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Topay, as 1984, KAYNAK AND SAVITT'S observa-
tion on “the paucity of comparative studies on ad-
vertising” appears to hold true. Yet such studies
_ have been reported as being central to the devel-
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opment of scientific understanding of this critical
component of international marketing (Samiee
and Jeong, 19694,

In this comparative study, advertisers of con-
sumer goods and services in Chile, lapan, and the
United States were queried about advertising
agency performance and the sourcing of market-
ing communication services, Both topics have been
given considerable attention in the literature: the
former in both academic and practitioner circles,
the latter primarily in the trade press—neither on
a cross-cultural basis among these countries. The
relationship between the two topics is obvious as
advertising agencies traditionally have had a cen-
tral role in providing communication SETVICEs,

The principal research questions examined

Were;

1. In evaluating advertising a GETCY pertormance,
what is the relative importance of selected cri-

teria within and among the three countries?

Pz research was made possibly by i greand fron i ¥oshida Memorial

Foundation, Tokyw, aned institutions! stigpert from Tokae Kezai Ui

versityy, the Center for fnferiutional Busipes Educttion amd Beseqrch

- PEDRO HIDALGO
* Uniiversity of Chile

(CTBERD ab the Daria Moore School af tisivess Adwinistratian, L

versity of Seath Careling, and e Uniz eravdad de Chile,

Ad Agencies’ Performance and Role in
Providing Communication Services in Chile,
Japan, and the United States

This study explores the relative importance of selected criteria in evaluating ad agency
performance and the role which agencies play in providing marketing communication
services of both a within-country and among-country nature. Findings are based on a
survey of advertising executives working in major consumer/service organizations in
the three countries, Criteria to evaluate agency performance included 13 subjects
from “‘creative flair'" to “involvement of top management.”” The role which ad
agencies play in providing marketing communication services was determined by the
extent to which each of five services was sourced in-house, from the agency, or from
some other outside source. Results indicated that perceptions were by no means
uniform. More similarities existed, however, among managers in Chile and the United
States than in Japan. Qutcomes are discussed in considerable detail.

2. How would these findings compare with find-
ings from previous studies?

3. What role does the agency play in sourcing
various marketing communication services in
the three countries? Would they be similar or
different?

BACKGROUND
In what ways can prior research shed light - ¢y
these topics? For the most part, studies published
on factors affecting the client-agency relationship
have been in-country in nature {Doyle, Corstjens,
and Michell, 1980; Hotz, Ryan, and Shanklin, 1982;
Eaynak and Ghauri, 1986; Michell, 1986; Wack-
man, Salmon, and Salmon, 1986; Verbeke, 1988,
Smith, 1991; Henke, 1995: Michell and Sanders,
1995). The most important considerations in evalu-
ating or affecting the client-agency relationship of
six of the nine studies just cited are shown in Table
L. Observing Table 1, it is apparent that creative
competency is the prime factor affecting the client-
agency relationship. Rapport with and responsive-
ness of agency personnel, and the agency’s close-
ness to the client’s business, were also major con-
siderations; however, these factors were not
uniform across all studies. Managerial and
media skills, cost consciousness, and fairness
with agency charges were other considerations of
importance.

In regard to the role of advertising agencies as a

source for marketing communication services, the
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increasing difficulty in reaching audience
targets efficiently via traditionzl means
such as network television in the United
States and the growing importance of
olher communication vehicles such as di-
rect mail and public relations / publicity
activities has (hreatened the survival af
the traditional full-service advertising
agency, To counter these developments,
agencies began to place greater emphasis
cnattempting to provide a bundle of mar-
keting communication services (Lucaire,
198%; Tortoricl, 19971; Fizdale, 19%4; Finn,

il

1994). During this same period, a “now
marketing paradigm™-—integrated mar-
keting communications (IMC)l—was being,
teuled in academic circles (Schullz, Tan-
nenbaum, and Laulerborn, 19950

The idea of sourcing a variety of mar-
keling communication services from a
single agency was given much fanfare in
the United Slates. Its acceptance de-
pended on which side of the fence you
were ons client or agency (Hume, 1993,
While agencics wore testing various forms
of this concept, client reaction was cau-
tious, As reported in one article, “one stop
shopping was not the solution because cli-
ents didn't want to put all their eggs in
one basket™ (Wells, 1993),

