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FOREWORD
Ideally, relationships between advertisers and their communication agencies flourish. But
sometimes a change is for the best. Changing Agency is an important and critical business
decision that will impact on a company’s sales, brand equity and customer franchise for years to
come. However, making the RIGHT DECISION is a complex and time-intensive task.
Drawing from our own experience in Canada and learnings from the U.S. and U.K., the ICA
commissioned this document to give advertisers a best-practice guide for finding a new
Agency (if a new Agency is indeed what they need), as a supplement to our own ICA Search
Service:

Jani Yates, President – ICA, 2016
www.icacanada.ca
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Market Research and Strategy Development roles in the U.K., Canada and on
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In-store, FMCG: The Future of Fast Moving Consumer Goods and Cadbury’s
Purple Reign: The Story Behind Chocolate’s Best-Loved Brand. John is also
currently Facilitator and Judging Coordinator of the CASSIES, Canada’s
premier advertising effectiveness awards.

March 2015
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OVERVIEW
The full process is described in detail in the following chapters, but the following schematic
will give the reader a picture of the steps required.

Stage 1

Stage 2

Stage 3

Defining Status
Do you really
need a new
Agency?

Defining Process
Matching business
situation to optimal
search process

Defining Long List
Identifying and
contacting possible
Agencies

Stage 4

Stage 5

Stage 6

Choosing Short List
Reviewing credentials,
Selecting short list

Final Selection
Agency
presentations

After Selection
Communicating
outcome, contracts,
ongoing review
process

Depending on the complexity of your needs, timing constraints and number of Agencies considered,
the number of stages and the time each takes can be varied, and a decision can be made at any stage.
Each stage adds more rigour to the process, but at the cost of more time and management
distraction from ongoing business. Managing that trade-off is key to a successful outcome and we
will make clear in the following pages the trade-offs at each stage.
The most important part of the process of choosing a new agency is before you begin the
search. Rushing or skimping this stage will severely reduce your chances of getting an optimal
result.
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STAGE 1
IS A NEW AGENCY WHAT YOU NEED?
There are several compelling reasons why you might need to search for a new Agency in Canada:
1. Your company, product or service is new to the Canadian market;
2. Your agency has taken on a new client with which you have a conflict;
3. Your parent company is conducting a regional or global realignment into a new
Agency holding company;
4. You need new capabilities (e.g. digital, direct), either ongoing or for a one-off project,
for which your current Agency partners cannot meet your needs; and/or
5. You have a roster of Agencies and you wish to expand the expertise available to you.
Each of these leads to a different kind of search:
1 and 2: Agency of Record search
3: Inter-Agency holding company search
4: Specialty Agency search
5: Roster Agency search
However, probably the most common reason for seeking a new Agency is by far the least
compelling:
6. You are dissatisfied with your current Agency relationship.
We say “least compelling” as, in most cases, the time, effort, disruption and sometimes cost
to repair a fractured relationship with your Agency are a fraction of those involved in
searching for a new Agency.
A client’s dissatisfaction with an Agency can come from many sources, the more usual being:
 Ineffective work leading to poor market performance;
 Poor financial management (cost over-runs, shoddy invoicing etc);
 A lack of proactivity from the Agency in new ideas and/or not taking enough interest
in the client’s business and marketplace; and
 Strained relationships due to chemistry issues.
While the cause of such issues can stem from either party (for example, lack of or
inconsistent direction from the client,) if unaddressed, one or more of these issues over time
usually result in a breakdown in trust, followed by a culture of fault-finding which usually ends up
in a search for a “better” Agency.
There are two solutions to this cascade of problems, both of which should be implemented before
6

the final option of an Agency search: Mutual Performance Reviews and Mediation.
Mutual Performance Reviews
Annual Advertiser/Agency Mutual Performance Reviews are key to successful partnerships
and longevity. Professional Advertiser managers and their Agencies should be doing at least
an annual performance review to highlight any potential problems at an early stage so that
the appropriate remedial action can be taken quickly and good performance is recorded to
ensure that credit is given. Setting up a review process can be an effective first step to fixing
a relationship as dissatisfaction is rarely one-sided. See Client/Agency Evaluation – a Guide
to Best Practice, available from the ICA (www.agencysearch.ca).
Mediation
Where the relationship can be described as ‘difficult,’ many Advertiser/Agency partners
choose to use a third-party intermediary to help conduct performance reviews or to help
resolve relationship, performance or other problems. A third party can provide objective
advice and insulate the parties from each other as the fact-finding proceeds. As long as the
Advertiser is not committed to an Agency search, both parties should share the cost of
mediation equally. The ICA can assist clients and agencies in identifying expert assistance
in mediation.
The ICA strongly recommends taking one or both of these approaches to seek to fix an
existing Agency relationship before embarking on an Agency search. This is for three
reasons:
1. Agencies are people businesses. Account teams can be changed or added to; new
creative teams can be briefed; financial teams can be briefed on your requirements.
In many cases, while an Agency will be well aware the relationship is strained, they
are usually shocked when it results in termination. Almost every agency will try its
utmost to fix a relationship if made aware just how broken the client feels it is.
2. In addition to the disruptive implications to a search outlined earlier, the value of the
institutional knowledge of your business within your Agency should not be
discounted. Its loss, particularly at senior levels within the Agency, can be very hard
to replace.
3. It is very rare that all fault lies on one side. There may very well be issues within
your own organization that have led to the breakdown of the relationship. If they are
not identified and addressed, you could well find yourself going through a hugely
disruptive process only to end up in a similar position once the honeymoon period
is over. Before starting an Agency search, you should ask yourself the following:




Is this a problem we have had with another Agency?
Were we the best client we could have been?
Did we have a clear strategy?
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Did we brief clearly?
Did we pay the going rate for the expertise we were expecting?
Did we give the Agency feedback and the opportunity to respond?
Did we elevate our concerns high enough within the Agency?

If you can’t answer yes to all of those, it’s probably too soon to start a search.
KEY POINTS
1. Be CLEAR why you are considering embarking on an Agency search.
2. Do not UNDERVALUE the existing relationship and the benefits of fixing it.
3. Be CLEAR that any contribution your business made to an Agency relationship
breakdown has been addressed before you commence a search – you will not be
able to fix it on the fly.
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STAGE 2
DEFINING YOUR NEEDS AND THE OPTIMAL SEARCH PROCESS
It is essential you spend the time required (assume two to three weeks) defining and aligning
your needs and expectations from a search process before you begin contacting Agencies.
Needs and Expectations
Core to defining needs is clarity over what problem you are trying to fix. Not what was wrong with
the last agency, but what business issue(s) do you need your new partner to address?
Once you have clarity on this, you then need to ask yourself the following questions:
1.
2.
3.
4.
5.
6.
7.
8.
9.

