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budgets until the economy
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agencies and consolidate
spend with fewer partners
to gain more economies of
scale and better leverage in
negotiations.
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what may happen down
the road, avoiding tough
decisions, taking short
cuts or ignoring
opportunities that have
long-term potential.
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practices that lead to
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briefing, scoping,
alignment of agency talent,
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agency partners to produce lowest Return on Marketing Investment productivity, more streamlined Strategic Partnerships Delivered.
innovative concepts and drive better, (ROMI), are unproven or are considered and automated processes and

more effective use of resources. at higher risk (experimental). lead to better outcomes. agencymania.com



