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WHERE ARE WE NOW?

What has made Marketing‘and Advertising
so successful to date and what topics matter
to the industry today.



In 2020, the Marketing and Advertising Industry is at a
crossroads. The past 10 years has seen more disruption than
the last 100. Led by Technological innovation, the rise in
importance of data, and an ever-changing cultural
environment, has up ended the traditional pillars of the
industry.

The next 10 years will make or break the industry. If the
industry does not take the initiative to reclaim its strengths,
re-invigorate its connection to consumer culture and re-
interpret the application of data it risks becoming irrelevant.

FO R EWO R D We believe the industry can and should do more to lead

again.

In this report we analyse the challenges facing the industry,
unpacking the key issues and disruptors, with the overall
objective of providing a path forward for Marketing and
Advertising.

The future is already here.

Now is the chance for
the Industry to lead again.




METHODLOGY

Interviews with experts
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We connected with the smartest minds inside our Reply Network who
work day to day with the disruptions inside the Marketing Industry. We

also reached out to nearly 30 Marketing and advertisement experts
representing leading brands, organizations and agencies to gain a holistic
perspective on the wider issues and a forecast of what changes will come
faster than others.

SONAR is our data-as-a-service tool for
quantified foresight.
S o NAR Let real-time data be your innovation guide.
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To understand where priorities lie across the Marketing Industry, what
shifts are happening and where attention is being directed, we used
Sonar, our proprietary trend and forecasting tool. Sonar identified expert
media interest in Marketing and Advertisement trends by analyzing
expert blogs, news sites, patent filings and scientific publications.




THE ASSESMENT-

Marketing technology is disrupting the industry at accelerating speed

WE ALL HAVE TO BE BIG TECH IS
CONSUMER- CONSOLIDATING ITS
CENTRIC NOW GRIP ON INDUSTRY

Less time and more choice
has diffused the Marketing
process.




THE SOLUTIONS-

6 steps for brands to stay ahead as data-driven Mar-Tech disrupts the Industry

CONSUMER-CENTRICITY IS KEY

Brands and Marketing The industry needs a nhew Marketing’s relationship
departments need new insights framework built on with Big Tech needs to
structures that embrace data and focused on change.

change. actionability.

Agencies need new An evolution of industry Brands need to take a
operating models to balance theory to future-proof fearless approach to data
creativity with agility. against uncertainty. analysis, exploration and

investigation to survive.



WHAT HAS MADE Marketing and

An industry built on theory and w
. Advertising SO SUCCESSFUL TO DATE?
process, with a shared goal.

An industry built on
the original theory of
the 4Ps.
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An industry with resilience through the ages- WHAT HAS MADE Marketing and
. . Advertising SO SUCCESSFUL TO DATE?
Responsible for producing clout and culture.

A HISTORY OF EVOLUTION TO TODAY
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Technology — tools, services, platforms, products, AN UNPRECEDENTED INDUSTRY THREAT
companies — has dramatically reshaped our world in
just the last decade.

A\

100m 31bn

Broadband users globally Broadband users globally

300m 1.6bn

Smartphones globally Smartphones globally

1bn 3.5bn

v

Vv

Google searches a ye€ar globally Google searches a day globally

2010 2020

10 Source; Statista _a.



Marketing Trends
Trend Hype-Cycle

By using our SONAR Trend-Platform we are able to create an overview and
mapping of relevant trends related to Marketing based on their occurrence
within expert media articles, mass media, patents and scientific publications.
The arrow implies a typical trend development and life-cycle from a small and
growing to a bigger established trend with stagnating growth.
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Timeframe: Aug 201971 July 2020
For comprehensibility values for volume and growth are standardized and normalized (values from 0-100).

SONAR

DISCOVER WHAT'S NEXT.

BOOMING
TRENDS

Trends with an above
average number of
articles over the last 12
months, which is even
higher than 12 months
before.

UPCOMING
TRENDS

Trends with a low number
of articles over the last 12
months, but with a high
growth compared to 12
months before.
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The hype cycle shows an industry rapidly evolving.

Powered by

Across the hype cycle we see new social media platforms and brand measuring growing in importance, whilst
main stay topics like search and influencer use dominating the industries headspace.
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A Search Advertising

A Influencer & Advocacy Marketing
A Emerging Social Media Channels
A Brand Experience & CX

A Old School Media Advertising

A Content Marketing

A Customer Satisfaction Tracking
A Social Media Marketing

A Voice & Conversational Advertising
A Email Marketing

A Data Ethics & Governance

A Marketing Automation

A Data-driven Marketing

A Mobile & Web Analytics

ADAM & MRM

What is growing the fastest.