Is the assignment regional, national or global?
Is the assignment short-term, medium-term with a defined end point, or ongoing?
Is the assignment a trial of the relationship or a firm commitment?
Do you need a full service Agency or a specialist?
Will the Agency be an exclusive service provider or part of a roster?
What specific industry or category expertise is required, if any?
What target audience and/or media-platform expertise is required?
What are your speed-to-market expectations?
How important is Agency location to you? Same city, province or anywhere?

Once you have answered these questions, and have gained agreement to them through all
levels of your internal decision-making, you can then move to the next step of defining the scope
of work by constructing a list of core Agency services you require; for example, Media, PR, AOR.
Do not proceed until you have complete agreement and sign-off within your company for
the services you will require. (See Exhibit 1, page 24)
Writing the Initial Brief
Having defined and agreed upon your business issues and Agency requirements, you are now in
a position to write an initial brief. At this stage you are looking to select a long list of Agencies
who are capable of meeting your defined needs at the strategic level; you are not asking for
any project-specific work but are merely giving the Agencies sufficient information so that they
can rate the opportunity of working with you against their internal decision criteria. Information
normally included on a Long List brief would be as follows:








Overview of your company and its offering;
Objectives/reasons leading to the search;
Assignment specifics (geography, brands, estimated annual budget range);
Scope of Agency services required (also confirm out-of-scope services);
Other Agency partners;
Links to samples of current/recent work;
Outline search process and timetable; and
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Key contacts and protocol for communication

A guide to writing a brief for this stage can be found here:
http://www.ipa.co.uk/document/briefing-an-agency-best-practice-guide
Choosing the Optimal Search Approach
With a clear, concise and transparent brief in place, you are now ready to choose your optimal
approach for conducting the search, of which there are three, in increasing order of complexity
for your company:
1. A full, external search managed by the ICA
2. A full, external search facilitated by a specialist Agency search company
3. A full, external search managed by yourself
Which approach you use should be driven by two factors:
 Your knowledge of the Canadian advertising industry;
 The time and resources you will be able to devote to the search.
ICA Search Service
The ICA, whose membership covers more than 90% of Canadian communication
Agencies, offers a service derived from best practices in Canada, U.K. and U.S.A.,
together with fifteen years’ experience in facilitated searches. ICA does not get involved
with the actual selection but provides counsel and ensures best practice process and
tools are used. For more details on the ICA’s Search Service, see Exhibit 2, page 31.
Professional Search Consultants
Both Canadian- and US-based search consultants operate in the Canadian market. Their
prices can vary dramatically, as can their knowledge of the Canadian advertising
landscape. If you go this route, choosing the right search consultant is almost as
important as choosing the right Agency, as they will be representing your company and,
as such, will be taken as representative. You should be wary of real or perceived conflicts
of interest as many consultants have Agencies among their clientele. A signed
agreement including warranty of no vested interests is essential.
In the Canadian marketplace, apart from the searches run by the ICA, slightly over one-quarter
of searches are facilitated by a search consultant. If you decide to conduct the search yourself,
your next step is to resource the project.
Assembling Your Selection Committee
You need to ensure that the right people are on the Committee – an inappropriate Selection
Committee is often at the root of searches getting bogged down. You need to assemble a
mixture of those who will work with the Agency day-to-day, together with the senior leaders who
will make the final decision about both the choice of Agency and their subsequent work. The
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Committee must be empowered to make the final choice of Agency. Three critical decisions
to get right before starting the search are:
1. The presence and role of your Procurement function.
2. The leader – just under half of searches in Canada are now initiated or led by
Procurement.
3. That senior managers on the team can commit to being at all relevant meetings
and can offer sufficient access to senior Agency personnel for mutual assessment of
compatibility.
Clarifying Your Decision Criteria
It is crucial that you clarify and confirm the criteria you will use to make decisions at each
stage of the process prior to commencing the search - and that you stick to them. Getting
caught up in the thrill of the chase is a prime cause of making what turns out to be a poor final
choice. Only you can decide the criteria important to you and the weighting you should put on
each of them, but most clients look for some combination of the following:
 Strategic skills – Agency’s contribution to strategy development; how their thinking
emerged and developed.
 Creative skills – Beyond the reel to the entire client list, breadth and depth of good work.
 Media skills – Strategic, Planning, Buying, Direct, Online/Social, etc.
 Process skills – Doing work to brief, time and cost.
 Proactivity – Identifying new opportunities, going beyond the brief, involvement in clients’
businesses.
 People Skills – strength of internal culture, turnover rates.
 Proven track record – consistent, dependable success versus swinging for the fences.
 Administrative skills – Billing, reporting, attention to detail.
Conflicts
Identify and agree internally beforehand a list of companies that you cannot and will not
share an Agency with. Make this clear in the brief. The trend towards global Agency holding
companies has, through necessity, led to a loosening of conflict definition. You should take the
position where you are only just comfortable rather than being too restrictive. Guidelines in
evaluating a possible conflict are:





