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The Present Condition and Issues Concerning the Advertising Industry
—Studies in Western countries and research
for Japanese advertising business on the agency compensation—

KOIZUMI Hideaki *

Abstract: The compensation paid to advertising agencies by advertisers has great impact not only
on the advertising industry, but also on the entire media sector, which has been undergoing
considerable change. In US and European studies in recent years, the following topics have been
highlighted: (O system-related issues, particularly the ‘performance incentive system’, @
procurement section in advertisers, 3) media auditing and consulting firm for accountability, @
dealing with IMC strategy and the new media, 3 establishment of Client-agency relationships. On
the other hand, in Japan the use of the ‘fee system’ and the ‘performance incentive system’
remains uncommon though it tends to be increasing. In addition, Japanese advertisers seldom use
a procurement section or the auditing system. For these reasons, it seems to be important to
research these problems fully from now on and to establish the partnership of advertising

agencies and advertisers.

Keywords: Advertising, Media, Compensation, Commission, Fee, Performance incentive
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