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CMO actions to counter
budget challenges @

Proportion of CMOs Top 3 CMO cost-saving
plunning reduced budgets acticrs

« Ellminate undemartorming agancy
relslonghips

« Simplty agarcy roster/particlio.

Wihrend der Druck steigt,

werden Markeling-Teams kleiner,
Entscheider unsicherer,
Aeenturen kimpfen um das Uberleben.

Der giusiniil diktiert die Strategie.

Und was cinmal Partnerschalt hieb,

NRiEe Procurement

Durchschnittliches Marketingbudget als Prozentsat@

der Gesamteinnahmen (2018-2025)

MAtISrer Prozentsc tz Cor dusatvr €2

1"2as
-

Dic Anforderungen durch Medienlragmenticrung,
Kl und Wetthewerb steigen.

Bel sinkenden Budgets schaflen Sie es kaumn,
dem gerecht zu werden.

Gartner

Ihnen fehlt nicht nur Budget und Personal,
sondern auch ein echter Partner.
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(Auswahl der Nennungen in einem Freitextfeld)

WAS BRAUCHEN SIE,
UM IHRER ROLLE BESSER GERECHT ZU WERD@

SPARRINGSPARTNER AUF
AUGENHOHE MIT SUBSTANZIEL-
LER MARKETING-EXPERTISE UND
STRATEGISCHER BERATUNGS-
KOMPETENZ ’

ARUM FUHREN SIE

EIN AGENTURSCREENING ODER
EINEN PITCH DURCH?

(Mehrfachnennungen moglhich)

Wir brauchen flir neue Aufgaben/Geschéaftsfelder
einen neuen Partner”

JWir massen reqelmanig unsere Etats ausschreiben”

SWir waollen mitbekommen,
wie sich der Agenturmarkt entwickelt”

JWir sind mit unserer Agentur nicht mehr zufrieden™

SWir erhoffen uns gunstigere Preise durch einen Pitch”
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Where do we stand
today?




Omnicom to cut 15,000 jobs as media merges
smoothly, advertising doesn't
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George Tannenbaum

Since 2017, WPP has "grown" from 202,000 people to about 98,000.

Festangestellte im Vergleich zum Vorjahr

Weniger

Mehr

Gleich viele

Neues GWA KI-
Whitepaper: Ein
Kahlschlag bei
Agenturjobs ist nicht zu
befurchten

GWA Fruhjahrsmonitor 2026
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WUV, Aus der Not heraus? 2026



Abbildung 1

Wachstumsraten des Werbemarktes in Deutschland 2005 bis 2025***

in %
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Marketing budget as a percentage of total revenue (2019-2026)

Mean percentage of company revenue shown

14%

0%

2019 2020 2021 2022
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2. What percentage of vou revenue [ belw allocstad to vour total iz keting s<pense scuscet in 20267
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2026

Gartner

Media Perspektiven 2026, Gartner 2026



Gesamtergebnis

Agenturen bleiben wichtig
fur Kreativitat und
Kampagnen

Agenturen werden
strategisch wichtiger

Agenturen werden starker
fur Produktion eingesetzt

Ein groBerer Teil wird
kunftig intern erbracht

Die Rolle von Agenturen
wird insgesamt kleiner

44,1%

38,8%

38,2%

29,4%

8,2%
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FRAGE 6 ' INSOURCING
Planen Sie, durch Kl kunftig mehr Marketing-Leistungen intern abzudecken?

Gesamtergebnis

‘:Nei'& nicht/ B,A8%
keine Angabe

HORIZONT

NEUE MARKENKAMPAGNE

Leibniz arbeitet kiinftig ohne
Leadagentur

von Marco Saal
Miztwoch, 14. September 2026

GWA KI-Whitepaper 2026
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"M Amir Kassaei [[d - 2.
. Founder/ Investor/ Author/ Speaker/ G.O.A.T. aka K.O.C.

Es ist vorbel.
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AN INDUSTRY MOVING
AT TWO SPEEDS
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”».

e bave agencies with a 50 percent
EBITDA margin and agencies close
to insolvency. It is not the market, it

is bow tbey are run. ‘ ‘

Daniel Pannruc ker, M&A Advisor 2026



Deconstruction
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How will
we work
together in
the future?

Process and Culture Level




Why we do
Marketing
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0 of CMOs can explain more
than 50% of their marketing
0 spend through MROL.

McKinsey, 2025
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Waste
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Halt the money I spend on
advertising is wasted; the

trouble is I don’t know which
half.

John Wanamaker, c. 1900
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A

Incrementality
(Meridian GeoX)

/ \

' (Ml\e/lr'\i:j?gn) ' ~ Attribution

Measuremen t models by Google, Meta, PyMC Labs
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J9 UNIQUE L1884

Marketing Campoign Report

PRAESENTATION TEMBLATE

PONERPOINY I
5
.
’

+Domire s dalvers the workd's
a.”

maur covrovendo pho

2Ky THAT MATTER

-————

B ! Bt | Byt 8 U pdr g Bl

O0m - | e ,,In brand mal‘ketlng Only
SR i costs get planned, there are

no other planning figures.*

CMQ, large corporation
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The first component is continuous model refresh. Netflix’s marketing mix models do
not operate on the quarterly batch cycle that defines most enterprise MMM programs.
The models ingest data continuously and update estimates on a weekly basis. This is a
meaningful engineering investment. It requires automated data pipelines with quality
monitoring, mode! architectures designed for incremental updating, and validation
frameworks that can distinguish genuine signal changes from noise in the weekly
movements. None of this is exotic technology. All of it requires sustained engineering

commitment that most measurement functions have not received.