When looking at possible conflicts, focus on accounts worked on by the specific Agency
brand rather than looking at the holding company level, e.g. Interpublic, WPP, Omnicom.
In a large Agency, internal separation (i.e., different staff, as with consultants, lawyers
etc.) can be an effective mechanism to manage conflicts but obviously needs consensus
with the other company(ies).
Conflict assessment should be based on brand versus brand real business issues, not at
the divisional or corporate level.
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Confidentiality
Be prepared in advance with confidentiality agreements, for both the “Long List” stage and then
the “Short List” stage. For the Long List you will be sharing very little brand confidential material,
so the agreement is mainly about the fact you are conducting a search. While industry norms
suggest that word leaks out sooner or later, you are better making clear in your Confidentiality
Agreement that breach will result in being excluded from the search process. Should leakage
happen, the Selection Committee leader should be the spokesperson and stick resolutely to “No
comment” or equivalent. A draft confidentiality agreement can be found in Exhibit 6, page 36.
Incumbent Agency
Your final task at this stage is, prior to commencing the search, to communicate in a clear,
honest and timely manner with the incumbent agency, should there be one, the process you are
about to go through, the reasons behind it and their participation (or not) within it. In searches
instigated for procurement reasons, it would not be unusual for the incumbent agency to be
placed automatically on the short list. However, it would be unusual and most likely not beneficial
to include the incumbent for searches instigated due to issues with that partner. This is because
of two main reasons:
1. There is nothing the incumbent can do in a search process that they couldn’t have done
prior to the search. Do not commence a search until you have explored all options for
fixing your current relationship.
2. A soured relationship will not be fixed by a search process; in fact it usually gets worse. If
the incumbent comes up with brilliant new thinking, the client resents the fact it took a
search to do so; if they don’t win, both parties will regard it as having been a waste of
time and effort.
Only include the incumbent agency if they are still a serious contender and there is a
realistic, even-handed chance they will be re-appointed should they perform the best.
KEY POINTS
1. Define your BUSINESS ISSUES and consequent AGENCY NEEDS.
2. Develop a clear and concise brief then choose the MOST APPROPRIATE search
approach BASED ON YOUR KNOWLEDGE AND AVAILABLE RESOURCES.
3. Assemble your Committee, agree on your decision criteria, get everything in place.
4. Do the above with COMPLETE TRANSPARENCY AND CLARITY.
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STAGE 3
DEFINING THE LONG LIST
In selecting an Agency you go through three sequential choice phases:
1. Strategic capability – Does this Agency seem qualified to do the kind of work we need?
2. Executional capability – Can this Agency solve our specific issues?
3. Team compatibility – Will we gel and will these people energize and excite our team?
In defining the Long List, you are at the first stage where it is as much a case of eliminating
Agencies who are not likely to end up being a good choice than it is about making the best
choice early on. However, there are several circumstances in which you may wish to combine
choice Stages 1 and 2, going straight to the Short List stage:




When you are working to a very tight, immovable schedule, e.g. for a new product
launch.
If you have a broad ranging, in-depth and current level of knowledge of the Agency
scene.
If you are semi-decided on who you will use.

If any of those apply, jump forward to Stage 4.
Long List Size
There are many Agencies in Canada to choose from, far more than you could ever approach.
ICA does not support the “Cattle Call” approach of including 100 Agencies or more – it is
wasteful of both your and many Agencies’ time and, we believe, leads to worse, not better, end
results as you become “Agency-blind,” unable to see the forest for the trees. We believe the
optimum number of Agencies you wish to approach at this stage is no more than ten.
Where to Look?
You, your Committee and your search consultant (if you are using one) may well want to suggest
Agencies with who they have had a favourable experience or those with a high profile. However,
it is not a good idea to populate your Long List entirely this way; such views may be out-of-date,
biased and not even relevant to your brief. For a much more comprehensive review of Canadian
Agencies and their capabilities, all ICA members contribute up-to-date profiles to the Agency
Search Member Database, available on Agencysearch.ca, and can be searched on multiple
parameters. As long as you developed a clear brief in Stage 2 against which you can compare
Agency profiles (including competitive issues), you will find it relatively easy to get down to a
strong list of up to 10 Agencies who seem capable of fitting the bill.
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Approaching the Long List
Once you have your Long List, the best first step is for your Selection Committee Leader to
contact each Agency personally, saying you are interested in approaching them with a New
Business brief, directing your contact to each Agency’s Head of New Business or, should that
role not exist, the CEO. In the call you can outline in very broad terms the nature of the brief, the
timing of the search and some top-line details of the first stage, such as timing, scope and broadbrush media spend. Following the approach, and assuming the Agencies indicated they would
be willing to receive and respond to the initial brief, send the brief with a covering letter
confirming your expectations outlined in the first contact.
What Should You Expect Back?
At this stage you are not asking the Agencies to do any customized work beyond
introducing themselves; you are giving them the opportunity to put their best foot
forward. They will normally send you their credentials and a link to their current and recent work
they wish to highlight. While there will be a degree of personalization, they are essentially
sharing information they are happy to share with any prospective client. Some searches, usually
ones led by a Search Consultant, specify each Agency respond to a questionnaire. The ICA
does not support this route as we believe it makes the choice process more difficult by
making responses more homogenous. At this stage you want to explore differences between
Agencies. By and large, the responses will contain similar information, but allowing the
Agencies to present themselves in their own way will give you a better idea of their unique
abilities and operating cultures.
Key Agency Information
However they present it, you should expect to see all of the following in the Agency responses:








Ownership/Location(s)/Headquarters;
Agency background, history, mission, positioning and point of difference;
Size: employees (by department if needed), turnover, recent trends;
In-house services, highlighting proprietary techniques or capabilities;
Active client list, including assignment scope and length of service;
Recent (last 2-3 years) wins and losses; and
Agency leadership bios including relevant experience

Timing
While Agencies are sending out mostly standardized information, they have their own internal
processes to decide whether, and how strongly, they want to pitch for your business. Their
clients may also have a different perspective on conflict issues than do you and Agencies will
have resource issues to think about. However, two weeks is ample time to allow Agencies to
respond. You should be prepared to answer questions from the Agencies during this phase, so,
bearing in mind as there are up to ten of them, you need to have planned in your availability.
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Key Points
1. Decide if circumstances dictate you are better off going straight to a Short List.
2. Approach NO MORE THAN TEN Agencies in person prior to sending the brief.
3. Allow two weeks for Agencies to respond.
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STAGE 4
CHOOSING THE SHORT LIST
In reviewing the Long List responses, it is vital that this task is not delegated to a sub-group of
the Selection Committee; all members, especially the most senior decision-maker, must
review all the responses and contribute to the decision. It may not be practical to get
everyone in the same room at the same time, in which case a two-stage process with
Marketing/Procurement submitting a recommended short list to senior management should be
employed. Either way, senior management must be completely supportive of decisions made at
this stage as they may well be informally asked about it at industry events by senior
management of excluded agencies.
Decision Criteria
While the exact nature of your assignment will drive the weighting which you put onto
assessment criteria, most Agency searches will use some combination of the following to assess
the Long List submissions:







Size/Capability – Does the Agency have the scale and services to meet the assignment?
Expertise/Creativity – Does the Agency appear to have the skill sets you require?
Experience/Depth – Does the Agency have people with relevant experience and key
people who have been in place for two or more years?
Credentials presentation – Was the material clear, comprehensive and to brief?
Conflicts – Were there any?
References – Did they provide them?