As for IMC, a 1993 survey revealed that
“markelers’ opinions of ntegrated mar-
keting—and their actions—differed
greatly from those of agency sxecutives.”
In a poll of 200 agency and marketing
exevutives, both the majority of market-
grs (83 percent) and agencies (63 per-
cont)y said it was “thedr responsibility to
set strategy for and coordinate integrated
imarketing} campaigns” (Fawcett, 1993),
Yel agency opinion was not uniform. A
well-known, top-ten agency head re-
ported on the findings of a survey among
22 of his major clients: “none of them
wanfed their agency to do anything other
than great advertising. Integrated mar-

keting i= being driven, not by the mar-

TABLE 1

Agency Evaluation: A Comparison of the Most Important
Considerations from Selected Sources
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ut by academics’ (Advertising Age,

though adherence fo integrated
éting coinmunications was being
ed by some academics (Schulte, 1993
and o Duncan, 1993, 195%4), acadomic
alzo produced mixed signals on
e of where the dircction of inte-
markeling communication (IWC}
vities should come from. One study in-
d a majority of client communica-
marketing managers believed that
ing an IMC program should be a
d: responsibility, while another
g primarily large corporations) in-
d that the client alone should “di-
I'E\'i_[(: activities (Dincan and Fverett,

the reader will have noted, the lit-
be revieweed was oblained from En-
language publications and was
on L. and Eurcpean expericnces.
ever, advertiser-agency relationships
world over and integrated mar-
'g'-cummunicatiuns has become a
broad interest. 1L is for these rea-
twas fell that a comparative study
e on the research queslions posed

}-al'nong three counlries with differ-

ages and cultures would help

a belter urderstanding of these

hree-country survey data, upon

fndings are based, was part of a
P éiud}r, different =lements of
: published in the Interrationai
i ﬂﬂ:tlf'rtr'ﬂ'n;g (Ciriffin, MoArthur,
}_ﬂ._l_'ld' Hidalgo, 1998), It mvolved
ps:.' first, & questionnaire was
constructed by the Japanese and
archers. The English version was
by seven advertising / marketin I
3 _fq:_"daﬂty and meaning. Based

Tesponses and suggestions, a seo

ond version was prepared and Lranslated
into Japanese by our Japanese author and
independently back-translated by a na-
tve-speaking Japanese language teacher
in the United States. MHucrepancics in
meaning were correcled in the English
and then the Japanese versions before
fielding the questionnaire. Subsequently,
our Chilean celleague, Muent in Fnglish as
well as Spanish, and two assistanis trans-
lated as accurately as possible the final-
ized Inglish version into Spanish.

Samples were drawn from published
lists of lhe top advertisers in lerms of ex-
penditures in each country. Sample sizes
and response rates varied, In Chile a
sarnple frame of 108 was drawn Trom a list
of the top 130 adverlisers. The survey con-
ducted among these practitioners pro-
duced a response rate of 55 percent. In
lapan the sample frame consisted of 360 of
the 300 largesl advertisers, The response
rate there was 30 percent. In the United
States, a stratified random sample of 539
wias drawn from the Leading Malional
Adverlisers” list of the top 1000 resulting
ina response rake of 22 percent,

As for nonresponse bias, in addition to
the common assumption of randomly dis-
tributed response bias {Duncan and Ever-
ett, 1993), annual media budsets of re-
spondents and nonrespondents in the
threw countries were compared, A bwvo-
tailed test of mean differences on this
measure over the entire sample in each of
the countries indicated that ro significant
ditterences exisied between firms that re-
sponded and those that did not.

Because of the relatively low response
rate in the Uniled States, compared with
those in Chile and Japan, a second method
of evaluating nonresponse in the United
States was used. Since there were Uhree
successive mailings of the questionnaire at
approximately four-week intervals, a pro-

file of early and late respondents cauld be

COMMLUMICATION SERVICES

compared. {(Armstrong and Overton
[1977] mzintained that a profile of nonre-
spondents iz likely to be more similar to
late respondents than early respondents.)
The means of the last set of respondents
did not differ significantly from those of
the first set when comparing the variables
of this study.

