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Executive summary

The purpose of the Performance Evaluation is to assess 2021 collaboration between HEINEKEN and ATL Agencies, 
identify areas for improvement and propose next steps.

Overall, Agencies Meet Expectations with a disappointing score of 60. The Evaluation highlights significant areas that 
must be addressed.

Key points:

PERFORMANCE OF AGENCIES

▪ 53% of the OpCos still have to adopt the Global Evaluation process

▪ Evaluation based on 115 agencies vs 18 LY

▪ All Regions Meet expectations

▪ APAC scores lowest with 54 and only 3 OpCos evaluated

▪ EUR and AMEE score highest with 62

▪ 6 OpCos evaluated their Agencies as Need Development

PERFORMANCE OF HEINEKEN

▪ Overall, the Agencies view of HEINEKEN is Strong with an average result of 73

▪ NSA highest with 77



Adoption and Overview of Agency Performance Evaluation
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Notes:

• 47% of OpCos evaluated in 2021 represents 47% of the total 
ATL Fees

• Only 3 OpCos in APAC adopted the process

• NSA – majority of OpCos onboard & 50/50 for AMEE and 
EUROPE

• Improvement needed on both HNK and Agency side

Despite more agencies being evaluated, results are average



360° Evaluation

Who rates who?

• HEINEKEN Evaluate AGENCIES → Performance of 
AGENCIES

• AGENCIES Evaluate HEINEKEN → Performance of 
HEINEKEN

• AGENCIES Self-Evaluation to assess Perception Gap

How does it work?

Rating Meaning Score Colour

5 Excellent 100
Green

4 Strong 70 +

3 Meets Expectations 50 - 69 Amber

2 Needs Development 25- 49
Red

1 Unsatisfactory 0 - 24

Scoring grid
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Notes:

▪ Biggest decline for Brazil compared to 2020 (48 vs 58)

▪ 6 OpCos are not satisfied with the performance of their 
agencies rating them as Needs Development

▪ Strong results for a handful of Opcos: Italy, Mexico, UK, Spain, 
Ecuador and Egypt

▪ Publicis included as part of HO

evaluated



Heineken evaluation of Publicis since 2016
Decreasing Results Overall and Global

Notes:

• Decreasing results overall and with respect to the 

Global Team, scoring respectively -3% and -4% vs 

LY

▪ Overall scoring Meets Expectations

Global Team = 12 respondents
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Where we spend the most is not where we get the best results

55
64

56

76
67

58 55
62

67

57

0

10

20

30

40

50

60

70

80

€0
€2
€4
€6
€8

€10
€12
€14
€16
€18
€20

M
ill

io
n

s

Top 10 Networks and Agencies per Spend

Sum of Fees Evaluated Performance of Agencies

Notes:

▪ Publicis has the highest spend and the lowest score of the Top 10 

(lower than average)
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AGENCIES Strengths & Weaknesses
Business focus is on Creative Excellence and Strategy; however, both criteria only get to 3rd and 4th

position

Notes:

• All areas can be improved

• Raising attention in Ideation and 

Strategy & Campaign Architecture

• Innovation and Digital & Technology 

score lowest. However, those 2 

criteria are the hardest to evaluate
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Performance Based Remuneration is Best Practice
We need help landing PBR adoption with strategic agencies

Notes:

• *Clear benefits from OpCos→ Better motivation, Efficiency and Culture of Effort and Merit

• Challenges to be aware of → can be difficult to negotiate, better understanding of the process is needed

*Qualitative Feedback and KPIs based on 33 OpCos

61%

33%

6%

Yes No What is it?

• Nb of agencies under PBR: 40

• Spend covered: approx. €29ml - 35% 
of total ATL Spend



Ambitions & Next Steps
We should expect better performance from Strategic Agency Partners
Performance Evaluation and Remuneration are critical

Ambition 2022-2023

• OpCo Adoption process : From 47% To 100% of the 
Key Agencies in each OpCo

• Performance Evaluation Spend coverage : From 47% 
To 80% of the total ATL Spend

• Agencies Performance Results : From 60 (Meet 
Expectations To 70 and above (Strong)

• PBR spend coverage : From approx 25% 
of the spend To 60%

• 100% of Key Agencies in STUN

→ FoCP project (Future of Creative Partnerships) 
will accelerate this ambition

Next Steps

▪ Share results with Regional Capability Marketing 
Directors

▪ Amend and Align Questionnaire, Scoring & 
Performance Brands Metrics with GCU and CMI to 
strengthen PBR

▪ Get on board with the PBR process and overcome the 
challenges in a collaborative way

▪ Check benchmark from the industry

▪ Mid Year Review will kick off in May and it will be 
simplified evaluation - crucial to evaluate twice/year 



Appendix



Performance of AGENCIES by Region

Notes:

• Overall average score is 60

• APAC scores the lowest with only 6 agencies 

evaluated in 3 OpCos (Taiwan, Malaysia, 

Cambodia)

• HO includes 31 Publicis agencies (Global eval)
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Overall:

• Agencies tend to overate clients

• Average result is 73

• Digital & Technology and Production 

& Creative Execution need improving
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Performance of HEINEKEN by Region
HEINEKEN results are Strong, but improvement is required



Perception Gap*

*Agency Self-Assessment of Performance vs HEINEKEN Evaluation of Agencies

Notes:

• Average Gap of 16

• Biggest Gap for Innovation and Learn 

& Reapply 

• Need for collaboration with agencies 

to close the Gap
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Evaluation of Agencies by Heineken Agencies Self-Eval

Agencies are unaware of how average HEINEKEN believes they are



Questionnaire detail
HEINEKEN Evaluation of the Agency



Questionnaire detail
Agency Evaluation of HEINEKEN




