gender Preferred AE Age by

Characteristics by Segment Characteristics by Characteristics by Age by Respondent Gender Respondent Age
Gender Group
G

Preferred
Agency Type by
Segment

Lofty Expectations respondents are more likely to prioritize "ability to adapt to change or challenge without panic” in their top five

characteristics for an AE.

1: Lofty Expectations

Expertise in a wide
range of marketing [Bts&4
disciplines

Years of markgtlng 47%
experience

Ability to adapt to
change or challenge BSR4
without panic

Digitally savvy EX&Q

Passion for
excellence in A32)
marketing

2: Underwhelmed 3: Shot Callers

Expertise in a wide
range of marketing BSR4
disciplines

Years of marketing
experience

Expertise in a wide
range of marketing
disciplines

Years of markgtlng 44%
experience

Age Age B4

Passion for excellence
35%

Personality in marketing

Digitally savvy Digitally savvy BE)

The Agency Edge
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Preferred Agency Type

Formal

What Would What Would Do if Expectations Title Important AE Top 5 Characteristics Important Important Preferred AE Gender Preferred AE Age by
Doif Unhappy by Age or Characteristics by Segment Characteristics by Characteristics by Age by Respondent Gender Respondent Age by Segment Feedback of AE
Unhappy by.. ~ Gender Gender Group by Segment
—
There is little difference between women and men with respect to the characteristics of an AE that they prioritize.
Most Important AE Characteristics by Gender
Female Male
Expertise in a wide range of marketing disciplines | ENRNEEE /<2 D 43%
Years of marketing experience [ NRNRNREEEEN /5% I, 5%
Digitally savvy | NG 35% 28%
Ability to adapt to change or challenge without panic [N 355 28%
Age 25% I ER
Passion for excellence in marketing I 31% 27%
Personality 25% 27%
Delivery on commitments [N 20% s
Results-focused | 14% 2w
Detail-oriented I 19% D 1e%
Ability to meet deadlines [N 15% e 15%
College experience [N 15% e 15%
Gender [N 15% P 14%
Strategic thinking [N 14% e 15%
Focus on keeping me informed [N 14% I 1%
Clear and succinct communication [ 15% N 13%
Ability to make things happen in response to new information or opportunities [N 12% P 15%
Politeness (I 14% . 2%
Innovative thinking I 13% B 1%
Presentation skills [ 11% | D
Quality of communication using the method | most prefer (phone, email, etc.) Il 7% [ E3
Ownership of all activities and results on my account [ 8% | B
Familiarity with our key success metrics and our performance against them | B8 B s
Familiarity with developments in our industry [l 7% | KA
Ability to delegate Il 4% .
Communication without errors or grammatical mistakes [l 2% | B3
Which do you consider the most important characteristics of an agency account manager? Choose your top 5.
The Agency Edge
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Important Important Preferred AE Gender Preferred AE Age by Preferred Agency Type Formal Feedback of AE Would Like to
Characteristics by Age by Respondent Gender Respondent Age by Segment by Segment Provide
Feedback by S..

Important AE Top 5 Characteristics
by Segment Characteristics by
Gender Group
G

What Would Expectations Title
Characteristics

Do if
Unhappy by..
Younger respondents are much more likely to prioritize the age of their AE. Older respondents prioritize experience, passion and being

60 or older

results-focused.
Most Important AE Characteristics by Age
Under 30 30-39 40-49 50-59
Expertise in a wide range of marketing disciplines 32% T 39% D 55 | BA& s
Years of marketing experience N +7% I a3 I as% I 4% L EU
Digitally savvy 28% 31% 31% 32% T ee%
Ability to adapt to change or challenge without panic 26% 30% 34% e 27%
Ace N s [N 6% — e e
Passion for excellence in marketing [l 17% 28% 29% 31% P 43%
32% 28% 29% B 17% 7%
P 15% FED 3% T 2a%
) - o —
[ 210 0 29%
0 19%