A Emerging Social Media Channels
A Digital Brand Equity

A Customer Data Platforms & Profiling
A Low Code & No Code Marketing

A Ad Blocking

A Micro-Targeting & -Segmentation
A Customer Journey Analytics

A Customer Segmentation

A Emotion Al in Marketing

A Loyalty & Retention Marketing

A Data Ownership & Zero Party Data
A Chief Growth Officer

A Predictive Customer Analytics

A Outcome-based Marketing

A Marketing Analytics

SONAR

DISCO
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WHAT ARE THE BIG ISSUES
TOPICS THE INDUSTRY?



Marketing technology is disrupting the

industry at accelerating speed.

Less time and more choice
has diffused the Marketing
process.

14






Key impacts of technology in the Marketing process

What has changed in the last 10 years?

INCREASED SPEED INCREASED CHOICE

As time barriers to The number of voices increased

communication reduced, giving rise to UGC and

volume increased. ‘Influencers’. Say better

There are There are more than It has become harder for brands to be heard in
noise, and even harder to keep consumers attention.

tweets posted every minute. YouTube channels.

Be in real time

The ability to track live performance is now a reality.

INCREASED VOLUME

All this digital activity produced ‘data’

Business models built on reaction

The Industry, in particular advertisers, are
There are now playing catch up to algorithms.

bytes generated by internet users
every day.

16



Where are we today?
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WHAT IS THE BIG TREND?

The process of
Marketing has
been upended.

WHAT ARE the Industry IMPLICATIONS?

Mar-Tech is becoming the

1 Industry norm.

Mar-Tech has been driving the Marketing Industry —
focusing on automation and prioritising efficiency of
processes.

2 Old Agencies are in trouble.

The need for agencies to act as connector between
brands and consumers is being challenged.

3 Brands trying to keep pace.

The ability of big organisations and marketers in pivoting
to constantly changing circumstances is being strained.



Mar-tech is already the

Industry norm.

The next level of the Marketing
game has changec
good

the rules for

The role of the Marketing process was to take new products and brands to
market, making consumers aware and driving purchase intent. But the past
decades technological disruptors of speed, choice and knowledge have
flipped the process, giving power to consumers and forcing brands to
reorganise their brands to focus more on consumer needs — we are now in
the age of consumer-centricity.

On the surface Marketing remains the same questions
to be answered as before, but underlying mechanics have disrupted the
processes and possibilities.

The next level of the Marketing game has changed the rules, adding the
complexity of fighting with algorithms and technology on top of
understanding the consumer’s purchase intent.

Underneath the rise of big tech firms has been a multitude of new tech-first
organisations.



Marketing was a linear process, broadcasting
one to many. Mar-Tech has changed that.

The Marketing process was about development, publication and control of a brand message. But
the rise of new platforms, of consumer participation, and the pace of culture means the Industry is
having to let go of traditional process and pivot towards being in more places, more often, and on

the same level as consumers.

Clear, thought out, communications broadcast
from one brand to many consumers through
select channels.

X KN
(XN
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One-to-many transmission of brand narrative.
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Constant, always-on management of a brand
idea that is shared with the brand and all
potential consumers in real time.
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Many-to-many transmission of narrative

and sentiment.

The challenge is not to
come up with good
creative but creative that
works consistently
across platforms.”

- Johan Houben, Media and Digital
Marketing Director MEU, Mondelez

| don’t believe in
agencies offering 360-
degree anymore.”

- Senior Executive, Automotive industry.



The Marketing process now rewards being
short term disruptions without long term consistency.

The Industry still relies on big campaigns
to disrupt and capture attention.
However as new platforms, technology
and methods of consumer interaction
flourished, the Industry became
obsessed with virality — the instant PR
success of stunts and one off messages.

In a world where it is
increasingly difficult to
capture consumers’
attention and engage
with them in meaningful
ways, UGC fits the bill
on organic, engaging
New models of operation requires and non-intrusive
new managers of process- Marketing executions.
creating implications for both IAB, 2019

agencies and big organisations

that make up the Marketing and R o

Advertising Industries. ¢ Tweet

Michael Cappetta &
@MCappetta

Good Business: First look as owner of
@LouisVuitton @MoetUSA changes all
perfume factories to mass produce

Thanks for getting is home safe #bahamablue !! #jetblue. #socal @...
instagram.com/p/7nnBU_nCRodM...

Dominic Ramos
hand sanitizer to be distributed for Free
in France (Video: @LVMH)

JetBlue Airways 0 J=tBlue - 5m
dom_cruz11 Look at you two jetters! Looking FLY!

8 AN sep 2015 - Deta
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Despite their age, the 4Ps of Marketing have been highly effective in
helping organise the roles, objectives and structures of big company
Marketing departments.