The second component is always-on experimentation. Netflix runs incrementality

experiments continuously rather than as occasional projects. Geo-based holdouts,

audience-level tests, and campaign-level experiments operate on a rolling calendar,
with each experiment feeding calibration data back into the models. The experiments
are not special events requiring executive approval and months of planning. They are a
standing capability with established protocols. pre-approved designs, and dedicated
analytical capacity. The result is a continuous stream of causal ground truth that keeps

the models honest.

The third component, and the one most organizations miss entirely, is decision-
synchronized delivery. Netflix aligned its measurement outputs to the actual cadence
of marketing decisions. Budget adjustments, campaign optimizations, and channel
allocation shifts happen on weekly and monthly cycles at Netflix, and the
measurement function delivers findings on the same cycle. The measurement arrives
when the decision is open. This sounds cbvious. Almost nobody does it. Most
measurement functions deliver on the cadence the model runs, not the cadence the
decisions happen, and the mismatch between the two is where measurement value

goes to die.

Substack: Netflix Runs Marketing Measurement, 2026
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Umsatzbeitrag je Kanal 2023 bis 2026 (in Mio. €)

Umsatzbeltrag in Mio. € Flix-typisch ist dabei der Anspruch, Branding genauso datengetrieben zu

10 \;\____ wollen wir es auch gut messen kbnnen", betont Schliter. Die Partnerschaft mit

steuern wie Performance Marketing. "Wenn wir Branding machen, dann

2023 2024 2025

- TV — Google Search — Meta Retail Media — Influencer

*2026 hochgerechnet auf Basis Jan bis Aug.
Drei Bewegungen stechen heraus:

Retail Media hat sich vervierfacht. 1.8 auf 8,3 Mio. €, bei nur 2,6-fachem Budget. Der Kanal ist

A second example is the Marketing Mix Modelling (MMM) Agent - developed in partnership
with PyMC Labs. While channel KPls show what’s happening, the MMM Agent reveals what truly
drives results. The agent considers factors such as seasonality, promotions, distribution, and

creativity, and provides recommendations with realistic, transparent ranges instead of false
precision.

der einzige, dessen Beitrag schneller wiachst als sein Spend. Sattigung ist noch nicht sichtbar.
Meta kippt seit 2025. Der Peak lag 2024 bei 7.8 Mio. €. Seitdem minus 31 Prozent, obwohl das
Budget stabil blieb. Wir haben im Q3-Modell 2025 gesehen, dass ein Teil davon
Kannibalisierung mit Retail Media ist, nicht ecl**\l," Wirkungsverlust.
Wie hat sich der Umsatzbeitrag unserer Kanale seit 2023 entwickelt? Und was heil§t das fir den Mix
20277

+ B @ Manvell - Opus 5 Hoch \0/

d SERVICEPLAN

Data Skill, Social Agency; Serviceplan, Horizont: Flixbus CMO Interview
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A system that makes the strength of marketing
measurable, and therefore not only steerable
towards better decisions, but tfinally visible
again.



What we do
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o Langdock

Morning! How can | help you today?

Create a product launch plan for our new onboarding feature

+  [3 Create document ¢

Choose format

V

.

Document
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Martech-Déja-vu
Big promises, big bills, little delivered. BUSINESS INSIDER A Subscribe e

AMZN N -2.32% METAMN-0.53% TSLA M -1.52% DOWJONES N -0.84% NASDAQXMN -2.38% S&P500 M -|

ADVERTISING

The $160 billion martech industry can't answer a
simple question: How does it make its customers
money?

By Lara O'Reilly ( + Follow )

Among ISBA members overall, the use of Al is increasing with around two-thirds
(65%) of respondents using Gen Al regularly in their day-to-day job, yet only a
minority of 28% feel it has meaningfully changed their working day.

In terms of results, a minority (14%) report significant or transformational impact
on advertising results, while two-fifths (40%) report moderate impact, three in 10
report minimal impact, and a one in 10 report no impact.

[SBA’s director of agency services, Nick Louisson, says the gap between use and it
driving impact is “one of the most interesting” aspects of the research.

