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Executive Summary—Monthly Recap

“Stay away from negative people. They have a 
problem for every solution.” We sure had our fair 
share of problems in 2020. As we enthusiastically 
turn the corner and start a promising year, January 
still had plenty of unexpected surprises for us. 

It’s hard to choose, really. The insurrection in DC 
and a second impeachment. The shortage of COVID 
vaccines and the continued impact on the economy 
and consumers. The promise of a contactless future 
at a completely virtual CES. 

If there is one particular event in the entertainment 
industry that reminded us that things will never be 
the same, it was WarnerMedia’s announcement that 
theatrical movies like “Dune”, “The Matrix 4,” and 
“The Suicide Squad” will be released on the same 
day both in theaters and on HBO Max.

It’s true in many other aspects of our daily lives: 
technology adoption, digital and content streaming, 

ecommerce, and social selling are all 
here to stay. All of these consumer 
behavioral and media consumption 
changes are profoundly impacting 
the advertising industry and its vast 
ecosystem. Are we ready?

TALENT: securing the right talent and resources

The substantive nature of these industry changes has fueled much 
creativity and innovation as well as opportunities for new, leaner, 
cheaper, and more responsive agency models that fit the new client 
dynamic. The debate over having in-house vs. external agencies is 
nearly over, with more emphasis on where they intersect and how 
collaboration can foster. Advertisers have increasingly larger rosters 
as the need for specialty skills in data, content, and digital continues 
to increase. Or they rely on client-dedicated units to ensure smooth 
cross-discipline integration. The topic of diversity and inclusion still 
remains top of mind with an apparent commitment to make lasting 
changes in that regard with new senior leadership appointments 
among large agencies and networks, and new mentorship and DI 
supplier programs. Even brands like consumer goods giant Unilever 
pledged to drive systematic change in messaging, talent decisions 
and budget commitments to under-represented suppliers. 

• Per Deloitte’s 2021 Global Marketing Trends, CMOs must 
have: Purpose (Navigating an ever-changing world through the 
purpose-driven enterprise), Agility (changing the playbook, agile 
marketing for our increasingly digital world), Human Experience 
(How enterprise values drive the human experience), Trust (When 
messaging connects to delivery, trust flourishes), Participation (How 
customer participation fuels your engagement strategy), Fusion 
(Fusing cross-industry partnerships in a post pandemic world), and 
Talent (turning talent into a competitive differentiator: Marketers).

• Per Forrester Consulting Thought Leadership Executive 
Summary (Commissioned By Google and 4A’s): 1) Brands 
appreciate agencies’ core strengths, but agencies have 
room to increase strategic value, 2) Automation and machine 
learning (ML) offer clear benefits for transformation, as well as 
an opportunity for agencies to lead the way, 3) Agencies must 
grow customer insight curation and marketing measurement 
offerings while maintaining creative services, 4) Agencies have 
opportunities to expand e-commerce and data strategy services.

• TrinityP3 launched a Marketing Mentors program in Australia 
(www.trinityp3.com/marketing-mentors) to inspire professional 
and personal development through one-to-one shared learning.

• Per the 4A’s, Agency Search Consultants in 2020 included:  
AAR Partners (NY), Ark Advisors (NY), Bajkowski + Partners (NY), 
The Burnett Collective (NY), External View Consulting Group (LA), 
Flock Associates Ltd (NY), Hasan + Shumaker (NC), ID Comms 
(NY), JLB + Partners (Chicago), Joanne Davis Consulting (NY), Juel 
Consulting (NY), Mercer Island Group (WA), Mitchell&McCue (TX), 
Mzyme (TX), The Palma Group/Creative Agency Search (GA), 
Pile & Company (MA), PinSeeker Consulting (MA), R3 Worldwide 
(NY), The ROJEK Consulting Group (OH), Roth Ryan Hayes, 
Select Resources International (CA), bob wolf partners/TPG (CA), 
Media Plus Advisors (NJ), Muster Consulting (MA), Stone Soup 
Consultants (IL), and Zach Rosenberg Consulting (CA).