Over time the industries biggest players could sustain growth through a
combination of the 4Ps: namely innovative creativity with a stream of
exciting new products at competitive prices and the best distribution in
the category.

However, this process is coming undone.

Incumbent
brands and organizations are losing out.

The new ecosystem of Marketing is forcing brands to pivot in focus,
recruit new skill sets, internalise external competences and adopt to
technological innovation faster than ever before.



Mar-Tech has been the top priority for the Industry as it

races to embrace new opportunities

As the possibilities for Data-Driven Marketing grow exponentially, so have the purchasing and implementation of these technologies, creating
increased demand for data analytic skillsets in the Industry.
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Marketing
Technology is the
single largest area
of investment
when it comes to
Marketing
resources and

programs.”
Gartner 2018

Figure 4. Marketing Budget Allocations Across Major Resources
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irg mxpenss budget being allocsted to or spent on maor resourcs Categories?

1/3 60%

CMO budget plan to increase Mar-
allocated to Mar- Tech spending in the
Tech in 2019 next 12 months.
(Gartner 2018) (NewsCred 2020)

What are the most desired skills for your digital
Marketing hires in 2019-2020?

Data analysis 41%
Marketing automation/ software 38%
expertise

UX design 3
Video production and editing 31%

Coding/development
Content editing and writing 29
Graphic design

Program/project management

Social media listening & publishing 26%

N[N N
0 | 0 © 0
R R X R R

SEO/SEM expertise 8%
Paid media/programmatic 6%
advertising

(Altimeter Digital Marketing Survey 2019)


https://www.gartner.com/en/marketing/insights/articles/8-top-findings-in-gartner-cmo-spend-survey-2018-19?zd_source=mta&zd_campaign=13146&zd_term=daletraxler
https://insights.newscred.com/top-martech-trends-2021/

Mar-Tech is re-defining the role Marketing and Advertising plays
within organisations and across the agency eco-system

The Marketing and Advertising Industry
has traditionally operated successfully

between the spaces of creativity and A Today’s CMOs Must Be

Technologists

business strategy. of glpbal CEOs.see MARTECH 02/2019
Marketing as owning the
But as the Industry evolved with tech growth agenda
and digital Marketing expanding their
remit, Industry agencies have started
losing top talent to tech giants. T CEE @ el e
The Evolution Of The
Creative executives have been leaving Marketing Head
Global Marketing giants have been tinkering with 09/2019

their age'nCI.eS to join the t?lg tech the CMO role, with new C-level titles from chief
companies in-house creative teams experience to chief growth are emerging to take
within Google, Facebook, Apple and their place.
the like for years.
Traditionally, the CMO role was to act as the voice
of the customer in the board room, however new
roles put the focus of Marketing in driving growth WARC
and repositioning its functional relevance and
visibility in the C-suite.

Why the CMO’s future role is
‘growth partner’, not marketer
04/2020

24



Brands are shortcutting the

agency process with in-

housing and hybrid agency
models

Complexity and gaps in capability, knowledge and
capacity is increasingly turning brands towards a hybrid
model blending internal and external resources to
successfully leverage expertise of highly-specified tech
talent.

25
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Web &
Logistics

of in-house agencies increased

workload within last year
(Association of National Advertisers 2018)

of brand decision makers have, or
are in the process of moving part, or

all, of their Marketing in-house
(Search engine journal, 2019)

of companies have an in-house agency in

2018 compared to 58% in 2013.
(ANA, 2018)

Unilever's U-Studio delivers quicker for less

The company’s recent annual report noted that 17 U-Studios in 12
countries “are now creating content for brand teams faster and

around 30% cheaper than external agencies”.

Procter & Gamble saves $750 million on
advertising and cuts agencies by 50 percent

PUBLISHED WED, JAN 24 2018.-9:54 AM EST UPDATED WED, JAN 24 2018-11:39 AM EST



Al is moving towards artificial
creativity- closing the gap
between data and design.

A new layer of complexity is added to the creative space as
marketers are increasingly torn between creative storytelling
as well as creative tech play to run successful campaigns
reaching customers at the right time and place.

The task for the Industry is to make new technologies a
process teammate, augment (but not replace) human
capacities to execute powerful marketing ideas in a data-
driven and increasingly personalized ways.

Effectively bringing Marketing creativity to an automated scale

not seen in the Industry before.

In 2018, marketers
reported they only use

61%

of the functionality in their

Mar-Tech portfolio
(2018-2019 Gartner CMO Spend Survey)
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“ Al is already helping produce content for

local markets”

- Alessandro De Stasi, GVC Group

97%

of campaigns don’t
have a unique creative
for each targeting
segment

-AppNexus

30%

of programmatic is invested in
targeting, but advertisers have not
delivered on the promise of right
message to the right audience
-AppNexus



The next chapter of Marketing

THE MARKETING PROCESS HAS
BEEN UPENDED.