Each response will take easily an hour to evaluate so you should allow, depending upon timings,
two weeks for the Selection Committee to review submissions and reach a group
decision as to the Agencies you will be taking to the Short List. An example responses rating
sheet can be found in Exhibit 3, page 33. The ICA recommends 3-6 Agencies as being the
best number for the next stage. Once you have reached consensus, inform the Agencies not
being taken forward as soon as possible with a polite note thanking them for their time and
letting them know they will not be moving forward in the process. While it is best not to go into
specifics, you might want to include any helpful feedback on their submission.
The Short List Briefing
Preparation of the brief for the next phase requires a greater investment of time as you need to
provide more in-depth information to allow the Agencies to provide a customized response, while
they will need to provide more in-depth information about their appropriate experience. In
addition to the information provided in the Long List briefing, you will need to provide extra
information in the following areas:




Detailed brand(s) and advertising history;
The market dynamics and competitive environment;
Expectations/scope of the review:
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Ask for case studies relevant to your situation, e.g. turning around a fading star
brand; David versus Goliath, etc.;
The role you see the Agency playing in your business;
Your estimated annual spend budgets, split into paid media, production and Agency
remuneration if you have it at that level; and
Preferred compensation method (retainer, fixed cost per project, etc.).

In reviewing your brief, it should provide a clear understanding of what you are trying to do in
light of the fundamental challenges, opportunities and expectations that exist, while giving the
Agency sufficient information to help them decide if the business meets their goals and is
appropriate for them to invest time and effort in pursuing.
Briefing the Short List
Before meeting with any of the Short List agencies, you should follow up on their references –
ideally via an independent third party to encourage openness via anonymity – and,
assuming they are satisfactory, send a formal communication that you wish to take the Agency
to the next stage of your process. An initial “Top-to-Top” meeting between your Selection
Committee leader and the appropriate Agency person would be helpful in setting the stage for
the next round and also addressing any concerns that came from reference checking. Also, it is
best practice to implement a mutual NDA/confidentiality agreement prior to sending the
Short List brief. The ICA has draft agreements and can provide advice on any specific
areas of concern. You will need to provide more time for the Agencies to respond to this brief –
four weeks, depending on complexity, should be sufficient – and provide them more access
(including key people not on the Selection Committee, e.g. Sales) for Agency questions, factory
or field visits. An example Agency Visit Meeting agenda can be found in Exhibit 4, page 34.
Producing Speculative Creative/Strategy Work for the Pitch
Some clients request strategic thinking and/or creative work in response to the Short List
briefing, while some agencies feel the need to produce such work off their own initiative. The
ICA does not support these as a rule and would only recommend them in certain specific
instances, such as where there is a tight timescale and an immovable advertising launch date
for either an important new product launch or a seasonal product or service (e.g. RRSP’s, Easter
confectionery). There are three key reasons the ICA is not in favour of such work being
requested or produced unprompted:
1. A huge source of discord between Agencies and advertisers is the IP ownership of work
produced in a search process. It has not been unknown for clients to use the process to
“trawl” for strategic solutions and/or creative ideas, nor for top Agencies to refuse to
participate in any search where they have to relinquish IP ownership.
2. We do not believe that such work is a good indicator of the strength and longevity of a
Client-Agency relationship. A key reason for this is that, in many cases, Agencies will use
contract personnel to develop the work for them.
3. Arriving at mutually agreeable fees for project-specific work is usually a protracted and
sometimes acrimonious process that can get the relationship with the winning Agency off
on the wrong foot.
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By following the process outlined in this document, you should have no need for projectspecific work to make the decision for you. While you want to see how they think, this can be
better gauged by quizzing them on work done for other clients, which will be more representative
of their capabilities. An example Agency Visit Rating Sheet can be found in Exhibit 5, page 38.
Key Points
1. Choose the BEST 3-6 Long List submissions that meet your strategic capability
needs.
2. Prepare a DETAILED BRIEF that fully illustrates the scale, scope and value of the
work needed to be done on your business.
3. Only request or allow creative and/or strategy work when your timetable cannot
allow a creative briefing process after the completion of the Agency search.
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STAGE 5
MAKING THE DECISION
Reviewing Submissions
In reviewing short listed Agencies’ responses to the brief, you should ensure you meet at their
offices, primarily with the team they would assign to your business. Ideally you would want
to schedule the responses as closely together as possible over a couple of days to maximize
your opportunity to compare and contrast Agencies. Two hours should be perfectly adequate for
each meeting, including at least 30% of that for questions and discussion. You must take the
full Selection Committee to each presentation.
Selection Criteria
At this stage in the process, you have moved from reviewing their strategic capability (can they
do the job?) to their tactical capability (how well can they do the job?), along with reviewing
team compatibility (how well will we work together?) You may wish to use a scorecard
(example in Exhibit 5, page 35) to record immediate impressions of the following:
Tactical Capability Assessment







How well has the Agency demonstrated proven, relevant know-how and
experience via their case studies, their comprehension of business challenges,
their unique thinking on possible solutions, and the people who would be on your
account?
How clearly has the Agency shown it understands the ongoing requirements and
challenges of working with you in your category?
How impressive (not slick) was the presentation? Did you find it compelling? Have
they demonstrated an ability to alter your thinking?
How well did they handle questions and challenges?
Did the whole team contribute or just the senior leaders?

Team Compatibility Assessment




Do you share a common philosophy with the Agency?
How compatible was their culture and work style with your own?
How enthusiastic were they about your business?

