The Agency Edge

RESEARCH SERIES

2023 AGENCY EDGE

ATTITUDINAL SEGMENTATION
RESEARCH RESULTS
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THIS YEAR'S QUESTION:

VWHAT MAKES CLIENTS GIVE THEIR
CURRENT AGENCIES MORE MONEY?
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CHARACTERISTICS

% Online survey fielded in January 2023

® > |2 respondents

® All marketing decision-makers In agency clients
% <$500M revenue
% <$20M marketing budget

® +/- 4.2 point margin of error at 95% confidence level
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ATTITUDINAL SEGMENTATION

® Based exclusively on ratings of attitudinal statements

® No demograpnics or other data included

® Both the number of segments and their defining
attitudes are the organic result of a statistical analysis ana
were not predetermined

® Fach represents a group of respondents who share a set
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3 ATTITUDINAL SEGMENTS

43%

£10)7

pAY.

Relationship Builders  Staff Prioritizers Savings Seekers
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RELATIONSHIP BUILDERS

® \Want strong, long relationships with agencies

® Want to learn from their agencies

® Collaboration w/in-house team leads to better outcomes
® [rusts guidance and recommendations of thelr agencies
® Interested in any new services their agencies can offer

® Credit agencies for their success

® Flexibility to adjust agency spending

® \Working with agencies saves them money
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® Need agencies that work as quickly as possible

® [rue agency experts In thelir space are hard to find

® Hard to find agencies that understand their needs and goals

® \Want agencies to be more integrated Into business ops

® \Wish thelr agencies would spend more time getting to know thelir team
® Marketing team has more expertise than any agency they ve worked with
® | ke to switch agencies so they always have a fresh approach

® Coordination between agencies and in-house team complicates everything
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SAVINGS SEEKERS

® Always looking for ways to spend less with agencies
8 Will only work with agencies it pricing is competitive
® Could handle marketing in-house It necessary

® Economic conditions have made 1t hard to justifty agency
COSt

® Only want to hear how agencies can save them money
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OTHER CHARACTERISTICS

% 53% work with more than one agency
® No difference In segment distribution B2B vs. B2C

® No difference based on years in business

® Savings Seekers significantly more likely to have <10 employees, <$ M
N revenue

® Regardless of segment, about 2/3 have in-house marketing team —
but Staff Prioritizers have larger teams

® Staff Prioritizers more likely to have budgets over $250K
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BIGGER BUDGETS = MORE STAFF PRIORITIZERS

S e s

33% 257

 Savings Seekers
W Staff Prioritizers
™ Relationship Builders

Under $250K $250K-$500K $500K-$ 1M Over $IM
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GOOD NEWS FOR AGENCIES!
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439 PLAN TO USE AGENCIES MORE OVER NEXT 2 YEARS

MUCH MORE
SOMEWHAT MORE
ABROUT THE SAME

SOMEWHAT LESS

FLEXIBILITY TO ADJUST SPENDING
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ACTIVITIES PURSUING IN NEXT WO YEARS

ONLINE ADVERTISING
MARKETING STRATEGY 399
SOCIAL MEDIA MARKETING 33%
SEO 299
CREATIVE DEVELOPMENT 28Y%
VWEB DEVELOPMENT 7%
SOCIAL MEDIA INFLUENCER PARTNERSHIPS 27%
DIGITAL MEDIA BUYING 24

BRAND STORYTELLING X

VIDEO MARKETING 22%

| EAD GEN 22%

MARKET RESEARCH 19%

EVENT MARKETING 15%
AUDIENCE RESEARCH 15%

DIRECT MAIL 15%
TRADITIONAL MEDIA BUYING 14%
A\ 13%
PO 13%
THOUGHT LEADERSHIP 12%
OUT OF HOME ADVERTISING 9%
PROGRAMMATIC MEDIA BUYING 9%
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GOOD NEWS FOR ADDITIONAL SPENDING

WANT STRONG, LONG AGENCY RELATIONSHIPS

COLLABORATION LEADS TO BETTER OUTCOMES
TRUST AGENCY RECOMMENDATIONS

INTERESTED IN NEW SERVICES FROM AGENCIES

FLEXIBILITY TO ADJUST SPENDING
AGENCY BUDGETS SHOULD BE FLEXIBLE

VWOULD SPEND MORE IF UNDERSTOOD THEIR CHALLENGES/GOALS
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VARIES BY SEGMENT (st g
°

WANT STRONG, LONG AGENCY RELATIONSHIPS

78%

COLLABORATION LEADS TO BETTER OUTCOMES 68%

TRUST AGENCY RECOMMENDATIONS 65%

INTERESTED IN NEW SERVICES FROM AGENCIES 58%

FLEXIBILITY TO ADJUST SPENDING 57%

AGENCY BUDGETS SHOULD BE FLEXIBLE 41%

€99 ™ Relationship Build
WOULD SPEND MORE IF UNDERSTOOD THEIR CHALLENGES/GOALS . 52% el U