Mastering the upcoming decade of Marketing will be dominated by securing access to a new breed of talent and competencies, agile
structures, culture, and custom content production at scale and the steering of the complex ecosystem. As traditional competences of
agencies will be marginalized by technology and automation, focus of competences needed by advertisers’ future agencies will see a

seismic shift.

HYBRID &
IN-HOUSING

Traditional external
creative agencies
with linear production
of large content
pieces

YESTERDAY

In-housing, internal
knowledge and
skill building as

well as hybrid
networks of
expertise

DIRECT-TO-
MARKETER

Traditional agencies
being an entity on
their own

Independent agency
services disappearing
and being absorbed by
big tech houses

FAST BEFORE
PERFECT

Linear, slow and
expensive content
production of a few
pieces and one-off

campaigns

Agile working for
custom content
and experience
creation at scale

EFFICIENCY
KILLING CREATIVE

All pre-defined big
brand launches

Continuous
management of
real-time triggered
Marketing and
Advertising

C-SUITE GROWTH
MARKETING

Operational function
and cost-center, focus
on creative steering
and brand
management

CMO roles delivering
multi-disciplinary
functions covering
brand, product,
service sales,
marketing and
internal talent.




The task for Marketing agencies and ORGS in the
2020s:

AAccess to new talent
Secure access to talent and ANew ways of collaborating
expertise. AHybrid talent & partnership models
ADevelop new expertise

AStrategic skills mapping & talent planning
Master the everchanging ATargeted data & tool literacy and education trainings programs
environment of channels and AAccess to tool infrastructure and self-service platforms
tools. AEstablish continuous upskilling culture

ALaunch educational initiatives that span your company

,ﬁl\/larketing role up the ladder

ACMO to Chief Growth Officer

,ﬁl\/larketing spanning PR, customer service, product etc..
,ﬁl\/larketing as a cross disciplinary function and mindset
ﬁSupport non-traditional careers

Turn Marketing into rocket
science and an engine of
growth.

Aleverage cost savings for repetitive and small creation tasks
Leverage Al to enable human AAl tools for content creation and data-driven storytelling
talent / Blend Al and human AStructured creative processes supported by creative co-bots
talent. AMore time for the real creative thought

28



“WHEN YOU TAKE ACTIONS
BASED ON ANALYTICS AND
KPIS, YOU MOVE MARKETING
ON A LEVEL OF A PROFESSION.
YOU CAN TALK EYE TO EYE
WITH AN ENGINEER ”




INSPIRATION ON A PAGE:

TECH AS COMMODITY OR GATEKEEPER.

Technology will increasingly turn into a commodity, accelerating speed and
turning into a clear competitive advantage for companies prepared to work
with the digital tools’ potential — in terms of efficiency, cost cutting and
reaching a higher share of mind with relevant customers. In the future, the
best and most creative ideas will not reach share of mind, if not implemented
by using and understanding technologies potential.

SMALL BRAND & MARTECH UPSTARTS.

A new generation of small, agile and digital brands and services is shaking up
the marketing landscape. Digital native brands born online are connecting
directly with consumers by using online-first, hyper targeted, and micro

MARKETING AS GROWTH ENGINE.

As the digitalization has transformed marketing practice and expectations of
marketing executives from being merely focused on brand building towards
managing communication, customer experience as well as data operations,
marketing is gaining visibility in the boardroom as a more strategically relevant
resource to steer company growth.

THE MARKETING PROCESS HAS

2% A‘ﬂ | - sb@ ¥ 31
Japanese tech company DataGrid that uses PlayPlay is democratizing high quality video content

generative adversarial networks to create realistic creation for marketing and social media teams,
images of fake fashion models. producing high quality video content in minutes.

83%

of global CEOs see marketing as

owning the growth agenda
(McKinsey & Company, 2019)
Consumer brands like McDonald’s, Uber and
Johnson & Johnson lately abandoned the role and
title of chief marketing officers.

BEEN UPENDED.

TOOL INFRASTRUCTURE

TECH STACK INTEGRATION &
PLATFORMS

MARKETING TECHNOLOGISTS
REACTIVE & AGILE STRUCTURES

REAL-TIME TRIGGERED MARKETING
MANAGEMENT

MARKETING ROLE UP THE
LADDER

CHIEF GROWTH OFFICER

MARKETING INCORPORATING
PR, CUSTOMER SERVICE, ETC.

DATA-DRIVEN MARKETING &
EFFECTIVENESS KPIS



https://techcrunch.com/2020/05/12/playplay/?guccounter=1
https://www.engadget.com/2019-05-22-the-big-picture-virtual-model-imma.html