A summary of newsworthy client/agency relationship developments and 
relevant marketing or agency management trends from the past month. Volume 52

Newsworthy reports and recent developments

At AMS, we approach the agency management discipline 
as four distinct but complementary practice areas—Talent, 
Work, Financials, and Performance and Value—which is 
how we’ve organized industry developments to follow.
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New agency or capabilities, reorganizations:

• A new brand consultancy, Presciant, was launched by 
two longtime WPP executives, with a focus on “branding 
in M&A, brand architecture, brand creation, brand 
valuation, and budget setting and measurement.”

• Dentsu merged iProspect and Vizeum to create a 
new global media agency under the iProspect brand 
to integrate Vizeum’s media strategy and planning, 
storytelling, and brand-building capabilities with 
iProspect’s digital expertise, audience knowledge,  
and performance focus. The merged entity will have 
8,000 staffers across 93 markets.

• Omnicom Public Relations Group’s (OPRG) launched 
a precision communications platform, omniearnedID™, 
providing valuable, anonymized information about the 
individuals who are consuming and reacting to a brand’s 
earned media content, and linking the data to measurable 
business impacts, such as sales and brand reputation.

• Agency David&Goliath overhauled its creative 
department to focus on social responsibility and build a 
purpose-driven agency model, leveraging the agency’s 
cultural insights to identify social deficits and the 
audiences negatively impacted by those deficits and 
producing creative outputs to address them.

• Butterworth Collective is an Austin-based shop that 
recently launched to take on what it refers as “dirty 
work,” such as writing and designing emails and building 
websites, social campaigns, and product descriptions.  
The agency focuses on being lean, nimble, and responsive, 
and doing work that larger agencies tend to disregard. 
Clients include Dickies, AMD, and Electronic Arts.

• New Black and Latino-owned production house Baby 
Lion Media, just launched from two industry veterans. 
The firm, which partners with Buenos Aires-based 
digital firm Ketama Collective, offers production and 
post capabilities encompassing online and traditional 
commercials, branded content, and related services.

• Interpublic Group’s Campbell Ewald spun off sociedAD 
as a full-service Hispanic advertising agency, after the 
agency built the specialty practice, landing clients such 
as HBO and Bayer.

• Marketing agency MRM (a part of Interpublic’s McCann 
Worldgroup) reached an agreement with influential start-
up studio and accelerator Founders Factory to keep the 
agency at the forefront of innovation and technology, 
giving it access to global start-ups and combining efforts 
with the agency’s own incubator, Lab13 by MRM. 

• New future-ready agency called Gypsy launched 
without physical space and having few full-time 
employees, leveraging specialists as needed from a 
network of handpicked, pre-vetted 2,000+ creatives 
and strategists in 70-plus cities. Clients include Tinder, 
Coffee Bean and Tea Leaf, and Netflix.

In-house agency:

• Per the In-House Agency Forum (IHAF) and Forrester 
Research, the majority of digital marketing is now 
produced in-house with 89% of in-house agencies 
developing and/or executing digital marketing assets. 
Nearly 80% for social media, 72% for digital strategy 
and planning, 73% for digital creative development, 
70% for digital content production, 46% for digital media 
planning and buying, and 33% for programmatic buys.

• Per Sarah Cucchiara of BrandMuscle, external agencies 
can act as a third party and this is preferrable when 
there is friction between corporate and channel 
partners (like agents or franchisees), when access to 
specialized talent is necessary, or when local scalability 
is important to corporate campaigns. 

Diversity and inclusion:

• Per the Bureau of Labor and Statistics, the ethnic 
makeup of the marketing industry in the US is 86.1% 
white, 6.1% African American, 5.6% Asian American, and 
8.9% Hispanic American.