Personality

Delivery on commitments [l 12%
Results-focused [l 16% P 4%
Detail-oriented [l 15% 7% 0 18%
Ability to meet deadlines Il 14% B 1% I 16% T 19%
College experience 26% I 20% B 3% | B2 | B3
Gender 27% 2% | 0 | B4 | B3
Strategic thinking [l 12% | EB N 7% N 7% I 21
Focus on keeping me informed [l 15% B 13% I 3% 0 19% I 2%
Clear and succinct communication [l 12% I 2% W s% 1% I 26%
Ability to make things happen in response to new information or opportunities [l 11% % I 23% I 17% [ 0%
Politeness T 22% B 0% 7% | ED B zo%
Innovative thinking [l 5% B 24% 1% I 24% I 26%
Presentation skills [l 9% M 20% | B | B3 | FED
Quality of communication using the method | most prefer (phone, email, etc.) [l 6% W% M 5% M 0% W 0%
Ownership of all activities and results on my account [ll % | D | B8 I 12% | EC
Familiarity with our key success metrics and our performance against them | 2% | K8 | B3 2% | B2
Familiarity with developments in our industry [l 6% l2» | B8 W 0% [ 22%
Ability to delegate I 5% W7 W7 5% |2%
5% | 23 5%
The Agency Edge
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Communication without errors or grammatical mistakes | 2%

Which do you consider the most important characteristics of an agency account manager? Choose your top 5.
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Expectation Important AE Top 5 Characteristics Important

Important Preferred AE Gender Preferred AE Age by Preferred Agency Type Formal Feedback of AE Would Like to Provide Impact of
s Title Characteristics by Segment Characteristics by Characteristics by Age by Respondent Gender Respondent Age by Segment by Segment Feedback by Segment Feedbackon
Gender Group

Agency Service

Those who say gender is important overwhelmingly prefer an AE of their own gender.

Preferred AE Gender (if gender is important) by Respondent Gender

87%

Female
Respondent

13%

89%

Male Respondent

11%

Female AE

Male AE

Which gender would you prefer for your agency account manager?

The Agency Edge
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Important A Top 5 Characteristics Important Important Preferred AE Gender Preferred AE Age by Preferred Agency Type Formal Feedback of AE Would Like to Provide Impact of Feedback on Time Spent by

E Characteri by Segment Characteristics by Characteristics by Age by Respondent Gender Respondent Age by Segment by Segment Feedback by Segment Agency Service Agency on

stics Gender Group Managing Acc..

Older respondents who feel age is important would prefer an older AE; younger ones would prefer an AE under 35.

Preferred AE Age by Respondent Age

59%
Respondents 50 or older 37%
Respondent 40-49 47% 40%
13%
57%
Respondents Under 40 35%
8%
I
AE under 35 AE 35-44 AE 45 or older

Which age range would you prefer for your agency account manager?

The Agency Edge
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Top 5 Charac Important Important Preferred AE Gender Preferred AE Age by

Preferred Agency Type Formal Feedback of AE Would Like to Provide Impact of Feedback on Time Spent by Agency What AE Should
teristicsby S Characteristics by Characteristics by Age by Respondent Gender Respondent Age by Segment by Segment Feedback by Segment Agency Service on Managing Account Do with One
eg.. Gender Group by Segment Hour Left by S..

.}
Shot Callers are more likely to say they prefer agencies who work with outside specialists vs. having all skills in-house. Lofty
Expectations clients appear the most flexible.
Preferred Agency Type by Segment
Lofty Expectations | Underwhelmed | Shot Callers
An agency with close relationships to
An agency with all skills and activities specialists who conduct activities under Either are acceptable for any work It would depend on the work required for
in-house the agency’s direction and oversight, but required for our account our account at the time
without providing those skills in-house
43%
35%  37% 349
30%

B
Il ]

With which type of agency would you prefer to work?

The Agency Edge
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Important C Important Preferred AE Gender Preferred AE Age by Preferred Agency Type Would Like to Provide Impact of Feedback on Time Spent by Agency What AE Should Do
haracteristic ~ Characteristics by Age by Respondent Gender Respondent Age by Segment Feedback by Segment Agency Service on Managing Account with One Hour Left by
sby.. Group by Segment Segment

Underwhelmed clients are more likely to say their agency requests formal feedback from them about their AE.

Formal Feedback About AE by Segment
Lofty Expectations | Underwhelmed | Shot Callers

58%

Does your agency request formal feedback from you (report cards, written reviews, etc.) about your agency point of contact or Account Executive?

The Agency Edge
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Important C Preferred AE Gender Preferred AE Age by Preferred Agency Type Formal Feedback of AE Impact of Feedback on Time Spent by Agency What AE Should Do Transparency with
haracteristic by Respondent Gender Respondent Age by Segment by Segment Agency Service on Managing Account with One Hour Left by Agencies
sby.. by Segment Segment

. ]

Among those who aren’t asked for formal feedback about their AE, a significant percentage wish they were.