In almost all searches, you will now have enough information to choose the Agency partner who
will be right for your business. To have none of them meet your criteria at this stage would point
to gross failures on your part in the previous stages. If you have essentially a tie, then, rather
than create another “play-off” stage, go with the Agency with whom you had the better chemistry.
Agencies are a people business; capability can be bought in or outsourced whereas an Agency’s
operating style and type of person employed rarely changes much during the lifespan of an
Agency-Client relationship.
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Key Points
1. Review the Agencies on their turf, using a complete and consistent Selection
Committee.
2. You are looking for the MOST CAPABLE AND COMPATIBLE Agency.
3. Make a QUICK decision while it is all fresh in your mind.
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STAGE 6
AFTER THE DECISION
Following the decision as to which Agency to appoint, you have five key responsibilities to
complete the process in a professional manner that will give your relationship the best chance of
success and also enhance your company’s standing within the Agency community.
1. Memorandum of Understanding (MOU)
You and the winning Agency should sign an MOU as soon as possible to put the
relationship on an official footing.
2. Communication
You obviously need to communicate the decision to the other competing Agencies
concerned as soon as you have a signed MOU. Best practice would be to book follow up
meetings with the losing Agencies to give them structured feedback on their
performance. They invested a lot of time, effort and money on your pitch so you owe it to
them to help them improve.
3. Press Release
Agencies thrive off new business so will most likely wish to announce their win of your
business, even though it may not be a priority for yourself. Agree to a press release and
issuing details with the winning Agency as soon as possible before word leaks out.
4. Service Contract
Drawing up a contract can be tortuous, taking several weeks. The ICA has a contract
template The Client, The Agency, The Contract available to members here.
5. Mutual Performance Reviews
Getting to this stage has been an enormous amount of work for your Selection
Committee; you do not want to do it again in a hurry. A formalized two-way regular
feedback process should negate the need to commence a new Agency search for many
years to come. The ICA has published a guide to effective Performance Reviews entitled
Client and Agency Evaluation: A Guide to Best Practice located here.

Enjoy your relationship with your new Agency – you worked very
hard to find the right one!
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FINAL THOUGHTS
Key to a successful search process is to avoid the common mistakes listed below.
A recent survey of ICA members on their experiences in responding to client pitches grouped the
key issues they encountered under two headings: Communication and Process. The most
prevalent issues in each are listed in order of how problematic they are.
Communication Issues
1.
2.
3.
4.
5.
6.

Unclear feedback from client through the process
Undisclosed mandate, size or scope of assignment
Unclear list of decision makers
Lack of exposure/access to clients
Unclear decision criteria/disclosure of trigger/main motivation
Changing decision criteria

Process Issues
1.
2.
3.
4.

Deliverables expectations disproportionately high
The result had already been pre-determined
Demands to forfeit IP ownership of pitch materials
Cost reduction being the primary (undisclosed) driver of the pitch

The 4A’s New Business Committee published a very similar list, adding only, “Inadequate or
poorly constructed briefs” and “Lack of disclosure of compensation expectations.” All the above
could all be summed up by TRANSPARENCY and CLARITY throughout the process.
A long-term successful relationship with your Agency is a two-way street, so it is advantageous
to be as impressive as you can be at running an Agency search. The Agency world is a village;
the best Agencies will hear about your professionalism and want to work with you in the future.
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EXHIBIT 1

DEFINING THE SCOPE OF WORK
Critical to the Agency review and selection is the clear definition of communications services required,
both current and anticipated. This relates equally to advertising, promotion, public relations, interactive
and media agency searches etc. that are being undertaken. It helps Agencies under consideration to
respond more precisely to the advertiser’s requirements. The degree to which the Agency is required to
fulfill any of these needs should be established up-front to identify suitable candidates and provide a
disciplined basis for evaluation. The scope of work will be unique to each Advertiser. Following are a
series of checklists, depending on the kind of agency for which you are searching, containing many of
the capabilities you may require in your search for a communications partner:

i) ICA Full Service Agency Checklist
C = Client Responsibility; A = Agency Responsibility; J = Joint Responsibility; O = Other Company
(Identify); N = No Need.
C A J O N
STRATEGIC PLANNING & ACCOUNT
MANAGEMENT
GENERAL MARKETING & STRATEGIC COUNSEL
DESK RESEARCH, COMPETITIVE INFORMATION
ANALYZE SALES, DISTRIBUTION, CUSTOMER
DATA
MARKETING PLANS, OBJECTIVES, STRATEGIES
TARGET MARKET ANALYSIS
COMMUNICATION STRATEGIES; CUSTOMER
INSIGHTS
BUSINESS DEFINITION; NEW OPPORTUNITIES
COORDINATION OF NON-MEDIA/”OTHER
SERVICES”
LINE EXTENSIONS, SEGMENTATION, NEW
PRODUCTS
EMPLOYEE TRAINING/MOTIVATION/MISSION
STATEMENTS
ATTEND SALES MEETINGS, FIELD VISITS, PR
LOCAL OR REGIONAL REPRESENTATION
RESEARCH
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COMMENT ON
QUANTITY/FREQUENCY OF
PROJECTS

MARKET RESEARCH, HABITS AND PRACTICES
STUDIES
CONSUMER INSIGHT RESEARCH; CONCEPT
TESTING
CREATIVE PRE AND POST TESTING
ADVERTISING TRACKING STUDIES

CREATIVE ENGLISH; FRENCH
PRINT, RADIO, TV, OUT-OF-HOME
CONSUMER, IMAGE, BRAND POSITIONING
BUSINESS TO BUSINESS, TRADE, INDUSTRIAL
RETAIL, PROMOTIONAL, PRICE AND ITEM

COOP/DEALER/FRANCHISEE/MATSERVICE
HEALTH CARE/PHARMACEUTICAL

RECRUITMENT/APPOINTMENT NOTICES
ADVOCACY, CORPORATE, FINANCIAL
ETHNIC
YELLOW PAGES/DIRECTORY ADVERTISING
HUMAN RESOURCES COMMUNICATIONS
DIGITAL, INFOMERCIALS, SOCIAL MEDIA

NON-MEDIA CREATIVE
IN STORE MERCHANDISING
BROCHURES, TRADE/CONSUMER
SALES MEETING THEMES, SCRIPTS
NAME/PACK DESIGN (PRODUCTS, COMPANY,
VEHICLES)
VIDEOS; HOW-TO; IN-STORE; CORPORATE
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C A J O N
MEDIA
STRATEGY
PLANNING
ESTIMATING/BUDGET CONTROL
RESEARCH
BUYING (DOMESTIC/OVERSEAS)
DEVELOPING PROGRAMMING OR MEDIA
PROPERTIES
CHECKING AFFIDAVITS OR TEARSHEETS
POST BUYING ANALYSIS
SALESMEN’S SCHEDULES
QUARTERLY/ ANNUAL UPDATE ON MEDIA
TRENDS
AGENCY OF RECORD (BUYING FOR OTHER
AGENCIES)

DIGITAL
DIGITAL STRATEGY
WEBSITE DESIGN AND BUILD
ONLINE ADVERTISING ASSET DESIGN
AND BUILD
SOCIAL MEDIA STRATEGIES
SOCIAL MEDIA MANAGEMENT
MEASUREMENT AND ANALYTICS
MOBILE STRATEGY
OPTIMIZATION OF WEBSITE FOR MOBILE
MOBILE APP DESIGN AND DEVELOPMENT
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COMMENT ON
QUANTITY/FREQUENCY OF
PROJECTS