• 4A’s launched The Workplace Enlightenment 
Certification (WeC) program, designed to move 
agencies toward the highest standards of equity and 
inclusion, across the following six areas: Race, Gender, 
Age, Faith, LGTBQIA+, People with Disabilities.

• Publicis Groupe hired a new Chief Inclusion Experience 
Officer (Renetta McCann), to focus on diversity, equity, 
and inclusion and hoping to promote integrity, urgency, 
and authenticity inside the group.

• Dentsu’s Merkle launched mentorship and sponsorship 
programs under the leadership of Kirt Morris, Global 
Chief Equity Officer, to make sure individuals from 
underrepresented backgrounds have access to 
leadership roles.

• McCann Worldgroup promoted Singleton Beato to 
the new role of global executive VP and chief diversity, 
equity, and inclusion officer. She was previously chief 
diversity and engagement officer. This move signals 
a broadening of her role and a great commitment 
companywide to this agenda.

• DDB Worldwide named its network’s first global head 
of diversity, equity, and inclusion (Nikki Lamba) to 
strengthen its diversity initiatives across the network for 
its teams and clients.

• Omnicom Group appointed a new Chief Equity and 
Impact Officer and senior vice president, diversity and 
inclusion communications (Emily K. Graham), reporting 
to the company’s chairman and CEO, showing a greater 
commitment to advancing the holding company’s 
diversity, equity, and inclusion (DE&I) efforts. 

• Consumer goods giant Unilever pledged to root out 
advertising stereotypes from its marketing (on-screen 
and behind the camera) and work with more businesses 
run by companies owned and managed by women, 
ethnic minorities, people with disabilities, and members 
of the LGBTQI+ community as part of its latest inclusivity 
drive. The brand would increase spend with these under-
represented companies from £300m to £1.8bn by 2025.

http://www.agencymania.com
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• President Joe Biden revoked a Trump administration 
executive order (EO 13950) forbidding agency diversity 
training that it considered “divisive.” The new order 
also enforces prohibitions on “sex discrimination on the 
basis of gender identity or sexual orientation.”

• The Association of Independent Commercial Producers 
(AICP) announced the Double The Line (DTL) initiative in 
which brands will agree to double up on selected crew 
positions in order that BIPOC candidates can be hired to 
work alongside seasoned veterans in a paid training role.

• BBDO NY launched a new mentorship program called 
“Beyond Introductions” recently, inviting talent from 
non-profit and minority organizations to participate in a 
virtual multi-day networking series.

• New York-based creative shop Raxo launched Ad+d 
Culture, an online platform to support minority-owned 
agencies and foster diversity of race, gender and sexual 
orientation in the advertising industry. Companies that 
pledge budgets toward these agencies will “receive 
recognition and coverage as industry changemakers.”

Noteworthy quotes:

 » “Agencies and clients are all more decisive and fast-
moving because we have to be. Working from home 
has opened up incredible opportunities from a talent 
perspective that were unimaginable. And, ironically, the 
remote nature of how we are all working has created more 
of a human connection than ever before.”—Ryan Linder, 
Global Chief Marketing Officer, EVP, MDC Partners

 » “I think agencies have to move on under new 
generations of leadership. We will continue to invest in 
great leadership and great talent.”—Mark Penn, Chairman 
and CEO, MDC Partners and The Stagwell Group 

 » “The rise of the independent agencies has created 
an environment and an opportunity for particular 
creative styles to express themselves and flourish.” 
—Darren Woolley, Founder and Global CEO, TrinityP3 

 » “We have the right balance of talent and technology 
to be responsive to fast-moving client needs. 
The largest holding companies got too big, they 
had trouble catching up and they became too 
bureaucratic. Meanwhile the consultancies couldn’t 
draw the creative talent.”—Mark Penn, Chairman and 
CEO, MDC Partners and The Stagwell Group

