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We help technology and
business leaders developed
customer-obsessed vision,
strategy and execution that
drive growth.

FORRESTER

© 2020 Forrester. Reproduction Prohibited.



What We’ll Discuss Today

* The 2020 Context of COVID-19
* Forrester POV for Agency of The Future
*What It Means
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, ALL THAT'S IN HERE
IN CASE OF S A MEMO TO CUT

EMERGENGY W~ OUR MARKETING
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L ate - 2 O 2 O an d US Marketing Spend Will Fall In Any Scenario
mid-2021 -

$900,000 — Late 2020

recoveries a000 R
compared - _—

2019 2020 2021 2022
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Agency and
strategy services
contracts will be

cut
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US agency growth versus employee layoffs, 2019 to 2023

U S Ag e n C i eS Wi I I mmm Agency growth rate Number of impacted employees

40,000 3%

|_ose 52,000 JObS 35,000 - % — L
Through 2021 o

20,000
15,000 k
-20%
US agencies are poised to lose 10,000
35,000 jobs in 2020 and another >000 30%
17,000 in 2021. 0
2020 2021 2022 2023 2024

Source: Forrester’s forecast of US marketing spend, 2019 to 2023, revised per the 2020 COVID-19 crisis,
2017 US Economic Census, and 2017 County Business Patterns

Source: Forrester Research, Inc. Unauthorized reproduction, citation, or distribution prohibited.
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The COVID-19
Recession Will Impact
Agencies Differently

24% E;z_o?fl Ad agencies make up over half of all reported agency layoffs;
Media e digital and media agencies represent less than a quarter.

Reported agency layoffs, May 2020

56%
Advertising

Source: Forrester analysis of 34 reported advertising industry layoffs and furloughs via AdExchanger,
Ad Age, and Adweek

Source: Forrester Research, Inc. Unauthorized reproduction, citation, or distribution prohibited.



CMOs Will Need To

Rely On Fewer,

Smaller Agencies
During The -
Recovery

100,000

US agency headcount forecast through 2024

50,000

2017 2018 2019 2020 2021 2022 2023 2024

Source: Forrester’s forecast of US marketing spend 2019 to 2023, revised per the 2020 COVID-19 crisis,
2017 US Economic Census, and 2017 US County Business Patterns

Source: Forrester Research, Inc. Unauthorized reproduction, citation, or distribution prohibited.
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What Will The Future
Bring For Agencies?
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Forrester’s Model To
Determine The Impact Of
A.l. And Trajectory Of The
Workforce
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Projected Change in Number of Employees, 2020-2023

A I an d i nte I I i g e nt Agency Segment Large Media Agencies Small Media Agencies

- Account Management -13% -12%

SOftware WI I I Buying & Investment -12% -12%
automate 11% Of Data & Analytics 1% 11%
- b b 2 O 2 3 Executive 0% -1%

ag e n Cy J O S y ) Finance -9% -7%
HR -8% -8%

IT & Technology -11% -4%

Media Operations -20% -20%

New Biz/Comms -13% -14%

Research -16% -19%

Strategy & Planning -11% -10%

Total Change -11% -11%

160075 Source: Forrester Research, Inc. Unauthorized reproduction, citation, or distribution prohibited
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Delight customers
by meeting their
emotional needs

© 2020 Forrester. Reproduction Prohibited.

jgl PEOPLE WANT
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Starcom leverage HX and the

Epsilon PeopleCloud to scale
human empathy
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Reformulate the
economic model

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

outcomes.

Platform

The outcomes
created through
human and
machines
working together.

The creative
“differentiation”
layer based upon
services.

The technology
“scale” layer and
data intelligence
layer.




‘MY 4
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We guarantee results from your digital M E D I A c I,o UT

marketing—or you don't pay.




CMOs will relax their grip
on agency relationships,
offering agencies new
prospects
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Which of the following initiatives are likely to be your organization's top
business priorities over the next 12 months? (Marketing decision-makers,

High + critical priority respondents)
38% w

CMOs prioritize
iInnovation, growth

Improve our ability to innovate

requirements 36%
an d CO I l p I I an Ce . Accelerate our response to business 44%
and market changes 38%
Increase influence and brand reach in 44%
the market 40%
Improve the experience of our 42%
employees 34%
: 42%
Improve our products/services _410/0

0% 10% 20% 30% 40% 50% 60%

mCMOs  mMarketing decision-makers overall

Base: 1,898 Marketing decision-makers; 170 CMOs
ource: Business Technographics Marketing Survey, 2020
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ROI, analytics and
creative content
top their marketing
priorities.

© 2020 Forrester. Reproduction Prohibited.

Which of the following are likely to be your organization's top marketing

priorities over the next 12 months?

Improve the ROl/effectiveness of
marketing

Improve our content marketing
capabilities

Improve our use of data and analytics
(including marketing measurement
and customer insight)

Improve marketing agility/ability to
respond to change

Channel growth

Improve marketing alignment and
collaboration with other departments
(including Sales)

Recruit and develop better talent

I
390

27%
28%

25%
4%

26%

—

25%
23%

0% 5% 10% 15% 20% 25% 30% 35%

m CMOs

Base:1,900 Marketing decision-makers; 170 CMOs;

m Marketing decision-makers overall

Source: Business Technographics Marketing Survey, 2020



Over the next 12 months, which of the following will be the greatest
challenges for your organization as they relate to achieving your
marketing priorities?

Justifyirfg budget needs or

Measurement and Lack of defined metrics to
budgets are the )

) i} Lack the capability to
main barrlers measure results

Competing priorities

Inability to turn insights into
action

Limited budget 31%

0% 5% 10% 15% 20% 25% 30% 35%

mCMOs = Marketing decision-makers overall

Base: 1,900 Marketing decision-makers; 170 CMOs
ource: Business Technographics Marketing Survey, 2020
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True or False: Marketing and Finance are exactly alike.




Improve Brand Reach

CMO’s and CFOs
prioritize
Improving brand
reach

50%

CMO CFO

Sources: Business Technographics Data And Analytics Survey, 2020 and
Business Technographics Marketing Survey 2020




Reduce Costs

CMO’s and CFOs
prioritize reducing
Costs

CNO CEN

Source: Business Technographics Data And Analytics Survey, 2020
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The chief people officer will
take center stage in the

agency c-suite S
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Renewed agency
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What It Means

1. Competitive confusion in selecting agencies
increases

2. The people + software approach will reshape
career paths

3. Clients will select agencies based upon the
best algorithms and data

4. Digital labor platforms become the agents for
the best talent

5. Mid-sized and start ups leverage technology to
power nimble models.
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Thank You.

Jay Pattisall
Principal Analyst

@jaypattisall
jpattisall@forrester.com
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QUESTIONS?
THANK YOU!