CONTENT MANAGEMENT
SEM AND SEO
PRODUCTION & TRAFFIC
OBTAIN GOVERNMENT COPY APPROVALS
ESTIMATING AND DOCKET CONTROL
PURCHASING, SUPERVISING PHOTO, ART,
MECHS.
CASTING, NEGOTIATE CONTRACT
TALENT PAYMENT/RESIDUALS
MULTI-BRAND SCHEDULING AND ROTATION
MATERIALS FORWARDING WITH
INSTRUCTIONS
PRINTING; QUANTITY VIDEO TAPES
VIDEO ASSEMBLY, ROUGH EDITS, ANIMATICS,
RIPOMATICS

FINANCIAL
CHECKING INVOICES TO CONTRACTS,
VERIFICATIONS
PAYING MEDIA, INVOICING CLIENT
PROVIDING FACILITIES FOR ANNUAL AUDIT
PROVING COST ACCOUNTING FOR
EARNINGS/LOSS

SALES PROMOTION
CONSULTING STRATEGIES, TACTICS, PLANS
PROMOTION CONCEPTS & IDEAS
POINT OF PURCHASE, DIRECT MAIL, TRADE
ADS
SALES AIDS
PREMIUM INCENTIVES, SOURCING,
FULFILLMENT
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LEGAL CLEARANCE
SALES MERCHANDISERS, STORE CALLS,
SAMPLING

PUBLIC RELATIONS
COMMUNICATION AUDITS
ANNUAL REPORTS
TARGETED PUBLICITY; FILMS, AV,
NEWSCLIPS, RADIUO
EXECUTIVE COMMUNICATION TRAINING;
CRISIS MGMT.
SPOKESPERSON PROGRAM
SPECIAL EVENTS, COMMEMORATIONS ETC.

OTHER
DIRECT RESPONSE MARKETING

TELEMARKETING INBOUND/OUTBOUND
EVENT MARKETING, SPONSORSHIPS
TRADE SHOW EXHIBITS, DISPLAYS
SALES MEETINGS, CONVENTION THEMES,
SCRIPTS, AV
INTERNET/NEW MEDIA
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ii) Media Agency Scope of Work Checklist

REQUIRED
CORE MEDIA SERVICES
PLANNING – STRATEGIC ENGLISH AND/OR
FRENCH
IN MARKET/LOCAL BUYING PLACEMENT
(OR ADDITIONAL?)
ESTIMATING AND BUDGET CONTROL
BUYING (DOMESTIC/OVERSEAS)
CHECKING AFFIDAVITS AND TEAR SHEETS
POST BUY ANALYSIS OF RV, RADIO, PRINT
OOH, INTERNET
SALESMEN’S SCHEDULES
COMPETITIVE ANALYSIS E.G. USE OF
NIELSEN ,BBM
USE OF IN-HOUSE RESEARCH TOOLS
TRAFFICKING OF SPOTS
ACCOUNTING, INVOICE PAYMENT
LIAISON WITH CREATIVE RESOURCES

ADDITIONAL MEDIA SERVICES
SYNDICATED RESEARCH
DEVELOPMENT OF PROPRIETARY MEDIA
RESEARCH MODELS; E.G. ECONOMETRICS
DEVELOPING PROGRAMMING OR MEDIA
PROPERTIES
QUARTERLY (?)/ANNUAL UPDATE OF
MEDIA TRENDS
AGENCY OF RECORD (BUYING FOR
OTHER AGENCIES)
DUBBING SERVICES
MEDIA TRAINING SESSIONS
LIAISON WITH SALES TEAMS
MARKET SPECIFIC RADIO PROMOS
CREATIVE ADAPTATIONS
FRENCH ADAPTS
MANAGEMENT OF SAG, ACTRA, UDA
INTERNET MEDIA PLANS
LEGAL/CLEARANCE OF COMMERCIALS
INTRANET COMMUNICATIONS
COMPETITIVE ANALYSIS – IN DEPTH
INCLUDING TRACKING/RATINGS
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COMMENT ON QUANTITY/
FREQUENCY OF PROJECTS

iii) Core Promotional Services Scope of Work Checklist
REQUIRED
CORE PROMOTIONAL SERVICES
STRATEGIC PLANNING
CONCEPT DEVELOPMENT
PROGRAM EXECUTION
RETAIL MERCHANDISING/POINT OF
PURCHASE MATERIALS
ACCOUNT SPECIFIC PROMOTIONS
TRADE MARKETING PROGRAM
DEVELOPMENT AND EXECUTION
NEW PRODUCT LAUNCH MATERIAL
PROMOTIONAL PRINT ADVERTISING,
DIRECT MAIL, OOH
SAMPLING PROGRAM DEVELOPMENT AND
MANAGEMENT
PROMOTIONAL PACKAGING DESIGN
PROMOTIONAL WEB CREATIVE
PROMOTIONAL RADIO

ADDITIONAL PROMOTIONAL SERVICES
TRANSLATION MANAGEMENT FOR
NATIONAL PROGRAMS
DESIGN AND DEVELOPMENT OF
TEMPORARY OR PERMANENT DISPLAY
PARTNERSHIP DEVELOPMENT AND
NEGOTIATIONS
POST PROMOTIONAL ANALYSIS
PROGRAM PRESENTATION
DEVELOPMENT/CD ROM
SALES TOOLS AND INCENTIVES
PRIZE/INCENTIVE PROCUREMENT
PRIZE FULFILLMENT
CONTEST RULES AND REGULATION
MANAGEMENT
QUEBEC CONTEST MANAGEMENT
PRINT SUPPLIER NEGOTIATIONS AND
PRODUCTION MANAGEMENT
MANAGEMENT OF DISTRIBUTION OF
MATERIALS
LOGO DEVELOPMENT
PACKAGING DESIGN
PRINT ADVERTISING
DIRECT MAIL
OOH
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COMMENT ON QUANTITY/
FREQUENCY OF PROJECTS

iv) Interactive/Online Services Scope of Work Checklist
REQUIRED
WEBSITE DESIGN & DEVELOPMENT
WEBSITE/INTERFACE DESIGN
DIGITAL ANIMATION
PROGRAMMING/CODING
SYSTEM/SOFTWARE INTEGRATION
eCOMMERCE AND/OR TRANSACTIONAL
SYSTEM DEVELOPMENT
CONTENT MANAGEMENT

USABILITY SERVICES
USABILITY TESTING
INFORMATION ARCHITECTURE
INFORMATION DESIGN (USER INTERFACE
STRUCTURES)
OTHER USABILITY SERVICES
(HEURISTICS, CATEGORIZATION, ETC.)