 » “We need to embrace the notion that everything 
is marketing. In the spirit of being predictive vs. 
reactive, the agency of the future is rethinking supply 
chains, employee policies, conscious commerce and 
more.”—Jacki Kelley, CEO, dentsu Americas

 » “2021 will bring more change than we can ever 
anticipate. It was kind of like we were all pushed into 
an extreme episode of Naked and Afraid that none 
of us auditioned for.”—Ryan Linder, Global Chief 
Marketing Officer, EVP, MDC Partners

 » “COVID-19 has forced marketers across the globe  
to rethink and reimagine their people, processes,  
and technologies faster than ever before.” 
—Giselle Abramovich, Executive Editor, Corporate 
Messaging and Storytelling, Adobe 

 » “Together, they [small, independent creative 
agencies] represent advertising’s best hope to shake 
free the doldrums created by the industry’s oligarchy 
and the pressure from Facebook and Google.” 
—Jeff Beer, Staff Editor, Fast Company

 » “As growth in martech has advanced, so have the 
complexities that arise from the implementation  
and integration of many disparate solutions.” 
—Bob Liodice, CEO, ANA

 » “A year in crisis mode has created the single greatest 
chance to transform advertising in our lifetimes.” 
—John Harris, CEO, Worldwide Partners 

 » “With tumbleweeds rolling down Madison Avenue 
as agency staffers work at home, many agencies are 
having to reinvent how they work.”—Dianna Dilworth, 
Editorial Manager, Brand Innovators 

 » “Love your clients. Our clients are valuable sources 
of knowledge, individuals who trust us with their 
careers. Treat them as such. If you show clients you 
care, you will be surprised about how honest you 
can be with them, and them with you.”—Jan Jacobs 
and Leo Premutico, Co-founders and Chief Creative 
Officers, Johannes Leonardo

 » “While agencies should look to develop expertise, 
invest in tech, and upskill talent, brands can  
empower them by sharing first-party data and 
bringing them into strategic conversations sooner.” 
—Marla Kaplowitz, CEO, 4A’s

 » “We were teams of experts. Now you need to be an 
expert team.”—Bill Koenigsberg, CEO, Horizon

 » “Indie shops are now delivering the better ideas, the better 
relationships, and better outcomes that clients are on 
the hunt for.”—Louis Slotkin, Managing Partner, Highdive 

 » “Now, with the amount of creative marketing required 
at an ever-increasing pace across so many different 
media, many brands are choosing to maintain a 
number of different relationships over monogamy.” 
—Jeff Beer, Staff Editor, Fast Company 

 » “You’re going to see flatter organizations in the spirit 
of delivering that senior talent.”—John Harris, CEO, 
Worldwide Partners 

 » “We’ve been able to make stronger connections 
with our clients, who feel more like partners, by just 
relating on a human level and speaking with passion 
and authenticity, minus any rehearsed robotics.” 
—Greg Hahn, Co-Founder and CCO, Mischief USA

 » “On Zoom, no one is looking at how big your company 
is.”—Lucy Jameson, Founder, Uncommon London 

 » “Profit-strapped clients will likely try to execute as 
much as they can internally. They’ll still lean heavily 
on their agency partners for strategy and big ideas.” 
—Tony Scopellito, Managing Director, Terri & Sandy

 » “There is another discipline that is equally as 
important as strategy, creative, account leadership 
and production, and that is diversity and engagement, 
which is my top priority moving forward.”—Bill Kolb, 
Chairman-CEO, McCann Worldgroup 

http://www.agencymania.com
http://www.agencymania.com/subscribe.html
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 » “People first is in our DNA, not only helping us to 
weather a global health crisis and historic societal 
change but also positioning us for the challenges 
and the rich opportunities to come.”—Vanessa Kentris 
Smith, Managing Director, Portfolio and Growth,  
The Marketing Store

 » “Global creative agencies are among the most 
decentralized business organizations in the world.” 
—Michael Farmer, Executive Chairman, TrinityP3 USA 
and Farmer & Company LLC

