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Background

CASME held Digital and Social Media Marketing RoundTable meetings in London, Mexico City, Paris,
Philadelphia, Sao Paulo, Sydney and Tokyo. The following main topics were discussed:

Category definitions and management
Digital marketing

Social media marketing

Tendering and contract management
Remuneration

Managing agency performance.

This Digest provides the key points, good practices and insights into future trends identified by CASME
members at the RoundTable meetings held around the world.

Category Definitions and Management

Digital and social media marketing involves a broad range of activities, which makes defining the scope for
Procurement difficult. The scope may include:

Online advertising and product promotions
Digital interactions with the public

Digital, social and visual media for events
Content creation

IT software and mobile app development
Websites and e-Commerce platforms
Public relations (PR) and brand management via digital platforms
IT and data security

Search engine optimisation (SEO)

Social media monitoring

Webinars.
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The scope is usually defined by a company’s marketing department; although there may be input from other
business stakeholders regarding the types of media used, the different levels of negotiation required, and
the budgets of each department.

Some digital and social media activities may be performed by in-house teams or agencies, or a combination
of in-house and outsourced services may be used, depending on the requirements and the availability of the
appropriate technical expertise internally.

The advantages of establishing in-house agencies include: in-house delivery can be more economical than
using outsourced services; the potential for achieving substantial cost savings; the company may have a
higher level of digital media capability than the agencies; creation of competition for the external agencies;
stakeholders gaining a better understanding of what the services involve; greater control of the content,
service delivery and spend.

The skills needed by procurement professionals to be successful in purchasing digital and social media
marketing services include: project management capabilities, adaptability, marketing experience,
negotiation experience, a passion for digital media and technology and the ability to identify innovative
solutions and deliver supplier innovation to the business.

Digital Marketing

Digital marketing procurement includes any online marketing that is not part of social media networks, such
as websites and banners.

Digital marketing activities such as search engine marketing (SEM) and search engine optimisation (SEQO) are
usually performed by an external service provider or agency.

Digital marketing strategies are normally managed internally at the global level, in order to maintain brand
consistency, but the execution of the sourcing strategy may be a combination of:

o Using a global agency or holding company, to benefit from their bargaining power for media buying, or
their exclusive arrangements with influencers, as well as their consolidated expertise, data analysis and
creative abilities across various marketing services sub-categories

o Using smaller agencies in local markets, to remain flexible and adaptable to local requirements, with the
ability to source innovation at the local level or from low-cost countries (LCCs) to reduce cost
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o Anin-house or embedded agency managing the company's digital marketing activities; this provides
the benefits of a greater understanding of Marketing’s perspective, faster time to market, and facilitating
improved dynamics for collaboration, innovation and knowledge exchange.

Social Media Marketing

Most companies are fully optimising the advertising and communication opportunities offered by social
media platforms. Procurement’s role is to identify the most suitable outsourced service providers and
preferred suppliers, and propose the potential options to Marketing.

Social media marketing services can be managed by the lead agency or the in-house agency, and include:

Creative design

Content development

Data analytics

Search engine optimisation (SEO)

Event management

o User experience/interface (UX/Ul) design.
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The implementation, monitoring and management of social media requirements may be consolidated to be
performed by a single specialist in-house team, for application across the organisation.

The responsibility for managing the consumer interactions relating to social media marketing for new
products may be placed with the in-house public relations (PR) team; while the remainder of the
requirements are outsourced to a specialist agency.

Activities that cannot be performed in-house are being outsourced according to the capabilities of the
service providers. It may be more efficient to manage a single service provider that can administer multiple
marketing services sub-categories, than to manage various suppliers. The management of the social media
marketing agencies may also be outsourced to external service providers.

Procurement's success in negotiations with digital and social media platform owners is limited. This is
because the media owners will typically only consider negotiating when the spend value is sufficiently high
to attract their interest. Even very large organisations lack the buying power to negotiate with media owners.
Agencies tend to be more successful in negotiations than individual companies, due to the consolidation of
spend from their clients.

Procurement’s involvement in the contracting of influencers and celebrity brand ambassadors is currently
limited. However, with the agencies subcontracting on the client company’s behalf, it is essential for
Procurement to understand and influence the terms and conditions (T&Cs) that are being applied, in order
to protect the company from risk.

Tendering and Contract Management

Procurement should be involved with sourcing and contracting agencies, to ensure consistency and
compliance is achieved. Considerations for contracting digital and social media agencies include:

o Procurement and Legal establishing agencies' contracts, ensuring that they contain the appropriate
clauses to align with the client company's contractual requirements

o Implementing master services agreements (MSAs) containing clauses that apply specifically to digital
and social media services

o Ensuring that contracts with small, start-up agencies include clauses that address the client company's
requirements regarding confidentiality

o Requiring the agencies to disclose in advance their potential use of subcontractors to provide the
services, in order to address the use of subcontractors in the contract. The contractual T&Cs applied to
the agencies should be applied to the subcontractors, with the main agency accountable for instances
of non-compliance by the subcontractors

o The owners of the major digital and social media platforms are strongly positioned in the market and
typically have standard contract T&Cs on which they tend not to negotiate; therefore, the client
companies often have to accept the contract T&Cs and pricing of the platform owners.

Most companies establish a new a scope of work for each campaign, which defines the requirements, such
as delivery timelines and deadlines, risk management expectations, and transactional procedures that are
not listed in the purchase order (PO).