To reduce the possibility that observed
differcnees among countrics may be due
to within-counbry variables (Samiee and
Jeomg, 1954), findings to be presented are
limited to those respondents wha re-
ported their core business involved a con-
sumer product or service and consumer
adverlising was an assigned duty—
characteristics of all Chilean respondents.
In Japan and the United States, respon-
dents whose core product was business/
industrial, business servive, or basic male:

rial were eliminated.
FINDINGS

Evaluating advertising

agency performance

For advertising agency performance
evaluation 13 criteria were used. These
criteria were the same in 11 out of 13 in-
slances—one wording change and one ad-
dition—as those vsed by a well-known
U rescarch firm in a poll conducted ev-
ery fwo vears among B leading nalional
advertisers (Smith, 1991). Respondents
were asked to record their perceptions af
importance on a five-point scale, one be-
ing “not at all important” and five being
Yoxtremely importanl.” Answers can be
found in Flgure 1.

The performance criteria are arraved
from top to bottom in the left-hand col-
umn of Figure 1 in order of importance.
The solid line running from top Lo bottom
reprosents the mean scores of the three
countries combined on the scale shown at

the botlom of Figure 1, The symbals rep-
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resent the individual country means. To found that “creative work that sells” was s UUS & CHL = JPNL (Mo conclusion can
the right of cach criteria are the results of significantly mare important for 1S, and be drawn about any differences hetween
the Tukey-Kramer test of mean differ- Chilean respondents than for the Japa- the United States and Chile)

ences where p < 005, For example, it was  nese. The designation for this in the figure The findings in Figure 1 can he arua'-.

Creative work that salls US & CHL = JPN*

— Combined Mean

B PN
Really understands .
clignts business CHL & US > IPN+ & CHL
-+ L
Crestive flair CHL = U5+

Develop creative strategy CHL & US = JPM-

Careful w/ client's money U5 = JPM=

Cooperative in problem

) JPA & US = CHL*
s0lving

Media Planning CHL = U5 = JPp#*

Media huying IPM & U5 = CHL*

Ad Agency Performance Criteria

Use Research in strategy

e E}
development US = JPIY
Help in marketing plans IPM = 115 & CHL* [ -
Frovide full range of
services
Help w/ new products CHL & 1PM = Us* e —
Involvement of top * !
management US & CHL = JPn B — e
1.5 2 2.5 3 3.5 4 4.5 5
Mot at All Extremely
Impurtant Impartant

Flgure 1 The Relative Impr:rr'tance of Selected Criteria in Evaluating Advertising Agency
Performance

(%= wmults of Takey-Rrawer fest o difimeces Belieen sopmfries, e DS
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';rértiu:allj- and horizentally: verti-
videterming the relative importance
the 13 criteria on a combined and indi-
wcouniry basis; horizontally o de-
telative importance among coun-
A vertical inspection of the com-

mean line suggesls a three-way

wof the criteria.
top arouping is comprised of five
a:

_'z;e wiork that sells
understands client’s business
ve flair

:Inp crealive slrategy

aful with client’s money

middle grouping consists of four
B

soperative in problem solving
ia planning
i __'buj,'ing

resparch in strategy development

bottomn grouping alse consists of

p with marketing plans
y 'Jd_e_ full range of services
powith new products

vement of top management

an individual country basis, the
._respcmdent pattern exhibited
ahle uniformily. The most impor-
teria of all was creative flair. The
portant was invelvement of top
it

ilean response resulted inoa dif-
pattern. The top five criteria listed
' along with media planning, are
important criteria. The remain-
of lesser importance, most notably,
i'.;mrkeffﬂg fans.

5, response follows the three-way

uping for the most part. The cri-

teria, cretioe work Hhat sells, is noteworthy
in that it drew the highest individual
mean score. At the other end of the scale,
Teelp weilly ey products drew one of the bao
lowrest individual mean scores.

