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	PRIVATE 
Control Objective(s):     (a)  To ensure that a planned approach (perhaps by product type) to promotion and advertising is agreed, authorised and implemented;  (b)  To ensure that promotional and advertising budgets are agreed, authorised and adhered to;  (c)  To ensure that advertising activity is of an appropriate type, sufficient in quantity, adequately targeted at the relevant market, represents value for money, and is monitored for effectiveness;  (d)  To ensure that the engagement and utilisation of external advertising agencies and consultants is accurately costed, justified and authorised;  (e)  To ensure that the organisation only pays for confirmed advertising activities;  (f)  To ensure that advertising and promotional budgets allocated to external agencies are authorised and confirmed as used for the defined purpose;  (g)  To ensure that the expenditure of promotional budgets is accurately accounted for and reflected in the accounts;  (h)  To ensure that budgets for individual promotions are agreed, authorised and monitored;  (i) To ensure that the advertising and promotional plans and strategy are kept confidential and are protected from unauthorised access;  (j)  To ensure that  promotional literature (i.e. point of sale materials, leaflets, price lists, etc.)  is accurate, lawful and that sufficient supplies have been obtained;  (k)  To ensure that promotions are lawful, fairly conducted, active for a defined but limited period, and that adequate resources are allocated;  (l)  To ensure that promotional staff are adequately trained so as to project a positive and informed image;  (m)  To ensure that promotional items (i.e. gifts exchanged for coupons, redeemable vouchers, etc.) and merchandising stocks are accounted for;  (n)  To ensure that staff and agents are prevented from taking part in, and benefiting from, promotional activities;  (o)  To ensure that advertising and promotional budgets passed over to agents, etc. are accounted for and only used for the prescribed purpose;  (p)  To ensure that sponsorship deals are justified, authorised, and subject to a written agreement which defines the fees payable and the type and level of service(s) to be provided in exchange;  and (q)  To ensure that all promotional and advertising activities are reviewed and appropriately amended on an ongoing basis.
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1
	Key Issues
	
	
	
	
	
	

	1.1
	Has a planned approach to advertising and promotion been agreed, authorised and implemented?
	
	
	
	
	
	

	1.2
	How can management be assured that advertising and promotional expenditure is adequately targeted, budgeted, effectively used and fully accounted for?
	
	
	
	
	
	

	1.3
	What mechanisms prevent expenditure on unauthorised advertising and promotional schemes?
	
	
	
	
	
	

	1.4
	Is the engagement of external advertising agencies, creative consultants, and marketing companies subject to adequate assessment, justification and authorisation?
	
	
	
	
	
	

	1.5
	How is management sure that the organisation is only paying for actual advertising and promotional activities? 
	
	
	
	
	
	

	1.6
	What measures ensure that all advertising and promotional activities are lawful, accurate and project a positive corporate image?
	
	
	
	
	
	

	1.7
	Are budgets established and is actual expenditure monitored against budget?
	
	
	
	
	
	

	1.8
	What precautions prevent unauthorised access to or leakage of advertising and promotional plans?
	
	
	
	
	
	

	1.9
	How does management ensure that  promotional activities are adequately defined, authorised, proficiently conducted and adequately resourced?
	
	
	
	
	
	

	1.10
	What measures ensure that sales, marketing and promotional staff are well informed about the products and present a positive corporate image?
	
	
	
	
	
	

	1.11
	Are all sponsorship deals subject to a written agreement, and are they monitored to confirm that all the prescribed obligations have been satisfactorily discharged?
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	2
	Detailed Issues
	
	
	
	
	
	

	2.1
	What processes prevent the operation of unauthorised advertising and promotional activities?
	
	
	
	
	
	

	2.2
	Does management measure and monitor the effectiveness of advertising and promotional activities?
	
	
	
	
	
	

	2.3
	Are the merits of alternative advertising media, coverage frequency, etc. explored in order to implement the optimum approach?
	
	
	
	
	
	

	2.4
	How does management know that the adopted approach is adequate and effective?
	
	
	
	
	
	

	2.5
	If a specific advertising agency or consultant is utilised, are management sure that alternatives would not offer improved service and value for money?
	
	
	
	
	
	

	2.6
	What measures are in place to prevent payments being made for invalid advertising and promotional services?
	
	
	
	
	
	

	2.7
	Are external agencies held accountable for all expenditure on the organisation's behalf?
	
	
	
	
	
	

	2.8
	How can management be assured that allocated budgets are being correctly and appropriately utilised?
	
	
	
	
	
	

	2.9
	What measures ensure that all promotional and advertising literature is accurate, up-to-date, lawful and correctly utilised?
	
	
	
	
	
	

	2.10
	Are all promotional and merchandising stocks securely held, only used for the defined purpose, regularly verified, and fully accounted for?
	
	
	
	
	
	

	2.11
	How can management be assured that all advertising and promotional expenditure is correctly reflected in the accounts?
	
	
	
	
	
	

	2.12
	How are staff and agents prevented from taking part in or benefiting from promotional schemes?
	
	
	
	
	
	

	2.13
	How are potential sponsorship arrangements assessed and judged to be worthwhile?
	
	
	
	
	
	

	2.14
	Are all sponsorship arrangements authorised and subject to a written agreement?
	
	
	
	
	
	

	2.15
	Are all the obligations of sponsorship clearly defined (for all parties) and monitored for full compliance?
	
	
	
	
	
	

	2.16
	How does management determine the "value" and benefits of sponsorship and related promotional activities?
	
	
	
	
	
	

	2.17
	How are agents assessed for their stability, reliability, suitability, etc.?
	
	
	
	
	
	

	2.18
	How is accuracy of data input from other systems (i.e. sales performance and monitoring) confirmed?
	
	
	
	
	
	

	2.19
	How is the accuracy of data output to other systems (i.e. planning, product development, etc.) confirmed?
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	



STANDARD AUDIT PROGRAMME GUIDE

SYSTEM INTERFACES FOR PROMOTION & ADVERTISING
It is unlikely that any activity or system will operate in complete isolation, but will need to interact with other data and systems in order to be fully effective.   At a simple level, such interaction could relate to the input of data from a source system and the generation of amended or enhanced data which can be output to the next process.   For example, taking coded transactions from an accounts payable system into the general ledger as the basis for subsequently producing management accounts information.

It is often at the point of interaction between systems where controls are critical.  Auditors should be satisfied that the data moving between systems is consistent, complete and accurate, in order that the subsequent processes are undertaken upon a reliable basis.

The following table aims to plot, for the subject system of this Standard Audit Programme Guide, the potential interfaces with other systems which may require audit attention.  Indicators are provided to differentiate between those interfaces which act as input sources to the subject system and those which are potential output targets.  The "SAPG Ref." column records the reference number of the Programme Guide which addresses the issues for the related system

	PRIVATE 
System
	SAPG Ref.
	Input Source
	Output Target
	
	System
	SAPG Ref.
	Input Source
	Output Target

	Planning
	0104
	
	
	
	
	
	
	

	Media, Public & External Affairs
	0114
	
	
	
	
	
	
	

	Budgeting & Monitoring
	0207
	
	
	
	
	
	
	

	Staff Training & Development
	0304
	
	
	
	
	
	
	

	Product Development
	0701
	
	
	
	
	
	
	

	Market Research
	0702
	
	
	
	
	
	
	

	Sales Management
	0705
	
	
	
	
	
	
	

	Sales Performance & Monitoring
	0706
	
	
	
	
	
	
	

	Agents
	0709
	
	
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