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We work with business and technology leaders to 
drive customer-obsessed vision, strategy and 
execution that accelerate growth.
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True or False: Marketing and Finance are exactly alike.
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CMO’s and CFOs 

prioritize 

improving brand 

reach

CMO CFO

Improve Brand Reach

Sources: Business Technographics Data And Analytics Survey, 2020 and 
Business Technographics Marketing Survey 2020
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CMO’s and CFOs 

prioritize growing 

revenue

CMO CFO

Grow Revenue

Sources: Business Technographics Data And Analytics Survey, 2020 and 
Business Technographics Marketing Survey 2020
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CMO’s and CFOs 

prioritize 

improving 

compliance

CMO CFO

Regulation Compliance

Sources: Business Technographics Data And Analytics Survey, 2020 and 
Business Technographics Marketing Survey 2020
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CMO’s and CFOs 

prioritize 

improving 

innovation

CMO CFO

Improve Innovation

Sources: Business Technographics Data And Analytics Survey, 2020 and 
Business Technographics Marketing Survey 2020
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CMO’s and CFOs 

prioritize 

accelerating digital 

business

CMO CFO

Accelerate Digital Business

Sources: Business Technographics Data And Analytics Survey, 2020 and 
Business Technographics Marketing Survey 2020
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CMO’s and CFOs 

prioritize reducing 

costs

CMO CFO

Reduce Costs

Source: Business Technographics Data And Analytics Survey, 2020
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Source: SoDA Global Digital Outlook Study, 2018/19 

Price is #1 reason 

CMOs and marketers 

end agency 

relationships.

Other (please specify):

Unhappy with technology/development
capabilities

Unhappy with creative

Unhappy with project/account management

Unhappy with strategy

Understaffing/inexperience on the project
teams

We needed capabilities our agency did not
offer

Cost overruns

New management at our organization

Pricing/value

Reason for terminating agency relationship.
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Agency and 

strategy services 

contracts will be 

cut
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US Agencies Will 

Lose 52,000 Jobs 

Through 2021

US agencies are poised to lose 

35,000 jobs in 2020 and another 

17,000 in 2021.



Will the agency value 
disappear?



14

The customer 
experience 
agenda has 
stalled.

Base: 122,500 (2016), 118,992 (2017), 110,828 (2018), and 101,341 (2019) US online consumers (18+) who interacted with a 

specific brand within the past 12 months

Source: Forrester Analytics Customer Experience Index Online Surveys, US Consumers 2016 to 2019
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When customer 
experiences 
stagnate, even 
companies at the 
top languish.

Base: 110,828 US online consumers (18+) who interacted with a specific brand within the past 12 months

Source: Forrester Analytics Customer Experience Index Online Survey, US Consumers 2018
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Customers can’t 
tell one 
experience from 
another.

Source: Delta Airlines, Singapore Airlines, and Southwest Airlines mobile apps
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CMOs Will Need To 

Rely On Fewer, 

Smaller Agencies 

During The 

Recovery



Reinvent Creativity.
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Agencies will 

automate 11% of 

jobs by 2023.

Data available to Forrester clients upon request.
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Agencies understand the importance of technology

$3.70 

$1.50 

$2.30 

$4.40 

2014 2015 2016 2017 2018 2019
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Change how 

creative work 

is created



Reconnect media and message

Content Activation

Audience

insights

Executional 

inspiration

Creative 

iterations

Scaled 

production

Audience

definition

Channel 

optimization

Budget 

optimization

Media mix 

modeling
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Reimagine how 

the workforce 

works and 

engages.



27

Place Emotion In 
The Code

Digitally express the values of the brand.

Meet the emotional needs of customers.

Apply design to every relevant touchpoint.

Scale a creative mindset across your organization.
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A brave, new deal 
between procurement 
and agency.
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Reformulate 

the economic 

model

People
The creative 

“differentiation” 

layer based upon 

services.

The technology  

“scale” layer and 

data intelligence 

layer.

Create a new compensation structure to 
account for technology, services and 
outcomes.

Platform

Performance
The outcomes 

created through 

human and 

machines 

working together.



Shift $19 billion from 
technology to creativity.
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$10 

Billion

The value 
of agency 
creativity is…



In summary: 
Procurement can’t 
afford to lose creativity.
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