In regard fo findings of a horizontal na-
ture, there are statistically significant dif-
ferences all down the line as shown, Chile
and the United States {or wice versa)
Placed greater importance than did Japan

o these critoria

. creafive work that sells

- really understands client’s business

L

cdevelop crestive strategy

e

. madia planning
3. involvemenl of lop management and
lesser importance on felp adth warkeling

plans

Japan and the United States placed sig-
nificantly greater importance on being co-
pperative in problem solving and miedin buy-
g than Chile, Chile and |apan placed sig-
nificantly greater importance on felp with
weny produets than the Uniled States. COther
sigrificant ditferences arose bebween:

o Chile versus the Uniled Slates on cre-
afive flatr

¢ [nited States versus Japan on being
cargful with clienl’s money and wse of re-

search o strkesy developrient

Sourcing of marketing
communication services
When il eomes o sourcing of marketing
communication services, to what extent
are they sourced in-house, from a full-
service advertising agency (FSA), or from
anuther outside source, e.g., creative bou-
Hgue, media buving service, sales promao-
tion agency, or public relations firm? Fig-
ure 2 provides the answers to this ques-
ton on a country-hy-country basis,

I all theee coundries the majority af re-

spondents indicated that the full-service

COMMUMICATION SERVICES

agency (FSMA) was their primary source for
creafive and media services, Ditferences,
hawrever, should be noted among coun-
tries. The sourcing of creafioe from the FaA
was most prevalent in Chile (76 percent]
and leasl prevalent in Japan (55 percent).
“In house' was of secondary impartance
in the thres countries but of lesser signifi-
cance in Chile than in the other tevo, While
“other” creative sources were of lertiary
importance in all instances, they were
greater in Japan than in Chile or the
Linited States.

As for medin, the highest percent of
sourcing came from the FSAs in all -
stances: Chile, 70 percent, anl lapan, A
percent, in contrast to the United States, 56
percent. “Tn-house™ was of secondary im-
portance among all three countries but to
a lesser degree in Japan than m Chile or
the United States. MNote that “other”
sources were of minimal significance inall
three countries, particularly in Chile,

The predominant source for sales profe-
tigar was “in-house,” particularly so in
Chile, 80 percent, and in the United States,
&4 percent. In both countries the FSA and
“other'” were of limited mportance. The
situation was different in Japan. “'In
house™ (40 percent) and the FSA (37 per-
cent] shared the lead as the principal
source followed by “other™ (23 percent)
which also had greater significance than
in either of the other two countries.

Az in the case of sales promoton, the
public velations response patterns were
sitnilar in Chile and the United States: “in
house” led as the prime source—71 per-
cent in Chile, 88 percent in the Lnited
States, followed by “other,” and then the
FsAL In Japan “in-house” and the FSA
shared the lead position, 42 percent and 41
percent, respactively, followed by other”
(18 percent).

With respect to adiertising research, the
response patterns were again simmdlar, The

two more important sources in Chile and
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* Chile
B Japan
& US
FS4 = full service
ad sgency
S0 ¥ i
~Inhouse i
B0 T
@ i |
! I In-house
0% T
| | f i
, FS4 - |
F54 !
S0 T
| i =
= | i
g 50% ' T '
3 I I U Inhouse | FSA
w | F Y
' 40% — H = ! )
8 | n . *
a In-house In-house i FSa | FsA
30% 2 4 - ; : |
| | | ther ; [
20% T i s B _‘ 0 I
; | & [
M T S & : Other
5 : & Other
10% F Y i i
2 ' ‘ |
Qther Other |
0% T 1 :
Creative Media Sales Promotion PR Ad Research
Activity Sourced

Figure 2 Sourcing of Marketing Communications Services

the United States were “in house’ and
then the I'SA with a lesser but not insig-
nificant role played by “other” sources. Tn
contrast, the predominant source in JTapan
was the S84 (35 percent) followed by “in
hause” and “other” of roughly equal bul

lesser significance,

DISCUSSION

Evaluating agency performance: current
versus previous findings
In the roview of literature it was found

thal creative work was the dominant con-

sideration when evaluating agency per-
formance and when switching from one
agency Lo another. Findings of (his study
are consistent with previous literature in
this respect. I anything, creativity may be
even more important to advertisers in this
study, as evidenced by results shown in
Table 2, It can also be observed that three
of the four top criteris in the current
study-—creative work that sells, really un-
derstands the client's business, and care-
tul with the client’s money—are the same
as these reported by Smith in 1991 (sce
Tahble 1),
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As [or other top-ranking consideration

a major difference exizsted in the pri
studies between bwo factors; mte'ljc':r :
zational relationships and being cluser
the client’s business, In this current w
understanding of the client’s business
clearly number two in impurtan.pe in
three countries. (Thisis cnnstrué;_i as be;
close to the client’s business.)