Marketingweek: Gap GenAl Experimentation, 2026
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100 % 09 9% 81% 6%

of agencies use generative Al expect increasing usage use Al tools consider themselves
Al-ready

GWA Kl Whitepaper 2026; Awork 2026



Marketing budget as a percentage of total revenue (2019-2026)

Mean percentage of company revenue shown

14%
1n1.0%
10.5%
9.5%
7%
6.4%
C%
2019 2020 20721 2022

ro= 401 CMOs, 402 7202 395 02074); A0 (AOE3), 405 (AIE2Y AT (200T); 340 (N720); 342 1400)

G. What perzeatage of your revenus is Being allocated to your tota market ng expense budget in 20267

Scurce: Gartnar 2025 CMO Sperd Surnvey
@ 2027 Cartrer, Inc. anclor ts affiliztes. All fights reservad CTMKT 50408061

\7.7% 7.7% 7.8%

2024 2025 2026

Gartner
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FRAGE 4 - NUTZENHEBEL

In welchem Bereich sehen Sie den grof3ten Hebel durch Kl im Marketing?

Gesamtergebnis

Effektivitst _ 53,5%
Kostenreduston _ 48,8%
Pzrsonaloccdart - 28,B%
vserice: [
Lonstiges | 1,2%
renssiem e |

|

FRAGE 6 - NUTZENVERSPRECHEN

Wo sehen Sie den gréf3ten Hebel durch Kl in |hrer Agentur?

Cesamtergebnis

Effizienz 57.7%

Neue Services &
pProdukte 6,2 %
Quelitat 7.7 %

™

GWA KI-Whitepaper 2026



,INoO time to build the
fence, because we have
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Context systems are the future.

Phase 1 Testing

“Context with semantic coherence will become
a cost-control and trust strategy, not a nice-to- phase2  Rollout
have.” — Rital Sallam, Distinguished VP Analyst at
Gartner h g

Phase3  Systems

Gartner, 2026
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youggestions on how to make
processes more etficient rarely come
from the agencies. The production
plan still runs through Excel, and
the assets arrive as 95,000 links"”

Brand Manager, large corporation
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_Templates
00_Inbox
10_Unternehmen
20_Consulting und Software
30_Kunden
40_Projekte

Abgeschlossen

Aktiv

README
50 Vertrieb
55_Sichtbarkeit
60_Wissen
70_Ressourcen
80_Meetings
90_Archiv
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Graph-Ansicht

Wir fangen untenfan. Seit sechs Wochen bauen wir an

einer Datenbank.
deutsche Namen
Nurnberg. Ein On

Schlussel, uber dje sich Quellen verbinden lassen.

Namen, die in de

Meeting. Zuariffsgegeln, die nicht in einem Sheet

stehen.

| )

Hauser @ .

X

Sie heil3it Teletext: 106 Tabellen,
eigene Server und Backup-Server in
. an dem Daten liegen durfen.

' Datenbank genauso heiffen wie im

automated onsite content

Zalando, Superspring, Charles & Charlotte, Tied & Frank
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Marketing today is shaped by scrubbing assets,
filling Excel sheets and sitting in meetings
without purpose.

It we get it right, Al can lead to a more
humanistic marketing.



How we do it
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30 % % 39 %

of companies want to deliver more expect a smaller agency role expect higher strategic importance
marketing services in-house
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Fundamental shift in requirements

~JHuman oversight remains. The sweet
spot between accountability and speed

matters.’

McKinsey

~

browser use = TypcSafe

Zurich — London. In 7.1 seconds.

00.00

Choose. Act. Repeal.

, Flexible? Discover the best fight deals with Al
" Descride your ideal trip, and let Google Flighis find the best deals for

Find cheap flights from United States to anywhere

' Franziseo Chicago Dallas Atlanta

McKinsey, 2026; Typesafe, 2026
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Everyone can do
marketing now.
SO who gets to say no?
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New Roles and Profiles

Creative / media technologist as the sample, anonymised
agency's future counterpart

,Predictive Media Planning, Agentic Media Allocation, E.ON
LLM Visibility”

Chief Al Officer appointed Weeber

.1 he rise of the chief integrator” PR Daily
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The Reason Only 9% of CMOs
Have Cracked Al Isn't a
Mystery. It’s Operations.



82 Prozent der Beschiftigten
verbringen viel Zeit damit, Arbeit
zwischen Teams oder Systemen zu
koordinieren. 81 Prozent schieben
regelmafSig Informationen zwischen
Tools hin und her. Fithrungskrifte
verlieren dadurch bis zu einem Tag

pro Arbeitswoche. Nicht an
schlechter Arbeit - sondern an
Reibung.

tied and frank

Brand Eins 2026; Asana 2025
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The Rise of the Consulting Obelisk

In response, we propose that a new model is emerging: the consulting

obelisk. Unlike the traditional consulting pyramid, which depends on a

wide base of junior consultants, the obelisk represents a tall, narrow

model: fewer layers, smal

er teams, and more leverage at every level.

Instead of relying on sheer scale, this model is built around three

human roles:

tied and frank

Harvard Business Review, 2025
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You bave to describe the

present and take away
the fear €€
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THREE CALLS TO ACTION

"Leaders are the organizations that ensure measurement

° Marketing With reSU]_‘tS reaches the decision, every time."

WFA / Ebiquity
© Marketing withsystem S

76% have adjusted their positioning; 47.4% plan

@ Marketing with humans

everii
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Thank you.

And have fun doing it

( SCAN CODE FOR SLIDES )

Kevin Tiedgen

kevin@tied-and-frank.com

tied-and-frank.com



https://tied-and-frank.com/
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