Would Like to Provide Formal Feedback About AE
Lofty Expectations | Underwhelmed | Shot Callers

Yes No I'm not sure

44%

37%

33%

36% ..

Do you wish your agency requested formal feedback from you about your agency point of contact or Account Executive?

31%

23%

.. -

The Agency Edge
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Preferred AE Preferred AE Age by Preferred Agency Type Formal Feedback of AE

Would Like to Provide Impact of Feedback on Time Spent by Agency What AE Should Do Transparency with Transparency with Technology
Gender by Respondent Age by Segment by Segment Feedback by Segment Agency Service on Managing Account with One Hour Left by Agencies Agencies by Segment Platforms to
Responden.. by Segment Segment Use with Agen..

Among those who are asked for formal feedback about their AE, the vast majority (regardless of segment) believe it improves the level
of service they receive.

Does Formal Feedback Improve Service?
Lofty Expectations | Underwhelmed | Shot Callers

Yes

93%

90%
. 85%

Do you find this helpful in improving the level of service you receive?
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Preferred AE Preferred Agency Type Formal Feedback of AE Would Like to Provide Impact of Feedback on Time Spent by Agency What AE Should Do Transparency with Transparency with Technology Platforms Technology
Age by by Segment by Segment Feedback by Segment Agency Service on Managing Account with One Hour Left by Agencies Agencies by Segment to Use with Agencies Platforms by
Responden.. by Segment Segment Segment

Underwhelmed clients are more likely than others to say their agency spends more time than necessary managing their account.

Time Spent by Agency on Managing Account by Segment
Lofty Expectations | Underwhelmed | Shot Callers

The agency spends an appropriate amount The agency spends more time than . I’'m not sure how much time the agenc
gency sp . ppropri . gency sp I The agency doesn’t spend enough time R W mucn L gency
of time necessary spends on these activities.

34%

76% 74%

I : I —
6% I
— | . e

How do you feel about the amount of time spent by your agency on managing your account and projects, vs. actually developing or executing marketing initiatives?

The Agency Edge
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Preferred Formal Feedback of AE Would Like to Provide Impact of Feedback on Time Spent by Agency What AE Should Do Transparency with Transparency with Technology Platforms Technology Platforms Technology
Agency Type by Segment Feedback by Segment Agency Service on Managing Account with One Hour Left by Agencies Agencies by Segment to Use with Agencies by Segment Platforms by
by Segment by Segment Segment Age

Lofty Expectations respondents are more likely to want strategic thinking from their AE if they only had an hour left to work with them.

What AE Should Do with One Hour Left by Segment
Lofty Expectations | Underwhelmed | Shot Callers

Strategic thinking about future marketing Tactical work to advance existing Review spending and budget to identify Coordinate a meeting with someone else in
opportunities marketing initiatives potential cost savings the agency instead

42%

31% 31%

I 35% 34%

19%
. .

Imagine you had ONE HOUR LEFT to work with your primary agency contact. What would you rather have them do during that hour?

The Agency Edge
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Formal Would Like to Provide Impact of Feedback on

Time Spent by Agency What AE Should Do Transparency with Transparency with Technology Platforms Technology Platforms Technology Platforms Technology
Feedback of Feedback by Segment Agency Service on Managing Account with One Hour Left by Agencies by Segment to Use with Agencies by Segment by Age Platforms by
AE by Segm.. Segment Gender
. ]
Most respondents say they are transparent to some degree with their agencies, but a minority say they are AMI Eyes
"completely transparent”, even with marketing program goals, results or KPIs. Only

Transparency with Agencies

Not transparent at all

Marketing goals

|3%
|3%
|3%
|
|3%
|
|-

Business goals

Marketing program or
initiative results

Key Performance Indicators
(KPIs)

Agency budget

Overall marketing budget

Financial results

Not very transparent

I 3%
|4%
|4%
I
|-
|-
I

How transparent are you with respect to the following when engaging with your agencies?

20%
20%
22%
25%
22%

24%

59

Somewhat transparent

-
-
-
-
-
-

Very transparent Completely transparent

27%
25%
27%
27%

25%

The Agency Edge
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Would Like Impact of Feedback on Time Spent by Agency What AE Should Do
to Provide Agency Service
Feedbackb.. by Segment Segment

Lofty Expectations clients appear to offer agencies more transparency across the board than others.

Transparency with Agencies by Segment

Completely transparent

1: Lofty Expectations

;- .-
- N-
37% ‘. 26%
- 28% ‘. 26%
- 28% ‘- 30%
o B
. 25% ‘. 26%

How transparent are you with respect to the following when engaging with your agencies?