Caulion is needed, however, in nak
comparisons in instances where t i
gy and languages differ. Eﬁr'é{lﬁa
the 1995 Henke study p’;:pm‘t;ed tha

marketing skills'” was of prime.



tvertising Agency Evaluation: A Comparison of the Most
Iportant Considerations in Chile, Japan, and the

e whereds in this study “help with
1 ﬁng plans" in the United States was
.re_lgﬁveij_.r lew priority, A Company
‘expect that its agency would RIS
the former trait without calling an it

with plans development.
el yith p :

son of evaluative criteria
: ; .uuntrjes

'cq.untry results could be 3 reflec-
af cultural differences ameng adver-
execulives in fhe three countries,
ample, responses of practitionors in
show more uniformity than practi-
in Chile and the United Startes with
o the importance of various crite-

aluating advertising agency per-
ce. Clues to this behavior can be
these observalions:

I placed on “maintaining order or
)

ony than on individual expres-

B

1. Creative flair

3. Really understands 3.

client’s business

Jus

1. Credtwc wurh thdt sells

. Really understands

client's business

. Developing creative

stratopy

By temperament, then, it may be more dif-
ficult for Japanese practitioners o give
lower ralings and make sharper distine-
tions than practiioners in the other two
counlries. This possibility natwithstand-
ing, implications of the significant differ-
ences in the importance of various criteria

ameng countries are discussed below,

Creativity Among those five criteria in the
top third in terms of importance, the Chil-
ean and L5, responses were similar with
This
could be traced to a more pragmatic, loss
Aambovant style of North American prac-

the exception of “creative flair.”

titioners who sought above all else “rre-
ative work that sells.” In contrast, the
Japanese placed less nportance on this
and the other top five criteria with the ex.
ceplion al “creative fair,” siding with the
Chileans in this respect, Possible explana-
tions for this are based on these observa-

tions about advertising in Japan:

* "Advertising in the first place is crosted
to please the prospect as opposed Lo

making a direct sale”™ . The more it

2. Creative work that sells 2

COMMUNICATION SERVICES

pleases, the more likely it is to move the
product (Wagenaar, 1980
Creative people

tend to talk abon
advertising more as an art than as i tool
tosell a product (Wagenaar, 1950,

- "At{u-'er’rigiing is not & scicnee .. all ad-
verlising should be handmade’ (Mita-
mura, 1993,

“The Japanese really belicve that TV ad-
vertizers are ‘coming into the living-
rooms’ of viewers and as such they are
ghests with the responsibility to be
good company. That means they should
be lively and enterlaining, not pushy™
iReed, 1983,

Understanding the business When it
comes 1o “really understands clionts’ by
ness” the Japanese again depart from 1.5,
and Chilean practiliomers on this major
criteria, placing significantly less impar.
tance on outsiders” conception of their
firms” raison delre,

= As just explained, the message 15 de-
signed to entertain rather than sell |
reducing the need to understand the:
business.

* lapanese advertising might be vicwed
Yas Uart pouwr Part and not particularls
elfective in translaling a specific point
in strategy” [(Wagenaar, 1980).

® From a top management perspective
“the best creative companies such ay
Suntory, Shiseido and Matsushita haye
been led by (the ideas of) the founders
and their followers” (Wamaki, 1994a),
Por agency invelvement in the creation
of adverlising it might be better tn un-
derstand a company’s corparate phi-
losuphy than the businesses in which it
is engaged. In Shiseido’s case, ils

founder's basic design concepl invaly-

it the “fusion between Buropean style
and Oriental beauty’ has guided all

forms of communications as the corm-
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pany pursued the “dual goals of eco-
nomic prosperity and cultural advance-

ment” [Shiseido, 18],

Strategy

The "development of creative strategy™
o the part of advertising agencies is an-
ather criteria where ils Imporiance was
significantly less in Japan than in the west-
ern countrics. Mossible reasons for this
include:

* A related finding of this study: nearly
one-fourth of the Japancse advertisers
reporied that agencies were not in-
volved In the preparation of creative
strategy. That figure dropped to 3 per-
cent among US respondents and 1o 4

percent among Chileans,

In Japan different approaches are used
in different media. Campaigns can
change throughout the vear. |2ifferent
agencies are used for different media.
Different writers and art directors work

on TV and pring (Wagenaar, 1950

At one of Japan's largest agencies some
clients” communication strategies ask
for little more then “something impact-
ful™ (Schiff, 1993),