 » “In a big holding company agency, you’re surrounded 
by a lot of alphas. Strong ’masters of the universe’ 
when the ’universe’ is a conference room.” 
—Greg Hahn, Co-Founder and CCO, Mischief USA

 » “The question isn’t whether to take marketing in-
house or outsource it, but how to find a collaborative 
balance that allows the brand to accelerate its 
marketing as seamlessly and logically as possible.” 
—Sarah Cucchiara, SVP of Channel Marketing 
Strategy, BrandMuscle 

Company profiles:

• Mischief @ No Fixed Address (https://mischiefusa.com) 
is a small New York-based creative agency. Clients include 
OkCupid, Oura, and Kraft Mac and Cheese. The agency was 
shortlisted for Ad Agency of the Year by Campaign US. 

• MUH-TAY-ZIK / HOF-FER (https://mtzhf.com) is a full 
service, award-winning advertising agency located in 
San Francisco that is part of the London-based VCCP 
partnership. The agency’s mantra is “Get Chased™,” creating 
advertising in all its forms that helps “brands get chased.” 
Services include strategy, design, communications, and 
execution. Clients include AAA, Audi, Google, DoorDash, 
Netflix, Hulu, Lift, PayPal, Salesforce, Sonos, and T-Mobile.

• Jam3 (www.jam3.com) is a global design and 
experience agency “driven by insight, inspired by 
technology and designed with purpose,” which claims 
not to make ads, but to make cutting-edge experience 
design like experiential events and campaigns, mobile 
and web platforms, interactive storytelling, AR and VR 
worlds. The agency offers end-to-end creative, UX, tech 
and QA with offices in Toronto, LA, Montevideo, and 
Amsterdam. Clients include Adidas, Levi’s, eBay.

• Day One Agency (https://d1a.com) is a creative 
communication agency with offices in NYC, Chicago, 
and Los Angeles that combines traditional PR, digital/
social media, branding, creative, and activation. They 
believe “stories are what actually break through, 
and we’ve built our entire creative process around 
them.” Clients include American Express, Chipotle, 
Abercrombie & Fitch, Facebook, Comcast, H&M, 
Motorola, Nike, and Ferrara. 

• UNIT9 (www.unit9.com) is a global multidisciplinary 
production firm, with offices in London, LA, NYC, 
Florence, Berlin, and Poland. The company is built on 
a specialized team of architects, product designers, 
software engineers, gaming experts, creatives, art 
directors, designers, producers, and film directors. 
They produce live-action and content, digital, games, 
experiential and live advertising, and VR. Awarded 
2020 Campaign Tech Company of the Year and Ad Age 
2019 Production Company of the Year. Clients include 
Disney, Twitter, Nissan, Adidas, Ford, and Target.

The process of selecting the right software solution provider for your agency management needs can be a daunting task, 
as you must consider many variables. Check out our checklist:

http://www.agencymania.com
http://www.agencymania.com/subscribe.html
https://mischiefusa.com
https://mtzhf.com
https://www.jam3.com/
https://d1a.com
http://www.unit9.com
https://www.agencymania.com/checklist-how-to-select-the-right-software-solution-provider/
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WORK: producing great work and outcomes

Average daily digital media consumption was on the 
rise in 2020 as people adapted to the COVID lifestyle, 
encouraging brands to create more digital content. The 
Consumer Electronics Show (CES) and the Super Bowl are 
two major events in our industry in the early part of the 
year. CES 2021 didn’t disappoint, especially for an event 
held online with a focus on Screen with a Service (SwaS), 
Contactless Future, the rise of Caretaker Technology, and 
Artificial Intelligence of Things (AIoT). Beyond the buzz, 
adland is always looking for ways to facilitate new branded 
experiences using innovative concepts where data and 
content are pivotal. Similarly, the Superbowl is a powerful 
demonstration of the power of creativity, characterized by 
large budgets and big names in advertising. Yet, many of 
the veteran advertisers like Budweiser, Coke, Pepsi, and 
Ford Motor Company, are sitting out this year.

