
The Great 
Creative 
Deconstruction





Where do we stand 
today?



GWA Frühjahrsmonitor 2026



110+
reported new agency launches in the 
marketing sector within two years

WUV, Aus der Not heraus? 2026



Media Perspektiven 2026,  Gartner 2026



GWA KI-Whitepaper 2026





Crisis



AN INDUSTRY MOVING  
AT TWO SPEEDS



“Daniel Pannrucker, M&A Advisor 2026

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

is how they are run.

„



Deconstruction



01

Why do we still invest in marketing going forward?
Impact level



01

Why
Impact

02

What will marketing deliver in the future?
Action Level



01

Why
Impact

02

What
Action

03

How will 
we work 
together in 
the future?
Process and Culture Level



Why we do 
Marketing



3% of CMOs can explain more 
than 50% of their marketing 
spend through MROI.

McKinsey, 2025



Waste Faith



Half the money I spend on 
advertising is wasted; the 

trouble is I don’t know which 
half.

John Wanamaker, c. 1900 “

„



Measurement models by Google, Meta, PyMC Labs



„In brand marketing only 
costs get planned, there are 
no other planning figures.“
CMO, large corporation



Substack: Netflix Runs Marketing Measurement, 2026



Data Skill, Social Agency; Serviceplan, Horizont: Flixbus CMO Interview



A system that makes the strength of marketing 
measurable, and therefore not only steerable 
towards better decisions, but finally visible 

again.



What we do









Martech-Déjà-vu
Big promises, big bills, little delivered.

Marketingweek: Gap GenAI Experimentation, 2026



100 %
of agencies use generative AI

99 %
expect increasing usage

81 %
use AI tools

16 %
consider themselves 
AI-ready

GWA KI Whitepaper  2026; Awork 2026



GWA KI-Whitepaper 2026



„No time to build the 
fence, because we have 
to catch the chickens.“
Marketing lead, large corporation



Phase 1 Testing

Phase 2 Rollout

Phase 3 Systems

Context systems are the future.

Gartner, 2026



„Suggestions on how to make 
processes more efficient rarely come 
from the agencies. The production 
plan still runs through Excel, and 
the assets arrive as 95,000 links."
Brand Manager, large corporation



Zalando

90 %
automated onsite content

Zalando, Superspring, Charles & Charlotte, Tied & Frank



Marketing today is shaped by scrubbing assets, 
filling Excel sheets and sitting in meetings 

without purpose. 

If we get it right, AI can lead to a more 
humanistic marketing. 



How we do it



80 %
of companies want to deliver more 
marketing services in-house

8 %
expect a smaller agency role

39 %
expect higher strategic importance



Fundamental shift in requirements

„Human oversight remains. The sweet 
spot between accountability and speed 
matters.“
McKinsey

McKinsey, 2026; Typesafe, 2026



“Colin Fleming, OpenAI

Everyone can do 
marketing now.  

So who gets to say no?

„



New Roles and Profiles
Creative / media technologist as the 
agency's future counterpart

sample, anonymised

„Predictive Media Planning, Agentic Media Allocation,  
LLM Visibility“

E.ON

Chief AI Officer appointed Weeber

„The rise of the chief integrator“ PR Daily

The new role of the agency:

Counterpart, supporter, 
source of orientation.



GWA KI Whitepaper 2026; Consiglieri 2026 



Brand Eins 2026; Asana 2025 



Illustrative example of a system by a social agency, Hamburg



Harvard Business Review, 2025



“Sven Dörrenbacher, AI Advisor

You have to describe the 
present and take away 

the fear.

„



THREE CALLS TO ACTION

01 Marketing with results
"Leaders are the organizations that ensure measurement 
reaches the decision, every time."

WFA / Ebiquity

02 Marketing with system „Without SOPs nothing scales via AI“

GWA Operating Model 2029

03 Marketing with humans
76% have adjusted their positioning; 47.4% plan 
new roles.

everii



Thank you.
And have fun doing it

Kevin Tiedgen

kevin@tied-and-frank.com

tied-and-frank.com

SCAN CODE FOR SLIDES

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