ON-LINE ADVERTISING &
CAMPAIGN MANAGEMENT
CREATIVE DEVELOPMENT AND
EXECUTION
ONLINE MEDIA PLANNING/STRATEGY
ONLINE MEDIA BUYING/NEGOTIATIONS
ADVERTISING MEASUREMENT AND
ANALYSIS
ONLINE AD SERVING

OTHER DIGITAL SERVICES
EMAIL MARKETING/DATABASE
ONLINE PROMOTIONS
CD-ROM DEVELOPMENT
SMS COMMUNICATIONS
INTRANET/EXTRANET DEVELOPMENT
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COMMENT ON QUANTITY/
FREQUENCY OF PROJECTS

v) CRM Expertise and Capabilities Scope of Work Checklist

REQUIRED
CUSTOMER STRATEGY DEVELOPMENT
THE CREATION OF STRATEGIES &
PROGRAMS THAT EXPLOIT THE
DISCOVERED DIFFERENCES IN THE
FIRM’S CUSTOMER BASE - AND DRIVE
PROGRAM TREATMENTS THAT TREAT
CUSTOMERS DIFFERENTLY BASED ON
THEIR VALUE AND NEEDS
CUSTOMER GROUP SEGMENTATION
STRATEGIES AND PROCESSES FOR THE
IDENTIFICATION, SEGMENTATION AND
VALUATION OF THE FIRM’S DISTINCT
CUSTOMER GROUPS.
INFORMATION TECHNOLOGY
CONSULTING AND MANAGEMENT
DATA CAPTURE AND MANAGEMENT
SYSTEMS & INFRASTRUCTURE FOR
MANAGING CUSTOMERS AT ALL TOUCHPOINTS
RELATIONSHIP-BUILDING MARKETING
COMMUNICATIONS
ABILITY TO DEVELOP AND EXECUTE
BRAND-ALIGNED MESSAGING ACROSS
MULTI-CHANNELS AND CUSTOMER
AUDIENCES. EMPHASIS ON DATADERIVED, CONTINUITY-BASED, DIRECT
MARKETING STRATEGIES
CHANGE MANAGEMENT
STRATEGIES AND PROGRAMS FOR
EMPLOYEES, CHANNEL PARTNERS AND
OTHER KEY STAKEHOLDERS TO
POSITIVELY INFLUENCE ADOPTION OF
NEW CUSTOMER MANAGEMENT MODELS
AND PROCESSSES
MEASUREMENT STRATEGIES AND
EXECUTION
LINK CRM TACTICS TO CORPORATE
PERFORMANCE SCORECARD
OUTSOURCED PROJECT MANAGEMENT
FOR MULTIPLE INDEPENDENT PROGRAMS

32

COMMENT ON QUANTITY/
FREQUENCY OF PROJECTS

vi) PR Scope of Work Checklist
REQUIRED
CORPORATE COMMUNICATIONS
FINANCIAL COMMUNICATIONS
BUSINESS TRANSACTIONS
EMPLOYEE COMMUNICATIONS
MEDIA TRAINING AND RELATIONS
GOVERNMENT RELATIONS
PUBLIC AFFAIRS
CRISIS COMMUNICATIONS
COMMUNICATION AUDITS, STRATEGIES
AND PLANS
COMMUNITY AND STAKEHOLDER
RELATIONS
CORPORATE SOCIAL RESPONSIBILITY
PROGRAMS
REPUTATION MANAGEMENT - EXECUTIVE
PROFILE ENHANCEMENT
MARKETING PUBLIC RELATIONS
BRAND DEVELOPMENT
PRODUCT LAUNCHES - EVENTS, MEDIA
CONSUMER RELATIONS
BRAND REPOSITIONING
SPONSORSHIP AND ALLIANCE
MARKETING
STRATEGY AND COUNSEL
SPONSORSHIP MARKETING
PORTFOLIO MANAGEMENT
PROPERTY DEVELOPMENT
CORPORATE SOCIAL RESPONSIBILITY
PROGRAMS
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COMMENT ON QUANTITY/
FREQUENCY OF PROJECTS

EXHIBIT 2

INITIAL CREDENTIALS SUBMISSIONS RATING
The following example can be used for screening Agency credentials packages. This will need
to be modified to meet particular Advertiser needs.
EXAMPLE
WEIGHTING
CAPABILITY –
DOES AGENCY HAVE THE SERVICES TO FULFILL THE
ASSIGNMENT?
CONFLICTS/OWNERSHIP CONCERNS –
ARE THERE ANY CONCERNS? NOTE THIS IS NOT
SCORED BUT CAN ABORT EVALUATION.
SIZE –
DOES THE AGENCY HAVE A SCALE THAT IS SUFFICIENT
TO HANDLE THIS ACCOUNT?
EXPERTISE –
DOES THE AGENCY HAVE THE SKILLS THAT WILL MEET
OUR NEEDS?
CREATIVITY –
HAS THE AGENCY DEMONSTRATED A TRACK RECORD IN
CREATIVE (RESULTS, RESEARCH, AWARDS)?
BUSINESS BUILDING –
HAS THE AGENCY DEMONSTRATED AN ABILITY TO
ACHIEVE RESULTS (SUCCESSES, CASE STUDIES) AND
ARE THESE RELEVANT TO US?
STRATEGY –
IS THERE EVIDENCE OF STRATEGIC THINKING,
CUSTOMER INSIGHTS AND A TRACK RECORD IN
PERSUASION/MOTIVATION?
GEOGRAPHY –
CAN THE AGENCY LIKELY DELIVER ON OUR
REQUIREMENTS FOR MARKET COVERAGE AND
LOCAL/REGIONAL SERVICE ISSUES?
VALUE ADDED –
ARE THERE ANY UNIQUE CAPABILITIES, EXPERIENCE OR
SKILLS THAT WOULD ADD PARTICULAR VALUE TO OUR
RELATIONSHIP WITH THIS AGENCY?
PRESENTATION –
WAS THE MATERIAL WELL PRESENTED? DID THE
AGENCY FOLLOW THE BRIEF PROVIDED? W AS IT
INTERESTING/STIMULATING?

