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AROUND THE TA B L E

SIMON HAMMOND
Managing and crea t i ve dire c t or  of the agency Dare, a pa rt
of the SEE Lif e Dif fe re nt ly gro u p. simon@dare.co m . a u

■ I ’m not so sure about the so - called ‘s h i f t’.  We' re

a l ready on per fo r m a n ce ba sed pay sc h e m es fo r

every client –  if  we don't per form they stop pay i n g !

>>I we l come that shift . If an hour of an agency 's

t ime is useful,  pay for it. If  it's not, don't inv i te them

back. Th a t's the most pra c t i cal and acco u nta b l e

l aw of the bus iness jungle.

>>In our indust r y, the real shift is  from ‘f logging ad

s pa ce’ and prost i tut ing our  crea t i ve to crea t i n g

m u tually res p e c tful pa rt n e rs h i ps where the whole is

g rea ter than the sum of the pa rts.

> > For  too long agencies have s et themse l ves apa rt

and above clients  in crea t i ve sta tus and st ra te g i c

thinking. The dinos a u rs have hung on to the not i o n

of making money from media and their crea t i ve

co nt i n u es  to be used as  the weapon to do this.  We

reject this approach and I believe the market i n g

world has to o.

> > At Dare,  we are paid handsomely by clients for as

long as we are able to st i m u l a te their thinking,

i n s p i re and add signifi ca nt innova t i ve value to their

b u s i n ess. We end up working to g ether for a co m-

mon ca u se. Th e re's no us and them.  It 's just us . 

> > So called perfo r m a n ce deals remind me of a t ime

when clients struggled to keep their agencies hones t. 

> > At the end of the day,  the shift  should be towa rd s

a g e n c i es truly inte g rating into a client's  org a n i sa t i o n

and sharing all reso u rces. And sure, big ideas are

wo rth big money. So ens ure those who crea te the

big ideas are paid big t ime, but strict ly by the hour.

>>Simple as that. M

MELANIE JOHNSTO N E
ADMA 20 02 Young Direct  Market er of t he Year  and
d i re c tor  of  Ro c ket  Sc i e n ce. melj@ro c ketsc i e n ce.co m . a u

■ I don’t think a perfo r m a n ce - ba sed pay syste m

will be sta n d a rd for  marketing agencies in the

f u tu re, but I do think bonus es for exceeding ta rg ets

m ay becom e more co m m o n .

> > Th e re is  defi n i tely a st rong move m e nt in the

i n d u stry towa rd acco u nta b i l i ty. Howeve r, as many

e l e m e nts invo l ved with sett ing and exceeding rea l i s -

tic ta rg ets are out of the markete r’s/a d ve rt i se r’s

h a n d s, it  wo u l d n’t  make very good business se n se

to move s olely to a per fo r m a n ce - ba sed pay system. 

> > Ca m paigns  can be dra st i cally affe c ted by such

things as: the information in the br ief,  the prior

relat ions hip the bus iness has had with the audi-

e n ce, as well as internal ba c kend pro ce d u res such

as  cu stomer  se r v i ce and system eff i c i e n cy. 

>>I think the bonus idea is great if  it  is fo r m u l a ted to

b e n efit  all pa rt i es. An example of this is where

a c tual work done is paid for on the agreed hea d

hour or retainer  ba s i s, but an ince nt i ve is used to

m ot i va te markete rs to think beyond the brief and

exceed defined ta rg ets.  M

BA R RY URQUHART
Co nfe r e n ce key n ote spea ker  and aut hor  of M a r ket ing Magic
– St re ets m a r t Market i n g. urq u h a r t @ m a r ket i n g fo cu s. n et. a u

■ Co n s u l ta n t acco u nta b i l i ty s hould be endorse d ,

without qualif i ca t i o n .

> > Pe r fo r m a n ce ba sed re m u n e ration can be applied,

with co n s i d e rable qualifi ca t i o n s.

> > N e g ot iat ions  on perfo r m a n ce criteria and mea s-

u res will, if nothing else, better determine and

q u a nt i fy what is  ex p e c ted of m arketing and re l a te d

st ra te g i es. That will be both a good and a new thing

for some and an enhance m e nt for ot h e rs.

> > U n q u est i o n a b l y, co n s u l ta nts s hould be held

res p o n s i b l e. A basic te n et of sound management

p ra c t i ce is to have matching levels of res p o n s i b i l i ty

and authority. Th e refo re, rewa rding per fo r m a n ce in

sa l es  and profi ts necess i ta tes  the co n s u l ta nts being

d e l e g a ted co nt rol over the sa l es team , merc h a n d i s-

ing pra c t i ces, stock co nt rol and marketing budgets.

M a ny great marketing ca m paigns have fa i l e d

b e ca u se of poor sa l es  team perfo r m a n ce.

> > That is a big ask for  any client. Who would abdi-

ca te co nt rol and authority to a co n s u l ta nt?  

> > Pe r fo r m a n ce ba sed re m u n e ration can and has

st i fled crea t i v i ty, originality and risk taking. Th e

c l i e nt and the public at large are inev i tably  the los-

e rs. Great image and lifestyle ca m paigns  like thos e

for Ye l l ow Pa g es and Co ca - Cola are emotional, s ub-

j e c t i ve and diffi cult to quant i fy.  Price oriented,  dis -

co u nted s a l es s t ra te g i es  can genera te short- te r m

i n c rea sed sa l es and profi ts.  But at what cost?

>>In conclusion, do consider performance-based

remuner ation. Clearly define the criteria and

measures . That is a big gain. Then apply the con-

cept selectively. M

“I see more and more marketing agencies shifting to a
performance-based pay system. Will this be standard practice
for marketers in the future, and is it a good thing?” Judy Schill ing, VIC
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