Marketing goals

Business goals

Marketing program or
initiative results

Key Performance
Indicators (KPIs)

Agency budget
Overall marketing budget

Financial results

Transparency with
on Managing Account with One Hour Left by Agencies

2: Underwhelmed

Transparency with

Technology Platforms Technology Platforms Technology Platforms Technology Platforms Agency Net
Agencies by Segment to Use with Agencies by Segment

by Age by Gender Promoter
Scores

3: Shot Callers

26%

- B
- -
H- -
- .-
E- -

60

1: Lofty Expectations

AMIGT

Very transparent

2: Underwhelmed 3: Shot Callers

37%

.-
=
— =
.-
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Impact of Time Spent by Agency What AE Should Do Transparency with Transparency with Technology Platforms Technology Platforms Technology Platforms Agency Net Promoter Implications
Feedback on on Managing Account with One Hour Left by Agencies Agencies by Segment by Segment by Age by Gender Scores
Agency Ser.. by Segment Segment

. ]
File-sharing software is the most often-used technology on our list, but many others are listed as used or desired. AMI%yﬂe[}Sf

Technology Platforms to Use with Agencies

Currently using Would like to use No need Don’t know what this is

File sharing software 52% 27% 19% 2%

Collaboration software 44% 34% 17% 5%

Project management software with client
access

32% 21% 3%

Data visualization software 32% 20% 5%

Metrics/analytics software with client
access

40% 36% 20% 4%

Version control software 32% 35% 23% 9%

Which technology platforms make sense to use with your agency?
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Time Spent What AE Should Do Transparency with Transparency with Technology Platforms Technology Platforms Technology Platforms Agency Net Promoter Implications Assumption:
by Agency with One Hour Left by Agencies Agencies by Segment to Use with Agencies by Age by Gender Scores Hire Young AE's
on Managin.. Segment

There are some differences in the software different segments are using with their agencies, but most are either using AMIEyes
them or would like to. Only

Technology Platforms to Use with Agencies (by Segment)

Currently using Would like to use

1: Lofty Expectations 2: Underwhelmed 3: Shot Callers 1: Lofty Expectations 2: Underwhelmed 3: Shot Callers

File sharing software 64% 44% 15% 33% 29%

Collaboration software 41% 28% 36% 36%
Project manag.emen.t software 38% 24% 35% 33%
with client access
Data visualization software 42% 32% 31% 34%
Metrlcs/anr?ilytlc.s software 36% 32% 37% 37%
with client access
Version control software 34% 29% 34% 40%
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What AE Transparency with Transparency with Technology Platforms Technology Platforms Technology Platforms Agency Net Promoter Implications Assumption: Hire Experience over
Should Do Agencies Agencies by Segment to Use with Agencies by Segment by Gender Scores Young AE’s Age
with One H..

G

Younger respondents who aren’t sharing technology platforms with their agencies now are more likely than older AMIEyes
respondents to want to do so. Only

Technology Platforms by Age

Currently using Would like to use

Under 30 30-39 40-49 50-59 60 or older Under 30 30-39 40-49 50-59 60 or older

File sharing software - 56% . 49% . 51% . 54% . 48% I 27% 34% I 29% I 18% I

. 44% . 44% . 46% . 48% 35% . 42% 38% 33% I 26% I 25%
. 49% . 48% . 45% . 40% I 27% . 36% 33% I 24% 31% . 37%
. 43% . 46% . 41% 33% l 30% . 36%
. 46% 35% 35% I 28% I 10% 35%

Which technology platforms make sense to use with your agency?

24%

Collaboration software

Project management software
with client access

28% 34% 32% 35%

37% 34% 35% . 38%
40% . 39% I 24% l 30%

The Agency Edge
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Data visualization software

Metrics/analytics software
with client access

Version control software
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Transparenc Transparency with Technology Platforms Technology Platforms Technology Platforms Agency Net Promoter Implications Assumption: Hire Experience over Age Assumption:

y with Agenc Agencies by Segment to Use with Agencies by Segment by Age Scores Young AE’s Try AE’s Until

ies We Find a Fit
G

. . . . . Eyes

Women are often equally or more likely to be using software platforms with their agencies. Only

Technology Platforms by Gender

Currently using Would like to use
Female Male Female Male

File sharing software 50% 53% 28% 27%

Collaboration software 46% 43% 33% 34%

Project managc.amen.t software 1% 27% 36%
with client access
Data visualization software 39% 30% 34%
Metrics/analytics software 42% 39% 34% 37%

with client access

Version control software 38% 28% 32% 38%
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Transparenc Technology Platforms Technology Platforms Technology Platforms Technology Platforms Implications Assumption: Hire Experience over Age Assumption: Try AE's Expect Long AE
ywith Agenc  to Use with Agencies by Segment by Age by Gender Young AE's Until We Find a Fit Relationship
iesb..

