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What the 77th Golden Globe 
Awards taught us about 

business partnerships, 
collaboration, and loyalty. 

The 77th Golden Globe Awards was broadcast on Sunday January 
5th. This major entertainment event is a great way to celebrate the 
magic of film and television with the “who’s who” of Hollywood, 
from actors to producers, advertisers and agencies.  

The Hollywood Foreign Press Association honored the best in film 
and television achievements from 2019 with stunning moments 
like Tom Hanks receiving the Cecil B. DeMille lifetime achievement 
award. English stand-up comedian and occasional MC, Ricky 
Gervais, didn’t disappoint with daring jokes as winners picked up 
their long-awaited trophies. 

As in any televised award event, we all had the opportunity to listen 
to touching words of humility and gratitude, as well as memorable 
moments from talented artists. They get too little time to say 
a few words of thanks that will, however, last forever for those 
mentioned. It’s commonly understood that even getting to be 
nominated or, better, walking on that stage to claim an award, takes 
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a large village… actually, more like an army of collaborators, 
close friends, supporters and, yes, dedicated partners. 

Hollywood is all about partnerships. So is 
advertising.
Hollywood, Wall Street, and Madison Avenue have a lot in 
common. All right, you may not dedicate your Sunday evening 
to watching brands celebrate their accomplishments like you 
do with the Golden Globes. But you know that Hollywood is big 
business. It’s estimated that the film entertainment business 
generated over $35 billion in 2019. That’s more than the 2019 
GDP of Tunisia or even Uganda. 

As with any big business, it involves a vast ecosystem of 
relationships, often invisible to the naked eye. Yet nothing 
happens without them. Like the advertising industry, the 
film and movie industry relies on large business partnerships 
like studios and many experts and specialists all playing their 
essential roles in the production, development, distribution, 
and monetization of quality content. The nature and the quality 
of these relationships will have a profound impact on the ability 
of the whole to meet expectations. Effective collaboration 
is critical. All these contributors rely on life-long business 
partnerships to deliver outstanding work, on time, and on 
budget. It should sound very familiar to anyone in advertising 
or marketing. This is how brands and agencies work together 
daily. As any business partnership, it is a delicate balance of 

transparency, open communication, trust, accountability, and 
feedback. The advertising industry knows this too well, after 
years of unexpected challenges and missteps. 

Partnerships are about loyalty. 
Quentin Tarantino won best screenplay for Sony’s Once Upon a 
Time…in Hollywood, and the movie claimed two more awards, 
including Best Motion Picture in its category. The movie is set 
in 1969 and centers around the blind loyalty and friendship of 
Westerns movie actor Rick Dalton (Leonardo DiCaprio) and his 
longtime stuntman Cliff Booth (Brad Pitt). It’s no surprise that 
legendary filmmaker Quentin Tarantino and two of the biggest 
superstars of all time - Brad Pitt and Leonardo DiCaprio - have 
also worked together for decades.  

Some relationships come and go, but true partnerships take 
time to build. The loyalty that brings and keeps partnerships 
together is often the glue needed to overcome challenges and 
setbacks. Partnerships are never built on calm waters. As brands 
face increasingly more business pressure and budget cuts, their 
loyalty with their roster agencies is often put to the test. These 
partnerships can experience unwanted outcomes and the work 
suffers – sometimes initially during the review or transition and 
sometimes permanently, if the brand is unable to successfully 
balance effectiveness and efficiency.  If you want to deliver 
award-wining work like Tarantino, you must remember that it 
takes top talent, seamless collaboration, and lasting partnerships. 

Our clients’ continued accomplishments result from cutting-edge 
practices in the area of client/agency performance evaluations. 
See how stronger relationships contribute to better marketing.

Contact us at www.agencymania.com

If you would like to learn how to drive 
greater value from your client/agency 
relationships, consider reading 
best-seller and industry reference
Agency Mania:
https://agencymania.com/book/
Or, sign up for our complimentary
Industry Update:
http://agencymania.com/
subscribe.html

Bruno Gralpois is the co-founder of
Agency Mania Solutions, a premier service 
and technology firm specialized in helping 
companies realize the transformational 
value of managed partnerships. Bruno is 
the author of best-seller “Agency Mania” 
and the former chair of the Association of 
National Advertisers (ANA) Client/Agency 
Committee and a faculty member of the 
ANA School of Marketing.
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Some 
relationships 

come and go, but 
true partnerships 

take time to 
build.
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