• The 2021 Edelman Trust Barometer concluded that the 
industry entered an era of “Information Bankruptcy.”

• Per eMarketer, US adults’ average daily digital media 
consumption rose by an hour across all devices in 
2020 (total average time per day consuming digital 
media to 7 hours, 50 minutes). Average digital video 
time rose by nearly a half-hour to 2:13, Netflix’s 
average time rose to 31 minutes, followed by YouTube 
(27 minutes), Hulu (17 minutes), and Amazon Prime 
(9 minutes). Social media time also jumped to 1:05. 
Smartphone time exceeded three hours (3:13) for  
the first time.

• The ANA’s Marketing Word of the Year for 2020 is 
“pivot.” Per the ANA, it is “particularly representative of a 
year marked by the ravages caused throughout the world 
by the COVID-19 pandemic and social justice issues.”

• Consumer packaged goods giant P&G hosted a virtual 
exhibit, known as the LifeLab, at CES. Innovative 
concepts this year included an air freshener with a 
microchip that controls how much scent is released and 
a multipurpose cleaning swatch that turns into a lather 
when mixed with water.

• The ANA launched a suite of contract templates and 
reference documents designed to help brands “Master 
Their Tech Stack” when evaluating and contracting with 
marketing technology.

• Retail giant Walmart renamed its media business, 
Walmart Connect as the company turns to ecommerce 
targeted ads, competing with big rivals Amazon and 
Target, using first-party shopper data from its website, 
payment systems, and other in-store and online 
platforms. It will also offer advertisers to place ads on 
170,000 digital screens at self-checkout kiosks and on 
TV walls in 4,500+ stores.

• Per Ad Age, the top 10 creative ideas of 2020:  
1. New York Times: Life Needs Truth (Agency: Droga5, 
New York), 2. Nike: You Can’t Stop Us (Agency: 
Wieden+Kennedy Portland), 3.Beats: But do you love me 
(Agency: Translation), 4. Burger King: Moldy Whopper 
(Agency: INGO, David Miami, Publicis), 5. The Lincoln 
Project: Mourning in America, 6. Calm: CNN Election 
Night “Key Race Alert” Sponsorship, 7. McDonald’s: 
Favorite Meals (Agency: Wieden+Kennedy New York),  
8. Dove: Courage is beautiful (Agency: Ogilvy Canada), 
9. Uber: Delete Uber (Agency: Wieden+Kennedy),  
10. Jeep: Groundhog Day (Agency: Highdive).

• Per Adobe, the top 5 digital marketing trends for 2021: 
1) More meaningful digital experiences, personalization, 
and direct-to-consumer (DTC) models, 2) A move to 
first-party data, consent, and identity resolution to 
build consumer trust and thrive in a cookieless world, 
3) Doubling down on digital transformation, with an 
emphasis on people, and shorter paths to value for 
technology investments, 4) Building content marketing 
agility to feed a non-linear and always evolving 
digital customer journey, 5) A greater percentage of 
advertising budgets will be moving to digital in 2021, 
with more ads that focus on responsibility.

• WW (formerly Weight Watchers) launched its Digital 
360 (D360) membership plan featuring interactive 
livestreams called CoachLIVE, WalkTalks, which 
pair celebrity voices with walking workouts, and the 
Weighing In podcast. D360 also includes live and 
interactive events featuring experts’ guests.

• Association of National Advertisers introduced a  
new Influencer Marketing Advisory Board, including 
brands such as Unilever, Cigna, Hilton, Mastercard, 
Procter & Gamble, PUMA, Nationwide, Reckitt 
Benckiser, SAP, Sephora, and Target, in an effort to 
standardize measurement definition of the burgeoning 
“influencer marketing” marketplace and increase trust 
and transparency.