Lofty Expectations respondents reflect higher Net Promoter Scores than other segments, although they are still much lower than
agencies would want for their own clients.

NPS Groups

Based on the level of account service you receive, how likely would you be to recommend your current agency to another organization?

1: Lofty Expectations 2: Underwhelmed 3: Shot Callers
28 7 10

Promoters (9-10 rating) 43% 36% 29%

Passives (7-8 rating) 42% 35% 52%

Detractors (0-6 rating) 15% 29% 19%

The Agency Edge
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Technology Technology Platforms Technology Platforms Technology Platforms Agency Net Promoter Implications Assumption: Hire Experience over Age Assumption: Try AE’s Expect Long AE Assumption:
Platforms to by Segment by Age by Gender Scores Young AE's Until We Find a Fit Relationship Demographics
Use with A.. Matter

Implications for
Common Agency Assumptions

The Agency Edge
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Technology Technology Platforms Technology Platforms Agency Net Promoter Implications Assumption: Hire Experience over Age Assumption: Try AE’s Expect Long AE Assumption: Gender
Platforms by by Age by Gender Scores Young AE's

Until We Find a Fit Relationship Demographics Matter
Segment

"We can get away with hiring young, inexpensive
AE’s.”

The Agency Edge
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Technology Technology Platforms Agency Net Promoter Implications Assumption: Hire Experience over Age Assumption: Try AE’s Expect Long AE Assumption: Gender
Platforms by by Gender Scores Young AE’s Until We Find a Fit Relationship Demographics Matter
Age

Most respondents prioritize breadth of expertise and years of experience over age.

% Selecting Age as Most Important AE Characteristic

1: Lofty Expectations 2: Underwhelmed 3: Shot Callers

Expertise in a wide range of

58%
marketing disciplines 8%

39% 45%

Years of marketing experience 47%

Ability to adapt to change or

. ) 45%
challenge without panic

26% 27%

Age 9% 38% 36%
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Technology Agency Net Promoter Implications Assumption: Hire Experience over Age Assumption: Try AE’s Expect Long AE Assumption: Gender Age Assumption:
Platforms by Scores Young AE’s Until We Find a Fit Relationship Demographics Matter Clients Hate
Gender Being Upsold

"We'll just keep trying AE’s until we find the right
fit for the client.”

The Agency Edge
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Agency Net Implications Assumption: Hire Experience over Age Assumption: Try AE’s Expect Long AE Assumption: Gender Age Assumption: Clients Opportunities
Promoter Young AE's Until We Find a Fit Relationship Demographics Matter Hate Being Upsold vs. Upsell
Scores

Clients expect to work with the same AE for the duration.
Expect Long AE Relationship

% Rating "”Strongly Agree”
Lofty Expectations | Underwhelmed | Shot Callers

| expect to work with the same agency account manager for the duration of our time with the agency.

60%

49% >2%
(o]
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Implications Assumption: Hire Experience over Age Assumption: Try AE's Expect Long AE Assumption: Gender Age Assumption: Clients Opportunities vs. Assumption:
Young AE’s Until We Find a Fit Relationship Demographics Matter Hate Being Upsold Upsell Agency
Experience Hel..

"Demographics matter when assigning an AE.”

The Agency Edge
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Assumption: Experience over Age Assumption: Try AE's Expect Long AE Assumption: Gender Age Assumption: Clients Opportunities vs. Assumption: Agency Worked in
Hire Young Until We Find a Fit Relationship Demographics Matter Hate Being Upsold Upsell Experience Helps Agencies
AE's

Those who care about gender want an AE of their own gender.

AE Gender Preference Among Male Respondents Who Say Gender is Important AE Gender Preference Among Female Respondents Who Say Gender is Important

89% 87%

0,
11% 13%
Male AE Female AE Male AE Female AE
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Experience Assumption: Try AE’s
over Age Until We Find a Fit

Those who care about age want AEs in their own age group.

