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The purposes of this study were to; (1) study the relationship between
environments and inputs of small and medium advertising agencies (2) study the
interrelationship between environments and outputs of small and medium size
advertising agencies (3) consider the relationship between management functions and
outputs of small and medium advertising agencies (4) studv the survival and successful
management methodology of small and medium advertising agencies business. Using
the qualitative research method, the researcher employed in-depth interviewed with 6
management members from small advertising agencies and 5 management members
from medium advertising agencies. Data collections were performed during the first
quarter of 2004.

Results revealed that the most influent environments of advertising agency
operation were economy, finance, law, international culture, political environment, and
competitive situation, accordingly. The most important input of all sizes of advertising
agency was human resources. The environment with most influent impact on the input
was competitors. Analyzing and adapting to the environments generated better outputs.
Systematic management methodology also generated high performance outputs. Two
alternatives for agencies to survive and to growth were: (1) self -cultivation and (2)
foreign merger. For surviving, agencies have to adjust themselves to the environments
by reducing cost, creating customer retention, out perform competitors, performing at
high professional standard, being a market guru, and keeping a consistent standard.
Executives should keep on inventing new innovations, media, trends, loyalty, and not

greedy. In proper economic condition, agencies need to develop business lines for

business extensions.



