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Our members and partners unanimously agree that COMvergence has become oneof  |F YOU HAVE ANY QUESTIONS OR WOULD LIKE TO SCHEDULE
the main reliable sources providing advertiser media spend figures. A DEMO OF OUR PRODUCTS/SERVICES, PLEASE CONTACT US.

COMvergence is an independent research firm and data consultancy, analyzing media
spend investments and producing benchmark studies on new business performances and www.comvergence.net
strategic developments of the top creative, media and digital agency networks, and major
Independent firms. Olivier Gauthier, Founder & CEO: Olivier. Gauthier@comvergence.net
Using tangible measurement metrics, COMvergence serves as a critical resource for @

understanding the evolution and diversification of the MarCom industry, and is
the authoritative source when it comes to agency data collection, tabulation,
transparency and analysis.

Lisa Spielman, US Director: Lisa.Spielman@comvergence.net
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