# Clients' strategies can be “cumbersome
documents” reflecting the views of all
kew partivipants and “give more respect
ko general direction and feeling of strat-
egies rather than specifics, due partly to
the number of people involved in the
approval of crealive exscubons, and to
concern over what the consumer will
think of the ad onee it is in the market”
iWagenaar, 1980,

Cooperation Focusing on the four criteria
of mid-range importance, a significant dif-
ference existed between Japanese and L5,
practifioners on the one hand and the
Chileans on the other hand with respect to

“enoperation in solving problems.”

® In Japan the very foundation of its cxis-
tence as a sociely is based on o “rice
culture” that requires cocperation in or-
der to engender harmony and produce
a salisfactory result (Heed, 1953, This is
reflected in the facetous comment of a
Western copywriter speaking of his
Japanese agency colleagues: *Ask
sormeone a lavor and the response is
worthy of the Eagle Seout hadge for co-
operation” (Schilf, 19493,

¢ The similar importance attached to this
criteria by the U5 respondents is in
keeping with the lindings from the -
erature review and raflects the nsed on
the part of U5 ageney personnel to
maintain & good working relationship
with the client in order to keep and

grov the business,

Media When it comes to media, the three
countries have well-developed media in-
trastruclures. |lowever, importanl differ-
ences exist in the number and size of mar-
kets within cach country, in the nature of
viewing, listening, and reading habits,
and in media as advertising vehicles, Yet
these factors do not explain why there
were significant differeoces with respect
to: “media planning” and “media buy-
Ing.” The reason may simply be the rela-
tHve importance that respondents in the
theee countries placed on these two crite-
ria in relalion to all other criteria. One fac-
tor to account for the greater importance
the Japanese placed on media buying on
the part of their agencies as compared
with the United States and Chile could be
due to the absence of media-buying ser-
vices (Yamaki, 19%4a).

Research The “use of research in strategy
development” was relatively unimportant
for all our respondents —somewhal more
s Lo the |apanese, particularly versus LS,

practitioners. The general lack of mpoe
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tance may be found in this thought: stral

eey development can be considered a:
quential activity coming atter research b
been completed.

In the case of the Japanese, howeve
there is a different explanation. As Ko
yashi (1985) pointed out, “When Japanes

marketers make decisions they tend t

glve mare weight to their experience ang

intuition than lo numbers.” From a o

ative person’s perspective, marketing ine
formation or data from markeling
search is not belicved (Yamaki, 1994h)

Most advertising creative people use “in

1

stanl ideas,” not marketing research e
sulls {Amatsu, 1994

4
Plans and products Among the crileria
the Tow end of importance were those th
involved “help with marketing plans a
new products,” Chilean and US, resnar
dents placed considerably less impor

on these criteria than did the Japariese

Answers from the former two a:-E_

suggest that advertisers are not parti

larly interested in having agency persans
nel become nvelved in these aﬁpodﬁ
marketing. As for the Japancse respon
an explanation for this stemmed from Ti’
maki's observations (1997, 1904z, Tau 4
about the meaning of “marketing”

Japanese firms. Such functions as sal
and advertising are conducted indeper
dently of each other, Product managers,

i
seldom found in client organizatia 5

could be young and talented but cal-
, ) iy
leagues in other functional areas don't

necessarily follow their recommendations,
Marketing is looked on as scholastic and
theoretical and marketers’ recomme -"‘:'
tions are not widely accepted by practi

business managers. Marketing is most o

ten considered a “desk plan.” The emp

cal impressions and recommendations
one's within-group colleagues would ge
erally carry more weight than theoretic
notions from a different group (Waka



Mecessary, bul not as imporfant 2s a

incing sales plan, clients may call on

agency counterparts o perform this

shinclory task of preparing the market-
olan.

