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1/ Introduction

The media spend of any advertiser company is tlipioae of its highest outgoings and it is for this
reason that most companies wish to assess thid spgularly to ensure that maximum efficiency igbe
achieved.

One way to do this is to employ an independent enadditor to evaluate how its media budgets anmegbei
deployed and the level of value being delivereddynedia planning and buying agency.

Although these auditing companies are sometimesregf to as media consultants, the functions can be
separated. Media auditing involves assessmentedianperformance, usually comparative, whereas
media consultancy usually implies more bespokegptajork. This guide concerns

itself only with auditing practice.

The media auditor has become an important figuesgessing the performance of media agencies over
the last 10 years. There are different approachasditing media value — performance can be condpare
to a pool of comparable data; year-on-year aftedéduction of prevailing media inflation; by
comparison with whatever market data can be acdessdy benchmarking performance against market
prices with market modeling. It is not the purpo$¢his guide to express a preference for one rousse
others — indeed, different solutions may be beastifferent markets.

However, while many advertisers may now employ aditar, there is no independent international or
local guide as to their working methods /operaprigciples.

This paper is designed to address this and isdetio help the client and agency obtain optimuleva
from the audit process. It is intended to applpgsignments where the media auditor is analyzing
independent performance data. In the interestesif fractice and transparency, the advertiser would
normally choose to involve his media agency inabditor’s reports to the client.

This guide is not intended to be prescriptive afdrs to Best Practice principles which should bmé

in mind by all parties involved in a media audit.

In case of conflicts when applied to a specificrdoy national codes prevail over this internationa
charter.

2 | Objectivity

2.1 To ensure the objectivity of its advice, the maaliditor should have no business connections, either
itself or through any subsidiary or linked compawith any media owner or advertising or media agenc

3/ Confidentiality

3.1 It is the responsibility of the media auditor al\sag ensure the absolute confidentiality of every
client’s individual data and other information. $kpplies before and during the audit, as well as
following its completion.



3.2 The media auditor should ensure that any data poalatabases used in the course of delivering its
services are of an adequate size to protect tt@uabsonfidentiality of each individual client'sth (see
also 5.2).

3.3 The media auditor should not pass any informatlmwuathe media agency’s business to any third
party without specific prior consent of the cliamd agency nor should it pass on any other magket d
research findings, or research methodology, whia@xtlusive to the agency.

3.4 Itis recommended that the media auditor’s undértato keep all client and agency data
confidential is reinforced by a non-disclosure agnent which binds the three parties.

4 [ Transparency and best practice

4.1 The media auditor should clearly identify in alpoets all the data sources used in the deliveiisof
services.

4.2 The agency is required to provide the media audittr all information relevant to the assignment
on request. It should be noted that in certairucirstances, existing contracts of media agencidsthiitd
parties may prevent media agencies from passing slata to auditors.

4.3 Where databases or pools are used, the media mskidold make clear to the advertiser the size and
scope of any such database, the age of the date wdlevant and the methods of calculation uselden
delivery of its services. Under normal circumstanmaaly the most relevant and up to date databaill

used. In the interests of Best Practice, the auditamld normally choose to keep both the advertiset
agency informed on these issues.

4.4 Media auditors should allow clients the right tarenission an examination of data and methodology
used, subject to this being carried out by an alyreeutral expert and being subject to absolute
confidentiality on all matters relating to indivialclient companies and individual media agencies.

4.5 Ensuring that all audit presentations and analgisssribing the media agency’s performance are
entirely visible to that agency can help make tfue@ss more transparent. It is Best Practice teesha
these analyses with the media agency.

4.6 If the advertiser decides that the media audit@ssilts are to be discussed with the media agency,
the media auditor should send his report to theiangglency in advance of the meeting to allow thdime
agency a reasonable opportunity to review the fligsli The objective of these meetings will be tdeaeh
the best quality verification, learnings and acaible points, as such it will be preferable to date all
relevant material at least one week in advancederdo give all parties adequate time for prepamnat

4.7 Where a media agency’s contract with a client idekian incentive element linked to media agency
performance, the media auditor should consult thi¢hadvertiser and the media agency to ensurdithat
agency is evaluated specifically against the preedjobjectives. Any deviation should be subject to
mutual agreement.



4.8 Media auditors should under no circumstances seellbfor media buying economies which would
be to the detriment of the effectiveness of theimptan.

4.9 If a media auditor audits any media schedule irctviitior any associated company has had any
involvement in planning or buying, it must be clgatisclosed to all parties.

4.10 In the event of being appointed to evaluate an @agsmperformance and consequently
recommending an agency review, the media auditat provide the advertiser and the agency with la ful
breakdown of the basis for that recommendation.adency should then be given appropriate
opportunity to address its perceived shortcomings.

