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Creative Agency Selection Criteria

indicates a lack of understanding or vague match with our

expectations

indicates an understanding yet does not meet our full

expectations

indicates the answer we would expect from the ideal cluster agency for TCCC

%
Assessment Criteria / Attributes Importance Rating Guidelines for Rating
Weight
CREATIVE STRATEGY 20%
- Ability to translate brand 10% 1-3 Lacks of understanding of brand proposition
Proposition 4-6 Shows some understanding of brand
proposition
7-9 Creative strategy is clearly translated brand
proposition
- Creative strategy is developed based on 10% 1-3 Creative strategy is not tased on consumers
consumers and brand beliefs 4-6 Creative strategy is based on consumers but
not brand beliefs
7-9 A clear, relevant and ownable creative
strategy is developed
Based on consumers and brand beliefs.
CAMPAIGN CREATIVE IDEA 30%
- Ability to articulate strategy 10% 1-3 No ability to articulate the strategy
4-6 Shows some ability to articulate the strategy
7-9 W ell-articulated the strategy
- Execution is original, breakthrough, 10% 1-3 Poor execution and not convincing
and convincing 4-6 Good execution but not breakthrough and
not convincing
7-9 Execution is impactful, brakthrough and
delivers strategy in a
Convincing manner
- Campaign idea is campaignable and can 10% 1-3 Poor campaign creative idea and not
relevant to consumers
be executed across cluster countries. It also 4-6 Good idea but not campaignable and not
relevant to consumers nor
connects and is relevant with Southeast Cluster countries
Asian teens 7-9 Creative idea is campaignable, connects
with Southeast Asian
Teens and can be executed across
multipleexecutions, themes,
Medium and countries.
THEMATIC ADVERTISING 20%
- Creative executions best bring creative 10% 1-3 Poor execution
idea to life 4-6 Mediocre execution
7-9 Creative executions best bring core creative
idea to life.
- Campaign idea iswell incorporated in 10% 1-3 Campaign idea is not incorporated in
creative executions.
creative executions. 4'6 Incorporated some campaign idea in

creative executions.
7-9 Campaign idea is well incorporated in
creative executions.



OPERATION CAPABILITY

- Team structure supports how to effectively
execute and implement creative idea across

the cluster countries

- The structure provides superior
operational benefits versus current

agency structure

- Ability to leverage the network to develop

cross-country integration

COST EFFICIENCIES

- Proposed fees for cluster business are
logical, reasonable and drive cost

Efficiencies

- Ability to drive cost synergies across the

cluster which resultin cost savings

Total

20%

10%

5%

5%

10%

5%

5%

100%

1-3

4-6

7-9

1-3

4-6

7-9

1-3

4-6

7-9

1-3

4-6

7-9

1-3

4-6

7-9

The structure does not support SEA cluster
business

The structure supports SEA cluster business
but not convincing

The structure shows how to effectively
execute and implement

The creative across the member cluster
countries.

The structure is the same as current local
structure

The structure provides operational benefits
but not impressive

Impressive structure which provides superior
operational benefits

Versus current structure

Not capable to leverage the network

Leverage the network but cannot develop
cross-country integration
Ability to leverage the network to develop
cross-country integration

Proposed fees are unreasonably expensive
and not logical

Proposed fees are logical but do not drive

cost efficiencies

Proposed fees are logical, reasonable and

drive cost efficiencies.

No cost synergies, no cost savings

There are some cost synergies but little cost
savings

Ability to drive cost synergies across the
cluster which resultin

Meaningful cost savings to each country



MEDIA AGENCY EVALUATION FORM

Question
1 Vision & Foresight

2. Development of
Planning strategy
3. Portfolio Management

4. Development of
Buying strategy
5. Systems & Database

6. Monitoring/Feedback

7. Negotiation Skills

8. Qutstanding Media

Buys Exemplified
9. Relationships with Media
10. Proactivity

11. Staffing

12. Compensation

Attributes
- Sense of mission - goal oriented
- Vision for the media department
- |dentified special functions
- Steps reflected clear understanding of the
Process
- Understood key principles of portfolio
Management
- Marriage of media and marketing
- Steps reflected clear understanding
of the process
- Technology edge and usage of software
- Databases to understand consumer
media consumption
- Operations/proprietary software
- Identified effective steps of execution
demonstrate control over the process
- Negotiation enhanced media buying directly
- Quantified added value was cohesive
with brand/media strategy
- Examples given were strategic/
creative and added value to the activity
- Have strong relationships with key suppliers
- Comprehensive networking structure
- Info, and intelligence flow on media industry
- Examples show clear lead over competition
- The plan matched our requirements.
It is ambitious yet convincing
- Fee structure is logical and
comprehensive (Fee range 7-8 MMBt)

13. Agency Evaluation Criterion - Parameters are matching with company criteria

14. 2010 Media in
Thailand

Sub Total

OtherImpressions:

15. Think strategically
16. Problem solving ability

17. Attention to details
18. Results focused

19. Leadership

20. Flexibiliéy
ub Total
GRAND TOTAL

- Futuristic media outlook based on
knowledge of current realities

- A good presentation which was
analytical/logical and creative

- See the big picture & have long range

perspective

- Use disciplined process to define,
identify, evaluate and solve problems

- Comprehensive and thorough approach
to assignments

- Set goals and work towards these
Do not get caught up in unnecessarydetails

- Can lead company to achieve superior
performance in buying

- Adaptable and open-minded to changes

178

Weight Score



179

(cost efficiency)

(agency fee/agency commission)
2

agency



12%

agency

"agency
bank guarantee
project 100

strategy

12%
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