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“MAD MEN”
have become today’s “Middle Men”



ROI for advertisers is under ever  
increasing scrutiny as strategic media 
choices expand to include many exciting 
and valid opportunities to approach con-
sumer markets. At the same time, media 
agencies are promising that digital is THE 
answer. That is a notion that ECI’s special-
ist consultants are here to put to the test. 

For the most part, advertisers are 
sceptical; and rightly so.

• Ad blocking has come up in  
numerous conferences.

• Bots that simulate click rates are 
everywhere. 

• Viewability has come under scrutiny. 
Can we really expect return on digital 
investments if only 50 percent of an 
advertisement is seen for a single 
second?

• There are estimates that 60-80 
percent of an advertiser’s media 
budget is not even being spent on 
working media, but rather on fees 
and technology. 

This is the background on why re-
turns on investment in digital is being 
questioned. In principle, the improved 
targeting that new technologies allow, 
should mean better returns.
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DIGITAL
The broken promise of

advertising
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Fees on top of fees. The lack of trans-
parency in media buying is a theme for 
many advertisers today. When it comes 
to digital advertising, agencies have be-
gun to add extra fees to their services, 
some of which are hidden. Advertisers are 
being asked to pay serving fees, viewa-
bility-tracking fees, brand safety-tracking 
fees and programmatic targeting fees, all 
in addition to the base advertising cost. 

No wonder return on investment is 
under pressure when only part of the ad-
vertising budget is being spent on actual 
advertising. Some of this lost value is cap-
tured by agency fees, but a multitude of 
technologies play a role too. 

Tech tax

Reports show that, on  
average, 31 percent of 

advertising budgets were being spent on 
the technology used to manage the ads. 
And by technology, we mean the multiple 
middle-men running platforms that provide 
real-time bidding (RTB), servers that host 
the ads, and a number of other demand- 
and supply-side technology services.

While many of these services provide 
the supporting infrastructure for  
online advertising, many justify their 
existence by saying that they eliminate 
“waste”. But does the cost of this elim-
ination really justify any limited added 
benefits?

All of these extras mean that we see 
a bigger gap between the actual price 
media houses sell their inventory for, and 
the price advertisers buy ad placements 
for. This gap can be big and it certainly 
lacks transparency. 

A long string of 
   expensive black boxes

Advertiser
10€

Media
agency

-0.5€
Programmatic 

technology

-5–7€
Publisher

2–3€

Extra fees ”Tech tax”*

* Most demand-side technology costs are included in the agency fee for programmativ buys, under the headline ”technology fee”.
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How can advertisers

 · Bring programmatic buying in-
house and negotiate all ad tech suppli-
er contracts yourself. You do not have 
to be a large advertiser to do this. If you 
want to employ a media agency for your 
programmatic buying, they can simply 
log in to your systems. You retain full 
power and view of what is done and 
bought.

 · Keep all of your digital advertising 
contracts short-term. This allows 
you to change all or parts of the buying 
structure at any time. 

 · Evaluate every service and tool you 
are paying for, one by one. This means 

going through your actual buying struc-
ture, making comparisons and removing 
redundancies on every level.

 · Use the right methods to meas-
ure and compare the impact of digital 
and traditional media. As you are doing 
this, calculate the total cost (including 
all fees and technology) per reached 
unique user (or per click/session if you 
are aiming for traffic).

 · Buy some of your campaigns  
directly from the media publisher, 
if you can. Compare its return on in-
vestment to what you get through your 
agency. 

Advertisers have two options: they can either bring the 
work in-house or make sure that they have the information—and 
contractual leverage—to hold their agencies to account. Consid-
erations to achieve higher media value in digital advertising:

close the gap?
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Choices for advertisers have 

never been tougher. On one hand the 

technical potential to target and track 

consumers is immense. On the other 

hand the potential to run one’s own 

media business affairs has never been 

more exciting. 

Clients have a set of choices. 

Without doubt, as has always been 

true, agency expertise carries a cost. 

And “Middle Men” as opposed to “Mad 

Men” are today’s advertiser choice.

Final thoughts



The digital landscape is changing; your 
media management strategy needs to 
change with it. But change can be a  
force for good: ECI, the market’s fastest 
growing global media management  
company, can help you make your media 
budget generate higher value, harnessing 
these changes.

Ours is a new breed of media auditing 
and performance management company. 
We are leading the charge when it comes 
to sophisticated media benchmarking  
services, delivering higher value, and 
making a media-led impact. Our approach 
to digital media is forensic and fact based, 
and we make use of world-class talent 
and proprietary technology to maximize 
your firm’s digital impact.

Today’s dynamic and fast-paced media 
landscape requires data-driven decision 
making, global experience and a firm 
grasp of innovative technologies.  
ECI offers all of these things, and more, 
from media auditing to KPI setting and 
management, and pitch consulting.

We operate across the Americas,  
Europe and Asia. Our clients are some  
of the world’s largest advertisers, and our 
network of owned offices and leading  
affiliates support them through high  
level media intelligence and rigorous 
benchmarking. Ultimately, we provide  
the in-sight, experience, and savvy that  
assists our clients in making sure that 
their advertising expenditure and agency 
relationships generate higher value.
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About ECI

C O N TAC T S
To speak to one of our senior  
management team about any of our  
services please contact: 

Fredrik Kinge 
CEO 
+46 (0)704 24 03 70 
fredrik.kinge@ecimm.com

Joakim Attack 
Chief Commercial Officer
+46 (0)705 46 68 06
joakim.attack@ecimm.com

Peter Kusoffsky
CEO North America 
+1 201 257 7856
peter.kusoffsky@ecimm.com

Stephanie Chastan
Senior VP Business Development North America 
+1 917 838 8170
stephanie.chastan@ecimm.com