Each scope of work includes the service level agreement (SLA) and key performance indicators (KPIs), with
which the agencies are expected to comply. The SLA defines the service delivery criteria and the associated
metrics for measuring agency performance.
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Remuneration

The remuneration models for digital and social media agencies vary according to the type of media, and
include:

Monthly fees based on predefined volumes, with an additional fee charged for extra work

Hourly rates for different levels of professional expertise

Fixed fees with an additional commission of up to 20% for media purchases

Salaries for in-house digital and social media marketing professionals

A fee for accompanying and managing the individuals in an agency that perform each activity
Retainer fees that are sometimes negotiated without either party having a clear plan for the work that
will be produced throughout the year.
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Risk/reward schemes are usually discussed at the end of a negotiation. Typically, 5% to 10% of the fee is
placed at risk and awarded as a success fee at the end of a project, provided that the appropriate
percentage of predefined KPIs has been achieved, usually above 90%, and Marketing has positively
evaluated the quality of the supplier’s work.

The agencies are required to provide cost breakdowns and complete timesheets documenting the allocation
of hours and personnel, which need to be validated by the client. The cost reconciliation and validation
process is usually performed by the marketing stakeholders, who have an understanding of what agency
activities should cost.

Managing Agency Performance

Agency performance is evaluated using feedback surveys, in which the agency and the client evaluate each
other and themselves. The results are used to identify perception gaps and areas for improvement in the
client and supplier companies, in order to resolve issues and improve the performance and efficiency of
both.

The agency's compliance with the SLA may be reviewed every three months, and when underperformance
occurs, the agency may be required to submit an improvement proposal within three weeks.

Performance management may involve checking if the agencies are following the standard operating
procedure (SOP) in accordance with the SLA; however, the application of SLAs in the marketing category can
be challenging and is not always successful.

Companies exercise their contractual right to audit agencies for compliance, and address instances of non-
compliance during review meetings with the agencies.

Supplier relationship management (SRM) principles and practices may be applied with agencies to help
manage contracts and performance.

Resource Centre Links

The following are links to the full meeting reports for each region:

Asia - Tokyo

Australasia - Sydney

EMEA - London and Paris

Latin America - Mexico City and Sao Paulo
North America - Philadelphia

Important

This report is a summary of the facilitated discussions held between the CASME members who attended the meetings. CASME is not a consultancy
and does not provide advice. The accuracy or validity of any recommendations or references, particularly to legislation and regulations, contained in
the report should be verified by the reader prior to being acted upon. Any third-party organisations named in this report are not recommendations
but are examples of companies mentioned during the meeting that may be considered when sourcing the relevant products or services. These are
not intended to form an exhaustive list and it is likely that other organisations not listed also provide similar products or services.

Any intellectual property (IP) (including, but not limited to, copyright and database rights) in this work is vested in CASME, which is the trading name
of Market Focus Research Limited, and the document is issued in confidence for the purpose only for which it is supplied. It must not be reproduced
or distributed in whole or in part in any material form or medium except with agreement or consent in writing from CASME, and then only on
condition that this notice is included in any such reproduction. Full terms and conditions can be accessed at the CASME Resource Centre:
www.casme.com.
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https://members.casme.com/node/686007
https://members.casme.com/node/713575
https://members.casme.com/node/700257
https://members.casme.com/node/749520
https://members.casme.com/node/730241
https://members.casme.com/node/594252
https://members.casme.com/node/713564
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Global Digests provide valuable category and strategic insights to CASME members, as part of a much wider
subscription service that is delivered to hundreds of corporate indirect procurement teams worldwide.

CASME connects the authentic experiences and perspectives of its global membership network, comprising
thousands of procurement professionals, and delivers information services that enrich personal knowledge and
team performance.

With more than 200 events, and 1,000+ insight materials and benchmarking reports to choose from, CASME is a
great resource for networking, learning and personal development.

Our members actively benefit from:

Unrivalled EVENTS AND NETWORKING

¢ Interactive Events - including RoundTables, Mini-RoundTables and Panel Discussions
e Briefings - such as Category SpotlLights, Guest Webinars and Podcasts
e Link-Ups - which are one-to-one facilitated introductions

Comparative INSIGHTS AND INTELLIGENCE

o PeerIntelligence - Reports and Recordings from events, and Global Digests
e Procurement Guides - ToolKits, and Good Practice and Category Strategy Guides
e Partner Intelligence - such as research papers

Unique and Authentic BENCHMARKING

e Procurement Examiners - including extended studies, SnapShots and Panel Discussion Reports
e Bestin Class - with Maturity Matrix and Index.

Furthermore, our impartial services are delivered across 24 indirect procurement categories
and practice areas, without input or influence from suppliers or sponsors.

ALREADY A MEMBER? NOT A MEMBER?

Log in to the CASME Resource Centre to Visit casme.com for more information, and
register for an event, personalise your Request a Demo or Contact Us to discover
Dashboard, or print your CPD/CEH certificate how CASME membership will provide vital
as proof of accredited CIPS/ISM/PASIA information to support the achievement of
professional learning hours. your strategic objectives and category plans.

Talk to your local CASME client services
representative to discover how we can help.

CASME is the trading name of Market Focus Research Limited
EMEA and Head Office: 1 Holt Barns, Frith End, Bordon, GU35 0QW, United Kingdom
T: +44 1420 488355 W: casme.com E: info@casme.com
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https://members.casme.com/future-interactive-events
https://members.casme.com/insights
https://members.casme.com/previous-benchmarking
https://members.casme.com/user/login
https://members.casme.com/about
https://members.casme.com/about
http://www.casme.com/
https://casme.com/book-demonstration?refer_url=Home
https://casme.com/contact-us
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