anagement With respect to the ori-
or owith the least imporlance—
clvement of top management’’—a
discrepancy can be seen between the
ese response and thal from the other
;'DuIllTifS. While theee is more than a
interest from the latter two in this
._ barticularl}' among US. respon-
the Japancse placed the least impor-
fall on it. In the United States, and
bt Chile alzo, involvement of top
ement on both agency and client
CORSUMEr Companies s expected.
owever, 15 not the case in Japan.
anagement entrusts technical busi-
P .l‘_&:tiDI"lS, including specialties such
_.e;r:ﬁsing, to middle management
and Stalk, 1455

ions on sourcing services

media, and IMC Findings dem-
that the full-service advertising
(F5A) comtinued to fill its role as
pal source tor creafive and me-
in all three countrics, particu-
11.1'1_'{:]11]{!. However, to view the
he prime source for other commu-
| services such as sales promodion
b possible despite what some au-
a5 pointed out in the literature
ished or wanted us to beliove.
:[‘E:_;uit is confirmation of a 1991
fertaken by the Medill School of
“une stop shopping™ al ad
ras ok a viable concept because
nd scope of the {integrated
y communication) job and the re-
F1':|n-wa_-'l.inu:jp.l1':<>‘r'| control on the part
arris, 19933,

Internal wersus external sourcing The
amount of sourcing internally for all five
types of services, particularly sales pro-
motion and public relations, was exten-
sive. Companies in the three countries
were doing more than relaining control;
thev had internalized all these functions,
but not to the same degree, For example,
the extent of sourcing of =ales promotion
internally was greater in Chile than in the
other two countriss, In contrasl, the Japa-
nese relied to a lesser extenl on in-house
sourcing and iea much greater extent on
FEA sourcing for sales promotion, public
relations, and adverlising research.
Tudging from the response of the Japa-
nese, it might appear that practitioners in
that country had grasped the concept of
integraled marketing communications
(IMC) and agencies were vving with oli-
ents to become the lead source. However,
at the lime the survey was conducted,
IMC was barely perceptible in Japanese
marketing circles {Yamaki, 1799a).

Sourcing advertising research As for ad-
vertising research, il encompasses both
creative and medin ackivities, Media re-
search is largely a numbers exercise and a
custirnary assignment for agencies. Cre-
ative research is more subjective, Agendes
are not usually permitted to be the prin-
cipal arbiters of this funclion, particularly
if it mwolves their own work, [lowever,
results from this study—assuming thal
creative and media research are more or
less equally divided—shon this to be the
case in Japan. The agency was the domi-
nant source, The implication here, based
on the previcusly reported disdain and
mistrust in research for creative Purposes
i Japan, 15 tor advertisers wha don’t real-
ly care about il or give it much credence to

pass this assignment on to their agencics.

Sourcing gquestions remain When it

comes o sourcing of media services, a

COMMUMICATION SERVICES

larger percentage from “others” would
have been expected in the United States
due to the growth of media buying {and
planning) services, This could also be said
of public relations because of the long-
standing establishment of this profes-

sicnal service group in the United States.

SUMMARY

To the extent that these findings represent
the beliefs of large advertisers of con-
sumer products and services in Chile, Ta-
par, and the United States, the nolion that
full-service advertising agencies can be
the source and integrator for markeling
commurication services other than their
core products—carealive and media—is
not supported. This was further substan-
tiated by the relatively low importance at-
tached to criteria that included helping
with marketing plans, providing a full
range of services, and helping with new
products,

At the same Ume, it cannot be said that
praclilioners in Chile, Japan, and the
United States were homogeneous in their
thinking about the advertising topics
studied in this report. The Japanese placed
more importance on full-service ad agen-
cies for providing multiple marketing
commmunication services and attached dif-
ferences in Importance to various ad
agency performance criteria, While differ-
crces were also found bebween Chilean
ang LS, advertisers, the distinctions were
not nearly as pronounced as bebween ei-
ther of these groups and the lapanese.
This suggests that further investigation of
these topics among these and other wesl-
cri and castern cultures could lead to a
better understanding of the similarities
and differences with respect to the man-
agement and conduct of marketing com-
munication services,

Despite any shortcomings which read-
ers may find in this study, clues have been

uncovered on how adveortizers in the three
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- - - the notion that full-service advertising agencies can

be the source and integrator for marketing communica-

tion services other than their core products—creative

and media—is not supported.

counlries view their relationships and di-
vide communication responsibilities with
their agencics and other suppliers, This
could be usetul in the modeling of new
saurcing and performance evaluation

constructs. (I
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