4.11 The client may choose to enlist a media audit@ddise them on any review of their media
arrangements, in which case the choice of whichianaaditor will perform this rests with the clietitis
the responsibility of the auditor to draw attenttorany potential conflicts of interest. Where giew is
deemed necessary, the advertisers’ representaityedan contribute expertise to this process inesom
markets.

4.12 The client may seek the media auditor's advicegemay remuneration, in which case they must
obviously be given access to all relevant inforomatiThe auditor must then be able to justify their
recommendations to the advertiser and the agenew \tthas been decided, with the agency

reserving the right to challenge this figure — eittvith the client and auditor together, or confitialy

with the client, at the client’s discretion. In agyent, all such information must be treated ialtot
confidence by all parties.

If clients wish for further guidance in this aréi@en they may ask the agency to make all apprepdata
available to an independent financial auditor, vehosnfidentiality is mutually recognized. Howeviér,
should be noted that whilst such parties mightrdfigher objectivity, they may not be as closéstues

of specific detalil.

4.13 Client disclosure presents a difficult issue. Omdine hand, existing clients’ wishes for their
custom not to be disclosed must be respected. ©athter, it is reasonable for an advertiser comsige
using an auditor to request a current client fiatticularly those in the same sector. Within thesgosing
constraints, auditors should therefore make eviéfoytdully and transparently to provide such data
request.

Subiject to their mutual agreement, an advertisgr ast a media auditor to work exclusively for thand
not accept any work for any named competitor. ladnertiser requests exclusivity but a named
competitor is already client to the auditor, thenisibound to inform the advertiser he cannot adtép
clause though he need not divulge the identitthefdonflicting advertiser. The advertiser will themain
the choice of whether to engage the auditor irkttevledge that they also work for a competitor.

If an auditor has already agreed to work for antl@ an exclusive basis, it must decline any aggiro
from a competing client.

4.14 The media auditor’s requests for data from agerstiesild be specific to clients’ needs and operate
to a fair and reasonable timescale, but one whielisio relevant to the client’s business needs.

4.15 In some circumstances the work required to beedwit by the media agency in order to comply
with the requirements of the media auditor willdbg¢ensive and extra to the normal workload caroied

in the normal course of servicing the client. Whidnis is the case, the agency will reserve thet igh

raise any concerns with the advertiser and mediaaprior to the commencement of the audit inesrd
to identify workload implications.



5/ Professionalism

5.1 The media auditor should provide full CV'’s of al@vant personnel working on the business to the
client and the agency, in order to demonstratejttadifications, experience, ability and in-depthftr

skills necessary to the media consulting/auditiragess. This experience should be appropriate

for each market in which services are offered.

5.2 Whichever technique or combination of techniquesedlia auditor uses to deliver the media audit,
they should be able to demonstrate the robustmessemsitivity of their approach and/or methodolagy
its application to the individual advertiser’s rggments.

5.3 If data pools are used, they should be of sufficsire and relevance to offer a meaningful
benchmark. They should therefore ideally comprizéess than four pieces of activity in the same
medium, running at broadly similar weights acrosfoaely-comparable period and aimed at the same
target group. Local circumstances may also medarattention should be given to each constituent’s
media mix. The media auditor must always be abtietend the robustness of any data pool/base ey u
and the client should be provided with details rdipgy the size, structure, and methodology

behind the benchmarking pool.

5.4 The media auditor should have the necessary condiaaccess to all relevant media data and
adequate software in those markets in which itcesioriginal analysis. It should be noted thaterain
circumstances, copyright regulations may preverttimmagencies from passing some data to auditors or
other third parties. It will be the agency’s resgibility to gain all such necessary clearanceswhére
incremental access costs are incurred, this may toelge funded by the client. Any and all such
additional cost implications should be highlightsdthe relevant party —agency, auditor or both eaty
as possible.

6 / Remuneration and data ownership

6.1 Itis recommended that the media auditor's remuieras independent of the client’s delivered and
assessed media buying performance (see also 4.8).

6.2 All reports and findings relating specifically toet advertiser’s business will belong to the adserti
but cannot be passed on beyond their organizatioesold; ownership of generic data and benchmgrkin
pools rests with the media auditor.

7 | Representation & conflict of interest

7.1 Media auditing is a commercially-offered advertifmrused service activity.



Media auditors are not representative bodies, utlgl nevertheless stand for, and indeed promiogd, t
advertiser customers’ interests in at all timesye@aeea of their activities, including participation
industry issues and the public arena.

7.2 Media auditing companies may have consultancy idiwsswhich undertake work for media owners,
amongst other clients. This raises serious potesti#licts of interest. Ideally, media auditingnapanies
should therefore not undertake work for media ownkrthose cases where a media auditing company, a
division of it or an associated company does uastertvork for media owners, this work and its scope
should be declared upon request to its advertismts.
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