" Savings Seekers
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VARIES BY SEGMENT

WANT STRONG, LONG AGENCY RELATIONSHIPS 70%

COLLABORATION LEADS TO BETTER OUTCOMES 68%

TRUST AGENCY RECOMMENDATIONS 65%

INTERESTED IN NEW SERVICES FROM AGENCIES 58%

FLEXIBILITY TO ADJUST SPENDING 57%

AGENCY BUDGETS SHOULD BE FLEXIBLE 41%

™ Relationship Builders
W Staff Prioritizers
" Savings Seekers

WOULD SPEND MORE IF UNDERSTOOD THEIR CHALLENGES/GOA
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OUR RECOMMENDATION

® Prioritize Relationship Builders and Staff Prioritizers

® Savings Seekers are less viable right-fit clients
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BUDGET FLEXIBILITY
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FIXED AND FLEXIBLE

® 6.7% set a fixed dollar amount for their agency budgets

® 53% set a percentage of revenue

EVALUATE RESULTS & OPPORTUNITIES REGULARLY AND ADJUST BUDGET
INCREASED AS NEEDED BASED ON OPPORTUNITIES
INCREASED ONLY UNDER DIRE CIRCUMSTANCES

CAN'T BE CHANGED
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FIXED AND FLEXIBLE

® 597% have Increased agency budgets mid-year

HAVE INCREASED AGENCY BUDGET MID-YEAR

™ Relationship Builders
W Staff Prioritizers
" Savings Seekers
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VWHY INCREASED AGENCY BUDGETS

MORE FUNDING FOR SUCCESSFUL ACTIVITY
NEW PRODUCT/SERVICE
WE COULDN'T PASS UP

OPPORTUNITY

ADAPTED TO SEASO
IDENTIFIED NEW PROSP

NAL CHANGES
—CT AUDIENCE

AGENCY PROPOSED NEW INITAITIVES

COMPETITOR INCREAS

D MARKETIN

COMPETITO
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G ACTIVI

NEEDED NEW CLIENTS QUICKLY
COUNTRY'S ECONOMIC SITUAT

TO PURSUE IDEAS FROM CONFERENCES/EVE
CHANGED MARKETING DIRECT

INTERNAL ORGANIZATION CHANG

1O SUPPORT THOUGHT

ON
NS
ON

=5
P
N

R CHANGED

MESSAGIN

G

12%
10%

20%
19%
|1 7%
| 7%
| 6%

PASY/

25%

NC

36%
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VWHY RELATIONSHIP BUILDERS INCREASED BUDGETS

MORE FUNDING FOR SUCCESSFUL ACTIVITY
NEW PRODUCT/SERVICE

OPPORTUNITY WE COULDN'T PASS UP

AGENCY PROPOSED NEW INITIATIVES

NEEDED NEW CLIENTS QUICKLY %

Agency
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VWHY STAFF PRIORITIZERS INCREASED BUDGETS

MORE FUNDING FOR SUCCESSFUL ACTIVITY
NEW PRODUCT/SERVICE
TO PURSUE IDEAS FROM CONFERENCES/EVENTS

COMPETITOR INCREASED MARKETING ACTIVITY
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AGENCY RELATIONSHIPS
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TENURE WITH BEST AGENCY

| ESS THAN | YEAR

| -3 YEARS

4-6 YEARS

/-10 YEARS

MORE THAN |0 YEARS
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RELATIONSHIP PLANS

® 35% plan to continue working with their best agency for
at least five more years.

® Half of Relationship Builders plan to work with their best
agency for at least five more years.
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BETTER ROl WITH IN-HOUSE TEAM ONLY

A
DEFINITELY . 16%
q
PROBABLY
21%
—g%
MINGI= W
30%
—ﬂ%‘
PROBABLY NOT -
—g%l
DEFH\”TELY NOT ™ Relationship Builders

Agency
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W Staff Prioritizers
" Savings Seekers
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TRUST AGENCY STRATEGIC RECOMMENDATIONS

S e

ABRSOLUTELY

327%

1O SOME DEGREE

—
587
™ Relationship Builders

W Staff Prioritizers

 Savings Seekers
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AGENCY CARES ABOUT US REACHING OUR GOALS

ABRSOLUTELY

1O SOME

Agency
Management
Institute

DEGREE

™ Relationship Builders
W Staff Prioritizers
© Savings Seekers
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AMIGT

AM| MEMBER-ONLY RESULTS

® Where clients best agencies exceed expectations

® Best agency Net Promoter scores by segment

® VWhere agencies are seen as better than in-house teams
® Where In-house teams are seen as better than agencies
® Why clients end agency relationships

® How long they take to end their agency relationship once they start
thinking about 1t
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WHAT CLIENTS WANT

audienceaudit




Agency

Management
Institute

IMPORTANT AGENCY QUALITIES

CREATIVITY

FLEXIBILITY
COMMUNICATION SKILLS
INNOVATION
STRATEGIC THINKING
COLLABORATIVE SPIRIT
DRIVEN TO GET RESULTS
POSITIVITY
SOLUTIONS ORIENTATION
VISION
ORGANIZATIONAL SKILLS
ENTHUSIASM

