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We help technology and 

business leaders developed 

customer-obsessed vision, 

strategy and execution that 

drive growth.
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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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Source: The New Yorker Magazine
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Late-2020 and 

mid-2021 

recoveries 

compared

9
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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.
2020 2021 2022 2023 2024
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The COVID-19 

Recession Will Impact 

Agencies Differently
Ad agencies make up over half of all reported agency layoffs; 
digital and media agencies represent less than a quarter.
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CMOs Will Need To 

Rely On Fewer, 

Smaller Agencies 

During The 

Recovery
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What Will The Future 
Bring For Agencies?
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AI and automation will 

make agencies smaller, yet 

smarter



Forrester’s Model To 
Determine The Impact Of 
A.I. And Trajectory Of The 
Workforce
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AI and intelligent 

software will 

automate 11% of 

agency jobs by 2023.
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Delight customers 

by meeting their 

emotional needs

Starcom leverage HX and the 
Epsilon PeopleCloud to scale 
human empathy
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Agency compensation will 

shift from paying for people 

to paying for platforms and 

performance
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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.
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CMOs will relax their grip 

on agency relationships, 

offering agencies new 

prospects
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CMOs prioritize 

innovation, growth 

and compliance.

41%

34%

40%

38%

36%

51%

38%

42%

42%

44%

44%

48%

49%

50%

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

Improve our products/services

Improve the experience of our
employees

Increase influence and brand reach in
the market

Accelerate our response to business
and market changes

Better comply with regulations and
requirements

Grow revenue

Improve our ability to innovate

CMOs Marketing decision-makers overall

Base: 1,898 Marketing decision-makers; 170 CMOs 

ource: Business Technographics Marketing Survey, 2020

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)
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ROI, analytics and 

creative content 

top their marketing 

priorities.

23%

26%

24%

28%

28%

25%

29%

25%

25%

25%

27%

28%

29%

31%

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

Recruit and develop better talent

Improve marketing alignment and
collaboration with other departments

(including Sales)

Channel growth

Improve marketing agility/ability to
respond to change

Improve our use of data and analytics
(including marketing measurement

and customer insight)

Improve our content marketing
capabilities

Improve the ROI/effectiveness of
marketing

CMOs Marketing decision-makers overall

Base:1,900 Marketing decision-makers;  170 CMOs;
Source: Business Technographics Marketing Survey, 2020

Which of the following are likely to be your organization's top marketing 
priorities over the next 12 months?
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Measurement and 

budgets are the 

main barriers.

31%

21%

31%

21%

19%

30%

24%

24%

26%

26%

26%

28%

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

Limited budget

Inability to turn insights into
action

Competing priorities

Lack the capability to
measure results

Lack of defined metrics to
measure success

Justifying budget needs or
requirements

CMOs Marketing decision-makers overall

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

ource: 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?
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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

44%

37%

0%

10%

20%

30%

40%

50%

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 reducing 

costs

37%

31%

0%

10%

20%

30%

40%

50%

CMO CFO

Reduce Costs

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
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Renewed agency 

entrepreneurialism will 

resuscitate creativity
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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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