Expect Long AE
Relationship

Assumption: Gender
Demographics Matter

AE Age Preference (if age is important)

Respondents 50 or older

Respondents Under 40

4%

57%

AE under 35

Age

Assumption: Clients Opportunities vs.
Hate Being Upsold Upsell
37%
35%
AE 35-44

73

Assumption: Agency Worked in Agencies Assumption:
Experience Helps Not Order
Takers
59%

8%
|

AE 45 or older

The Agency Edge
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Assumption: Expect Long AE Assumption: Gender Age Assumption: Clients Opportunities vs. Assumption: Agency Worked in Agencies Assumption: Not Order Marketing
Try AE's Relationship Demographics Matter Hate Being Upsold Upsell Experience Helps Takers Budgets
Until We Fi..

"Clients hate being upsold.”

The Agency Edge
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Expect Long Assumption: Gender

Age Assumption: Clients Assumption: Agency Worked in Agencies Assumption: Not Order Marketing Budgets Assumption:
AE Demographics Matter Hate Being Upsold Experience Helps Takers Strategic
Relationship Advisors

All clients expect to be upsold. Framing as new opportunities may be more productive with some segments.

Shared Expectations
% Rating "”Strongly Agree”
Lofty Expectations | Underwhelmed | Shot Callers

. . | expect an agency account manager to alert me to potential opportunities to improve
| expect an agency account manager to try to sell me additional services. . . . .
our marketing, even if there are additional costs involved.

82%

59%

47% 47%

39%

15%
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Assumption: Gender Age Assumption: Clients Opportunities vs. Assumption: Agency Worked in Agencies Assumption: Not Order Marketing Budgets Assumption: Strategic Strategic
Demographi Hate Being Upsold Upsell Experience Helps Takers Advisors Thinking
cs Mat..

"Clients with agency experience understand us.”

The Agency Edge
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Gender Age Assumption: Clients Opportunities vs. Assumption: Agency Assumption: Not Order Marketing Budgets Assumption: Strategic Strategic Thinking Agency Edge
Hate Being Upsold Upsell Experience Helps Takers Advisors Research Series

The most challenging clients are those who have worked in agencies themselves.

Worked in an Agency
Lofty Expectations | Underwhelmed | Shot Callers

46%

The Agency Edge
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Assumption: Clients Opportunities vs. Assumption: Agency Worked in Agencies Assumption: Not Order Marketing Budgets Assumption: Strategic Strategic Thinking
Hate Being Upsold Upsell Experience Helps Takers Advisors

"We don’t want to be order takers.”

The Agency Edge
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Gen Age Assumption: Clients Opportunities vs. Assumption: Agency Worked in Agencies Assumption: Not Order Assumption: Strategic Strategic Thinking Agency Edge Research
der Hate Being Upsold Upsell Experience Helps Takers Advisors Series

Shot callers are one third of the audience, with the largest budgets.

Marketing Budget
Lofty Expectations | Underwhelmed | Shot Callers

$1 million or more

63%

The Agency Edge
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Assumption: Clients Opportunities vs. Assumption: Agency Worked in Agencies Assumption: Not Order Marketing Budgets Assumption: Strategic Strategic Thinking
Hate Being Upsold Upsell Experience Helps Takers Advisors

"Clients want a strategic advisor.”

The Agency Edge
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Gen Age Assumption: Clients Opportunities vs. Assumption: Agency Worked in Agencies Assumption: Not Order Marketing Budgets Assumption: Strategic Strategic Thinking Agency Edge Research
der Hate Being Upsold Upsell Experience Helps Takers Advisors Series

"Strategic Thinking” is low on the list of what is important in choosing an agency.

% Selecting Strategic Thinking

1: Lofty Expectations 2: Underwhelmed 3: Shot Callers

Expertise in a wide range of marketing

58%
disciplines 8%

39% 45%

Years of marketing experience 46%

Digitally savvy 37% 27% 34%

Strategic thinking 23% 10% 13%
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Gen
der

Age

Assumption: Clients Opportunities vs. Assumption: Agency Worked in Agencies Assumption: Not Order Marketing Budgets Assumption: Strategic Strategic Thinking
Hate Being Upsold Upsell Experience Helps Takers Advisors

The Agency Edge

RESEARCH SERIES

DOWNLOAD our annual studies for agencies FREE at
agencymanagementinstitute.com/agency-tools/agency-edge-research-series/

and
audienceaudit.com/agencyedge/

2017: What Clients Really Want from Agency Account Managers
2016: Making the Most of Your Agency’s Millennial Workforce
2015: Hiring and Firing Insights
2014: Client Attitudes About Agencies
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