CRITICAL THINKING
AUTHENTICITY

HUMILITY
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IDEAL AGENCY CHARACTERISTICS

| 00% SATISFACTION GUARANTEE
SPECIALIZED MARKETING EXPERTISE
CLIENTS IN OUR INDUSTRY

FULL RANGE OF MARKETING SERVICES
MULTIPLE PRICING STRUCTURES

T REATS EMPLOYEES WELL
SHARES VALUES WITH MY ORGANIZATION

WELL-KNOWN THOUGH

_OCATED NEARBY

1T LEADER

(GREAT WEBSITE
AGENCY LEADERSHIP INVOLVED IN DAY-TO-DAY OPS

AWARDS

CATEGORY EXCLUSIVITY
NICE OFFICES

Agency
A u Management
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NASEME)
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APPEALING AGENCY DESCRIPTORS

"RESULTS-DRIV

"CREATIVE"
'FULL-SERVICE"

"STRATEGIC"

'INNOVAT

"RESEARCH-BAS

"“\

AN/

IIBRA

"NOT YOUR TYP
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Management
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"INTEGRAT

ND-FOCUS
DATA-DRIV

N

\/E"

DEPENDEN
"DIGITAL"
RD-WINNING”

D"
D"

—|—||

:)II

\I"

CAL"
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POSITIVELY AFFECTS OPINION OF AN AGENCY

DELIVERS AHEAD OF SCHEDULE
OWNER MEETING TO UNDERSTAND POTENTIAL IMPROVEMENTS
DOCUMENT THAT OUTLINES WHAT TO EXPECT FROM THEM
SHARES THEIR PROJECT GOALS WITH US

SCHEDULES WEEKLY CHECK-INS WITH MY ORGANIZATION
OFFERS AFFORDABLE TEMPLATED SERVICES

OFFERS NEW SERVICES

ASKS FOR IN-PERSON MEETINGS TO DISCUSS PROGRESS ETC.
ASKS FOR FORMAL FEEDBACK FROM MY ORG

SCHEDULES VALUES ALIGNMENT CONVERSATION

SENDS A GIFT PACKAGE THANKING US FOR OUR BUSINESS

Agency
A u Management
& Institute
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WHEN WANT IN-DEPTH REPORTS

3%
DAILY
3%

ey
VWEEKLY

217%
e b A
MONTHLY 35%

457

QUART

™ Relationship Builders
W Staff Prioritizers
© Savings Seekers
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BUYING ADDITIONAL SERVICES
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BOUGHT ADDITIONAL SERVICES LAST YEAR

™ Relationship Builders
W Staff Prioritizers
 Savings Seekers
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WHY BOUGHT ADDITIONAL SERVICES

AUN
VWANTED

WANTED TO EXPAND AGENCY R

SAW ANOTHE

DIDN'T HAVE INTERNAL EXPER
VWANTED

LEARNED ABOUT IT

ISE

R ORG HAVE SU

AGENCY SUGGESTED

—LATIONSH

BUDGE

- INCREASE

CHED NEW PRODUCT/SERVICE
FRESH MARKETING APPROACH

T

2

D

EXTRA BUDGET TO USE
OPPORTUNITY IDENTIFIED BY AUDIENCE RESEARCH

A SE

CCESS WITH IT
O EXECUTE IT OURSELVES

RVICE COMPETITORS USED

-ROM A THOUGHT LEADER

LEARNED ABOUT IT FROM A CONFERENCE

Agency
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DURING ANNUA

Agency
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VWHEN WANT TO BE PITCHED NEW SERVICES

DURING REGULAR CHECK-IN

DURING STRATEGY CONVERSATIONS

DURI

AFTER PRO

AT THE

IN' A PROPOSAL
DURING BIZ DEV CONVERSATIONS
. MARKETING PLANNING
DURING PROJECT WORK
WHEN ASKING FOR FORMAL FEEDBACK FROM US
NG ONBOARDING
ECT COM

ETION

-ND OF

E YEAR

AT A SOCIAL EVENT

267
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STAFF PRIORITIZERS MORE LIKELY

OPPORTUNITY IDENTIFIED BY AUDIENCE RESEARCH

SAW ANOTHER ORG EXPERIENCE SUCCESS WITH [T 2670

EARNED ABOUT [T FROM A THOUGHT LEADER 197

L EARNED ABOUT IT AT A CONFERENCE

| 07 ™ Relationship Builders
> B Staff Prioritizers
Savings Seekers
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L IKELY TO BUY NEW SERVICE FROM BEST AGENCY

o |
53%
™ Relationship Builders
W Staff Prioritizers

" Savings Seekers
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AMIGT

RELATIONSHIPS WITH AGENCY LEADERS

® \Who Is most Interested In social relationships with owners

® |f not interested, why not
® Preferred social activities with agency owners

® How often they want communication with owners
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