TOTAL
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20%

Y/N

5%

10%

10%

15%

15%

10%

5%

10%
100%

Rater Score

EXHIBIT 3

AGENCY VISITS MEETING AGENDA
The following outline defines a typical agenda for the agency visits:
Purpose:
Structure:
Timing:
Meeting:

Chemistry check, explore key issues
Low key, informal, little prior preparation
Approximately 1-1½ hours
One way to differentiate Agencies is how they structure the meeting. What they
show, who is involved, what kind of questions that they ask, etc.

Agenda

1. Meeting President and key staff
2. Agency tour/services/resources
3. Briefing on Advertiser (overview, 20-30 minutes with hard copy)
4. Discussion areas:
• Conflict definition
• Remuneration Principles/Approach discussion
• Services required (in-house/outside strategic allies)
• Sign Confidentiality agreement
• Creative development process
• Communications development process
5. Questions and Answers
• All information must be provided to all participating Agencies
6. Wrap Up
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EXHIBIT 4

AGENCY VISIT EVALUATION
RATING

This may need to be modified to meet particular Advertiser needs in individual searches. The
example shows example weightings and scores, which you may well wish to alter to suit your
own needs. Once all the meetings are complete, ask the Selection Committee to rank the
Agencies in order of preference with the purpose to focus discussion on the top choices, and
rationale.

CAN THE AGENCY DO THE JOB?
Areas to consider are:
• Strategy (skills)
• Creative (reel/approach)
• Media Planning/Buying
• Branding (skills, experience, approach)
• People (management, leadership, smarts)
• Services (strengths/weaknesses)
• Value Added (unique capabilities)
IS THERE A GOOD FIT?
• Fit/DNA relative to our company
• People – do they like each other; we like them?
• Culture – how we relate and interact
• Compatibility – enjoy each other’s company
• Values – style, beliefs, attitudes, and ethics?
• Relationship – any sense of a bonding?
WILL WE WORK WELL TOGETHER?
• Work ethic
• Teamwork
• A judgment about the long-term (this is difficult,
but very important)

SCORING TOTAL

Rater Score
(1 – 10 scale)

Weighting

Weighted
Score

8

40%

32

7

30%

21

6

30%

18

n/a

100%

71

n/a

n/a

B

OVERALL AGENCY EVALUATION –
Sometimes numbers do not quite reflect how you feel.
Please put one rating (A, B, C) in the last box.
A: I think we should seriously consider this Agency
B: I am OK on this Agency
C: I would not vote for this Agency

COMMENT ON KEY STRENGTHS AND WEAKNESSES OF THIS AGENCY:
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EXHIBIT 5
MUTUAL CONFIDENTIALITY AGREEMENT
THIS NON-DISCLOSURE AGREEMENT is made as of the
Advertiser Name,
Street Address,
City, Province Postal Code

day of

, 201 , between

(“the Disclosing Party”)
- and –
,
,
,
(the “Receiving Party)

WHEREAS Advertiser Name has initiated a search for a supplier of Agency Services (referred to in this document as
the “Work”),
AND WHEREAS the parties to this agreement acknowledge that Advertiser Name will provide
, with verbal or written disclosure of information and documentation which may
include but is not limited to trade secrets, research data, technical information, computer systems and software,
devices, financial data and business plans relating to such Work (hereinafter collectively and separately referred to
as the “Information”) and the Parties wish to define and protect their rights with respect to Information that is to
be disclosed hereunder:
NOW THEREFORE, in consideration of the mutual covenants set out herein, the Parties agree as follows:
1.

The Receiving Party shall not directly or indirectly, use, exploit or disclose such Information provided by
Advertiser Name in connection with the Work to any third party, for any purpose, except as described herein
or unless so authorized in writing by the Disclosing Party. For the purposes of injunctive relief, disclosure or use
of the Information or Materials (as defined in Section 6) by the Receiving Party in breach of this Agreement shall
be deemed to cause the Disclosing Party irreparable harm for which ordinary damages are not an adequate
remedy.

2.

A receiving Party may disclose Information received under this Agreement only to those of its employees, agents
and consultants who need to know the information for the purposes set out herein, and shall, prior to such
disclosure, obtain their written agreement to comply with the restricted use and non-disclosure provisions of this
Agreement.
3.

Information received under this Agreement shall not be mechanically copied or otherwise reproduced by a
Receiving Party without the written consent of the Disclosing Party, except for such copies as may be
required for the purposes set out herein. All copies shall contain the same proprietary and confidential
designation that appears on the original Information.

4.

Neither Party shall be liable to the other Party for disclosure of Information received under this
Agreement where:
(a) The Information is or becomes part of the public domain through no breach of this Agreement;
(b) The Information is subsequently lawfully obtained by the Receiving Party from a third Party who is
established as a lawful source of the Information, without breach of this Agreement by the
Receiving Party;
(c) The Information was known by the Receiving Party prior to its disclosure by the Disclosing Party
and such prior knowledge can be established; or
(d) The Disclosing Party has provided its prior written consent to such disclosure.

5.

This Agreement shall not constitute any representation, warranty or guarantee to the Receiving Party by the
Disclosing Party with respect to the non-infringement of patents or other rights of third parties.
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6.

The Disclosing Party shall not be liable to a Receiving Party for any errors or omissions in the Information
disclosed by it under this Agreement nor for the use or the results of the use of the Information by the
Receiving Party.

7.

Upon direction of the Disclosing Party, the Receiving Party shall return or destroy all Information received
under this Agreement and all copies and other reproductions thereof.

8. This Agreement shall be construed in accordance with and governed by the laws of the Province of
Canada.
9.

Each Party represents that it is not now a party to, and shall not enter into any agreement in conflict with
this Agreement.

10. Where a court of competent jurisdiction declares any provision of this Agreement to be invalid or
unenforceable, the remaining provisions shall continue in full force and effect and all rights accrued under the
enforceable provisions shall survive such declaration.
11. This Agreement shall enure to the benefit of and be binding upon the parties hereto and their
respective successors and assigns.
12. No amendment to this Agreement shall be valid and effective unless made in writing and signed by
an authorized representative of each of the parties.
13. The term of this Agreement shall be for one (1) year from the date first set out above.
IN WITNESS,

and Advertiser Name have executed this Agreement.

Per:

Per:

Name:

Name:

Title:

Title:

Date:

Date:
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