
1. Start by securing the basics: budget and talent. Advertisers are 
increasingly hiring talent with tech – platform – experience over traditional 
implementational  media agency experience.

2. Align all relevant stakeholders around your objectives of this move. 
Whether your focus is on business or marketing KPIs, be clear about the 
rationale behind bringing your media buying in-house. 

3. Set clear KPIs and decide how you will measure and evaluate success. 
Start with simple outcome metrics, building a mechanism that allows them to 
evolve as your team gains experience and confidence.

4. Research your technology options. We are seeing some clients opt 
for an ad-tech structure similar to the one their media agency was using, 
while others are exploring options that are more compatible with CRM.

5. Don’t forget security. The safety of your brand is paramount when 
choosing technology. 

6. The cost of buying media is likely to increase initially; however, the  
value of owning the process and technology should eventually outweigh 
the additional buying costs.

7. Invest time in building direct partnerships with vendors. Many 
advertisers have started to work with key vendors and platforms to craft their 
buying strategies. 

8. Accept that there will be a trial and error period. Being tolerant of 
mistakes will turn them into a valuable learning process. 

9. Establishing a transitional, hybrid phase with your media agency is 
recommended. Media agencies are increasingly happy to play an advisory 
role in operations, vendor selection and implementation. 

10. Consider a flexible short-term approach. If the main reason for 
bringing your activity in-house is transparency, a much cheaper and easier 
way to achieve that in the short term is by bringing the ad tech stack in-
house, but allowing your media agency to work on it. 
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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 by 
harnessing these changes. 

Ours is a new breed of media 
auditing and performance management 
company. We are leading the charge 
in sophisticated media benchmarking 
services, delivering higher value and 
driving media-led impact. We have a 
forensic, fact-based approach to digital 
and harness our world-class talent and 
proprietary technology to maximise your 
digital impact. 

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

We operate across the Americas, 
Europe and Asia. Our clients are some 
of the world’s largest and best-known 
advertisers, and our network of owned 
and affiliated offices support them 
through high-level media intelligence 
and rigorous benchmarking. Ultimately, 
we provide the insight, experience and 
savvy that helps our clients to ensure that 
their advertising investment and agency 
relationships generate higher value. 
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