• Coors Light and Coors Seltzer, partnering with agency 
DDB, Ghost Robot, and psychologist Dr. Deidre Barrett, 
created a campaign designed to put a beer commercial 
in our dreams. The brand invites consumers to watch a 
90-second video three times before bed, then listen to 
an eight-hour “stimulus soundscape” in order to make 
possible what is referred as Targeted Dream Incubation.

• WPP’s Ogilvy produced 7 films in 7 days in a creative 
sprint for Instagram as part of its campaign themed  
“We Make Today,” relying on 120 Instagram creators 
from different countries, sourcing and editing the 
material in a few hours, and posting each clip online 
shortly after.

http://www.agencymania.com
http://www.agencymania.com/subscribe.html


 

V
O

LU
M

E
 5

2
: W

O
R

K

6
See how stronger relationships contribute to better marketing. Contact us at www.agencymania.com 

To subscribe or access more information, visit www.agencymania.com/subscribe.html

Noteworthy quotes:

 » “It is becoming increasingly important for brands to 
have a strong agency management practice with 
clear leadership on core capabilities. Priority should 
be given to a clear cooperative and collaborative 
environment amongst the teams.”—Laura Forcetti, 
Global Marketing Sourcing Manager, WFA

 » “Our job when the clients are under this kind of 
commercial pressure is to gently remind them (or 
more often, their stakeholders) that investing in 
the brand is not a luxury.”—Victoria Day, Managing 
Partner, Ogilvy UK 

 » “We need to make the mindset and structure 
of collaboration the new norm in agency-client 
relationships.”—John Harris, CEO, Worldwide Partners 

 » “Crisis is the ultimate test of a partnership—the  
word partnership is used daily in our industry, and 
prior to the pandemic I probably used that word too 
loosely. I say this because the pandemic revealed  
the difference between partners and vendors.” 
—Geoffrey Calabrese, Chief Investment Officer, 
Omnicom Media Group

 » “As marketers look to stabilize and grow their 
business in a constantly changing marketplace, 
the agency partners who enable their clients to be 
nimbler and more opportunistic and to adapt their 
marketing and operations in real-time will be the ones 
to succeed.”—Lauren Hanrahan, CEO, Zenith USA, 
Moxie and MRY

 » “If Vision 2020 was a year of parallaxes, here’s 
hoping that 2021 will be the year of enhanced 
judgement, boundless agility and exceptional 
experiences.”—Sunder Madakshira, Head of 
Marketing, Adobe India

 » “’Never waste a good crisis,’ they say, and while 
there’s almost nothing good about this one, it does 
offer opportunities to ambitious marketers and their 
agencies.”—Tim Lindsay, Chairman, D&AD 

 » “When brands and agencies act as an integrated 
unit with their finger on the pulse of culture, effective 
contextual creative ensures the engine keeps 
running.”—Sarah Baumann, Managing Director, 
VaynerMedia London

 » “This moment has shown us how advertising  
can be extraordinary again. Clients now have the 
urgency, agility and innovation they want from their 
agencies. And agencies now have the chance to 
apply creative thinking to business problems without  
being limited to a communications role. We need 
to keep this magic going.”—John Harris, CEO, 
Worldwide Partners

 » “Our goal is to become our clients’ partners, not 
just their agency. We need to put our clients first by 
understanding the problems keeping them awake 
at night and making it easy and simple for them 
to access the breadth of skills and services they 
need.”—Laurent Ezekiel, Global Chief Marketing and 
Growth Officer, WPP 

 » “It’s high time agencies and clients realize that size 
is often an impediment to creativity, not a winning 
formula for back-office consolidation.”—M.T. Fletcher 

 » “The unique nature of COVID has made digital much 
more powerful.”—Mark Read, CEO, WPP

 » “Criticism is central to creativity, and it’s a leader’s  
job to make room for it.”—Christian Juhl, Global  
CEO, GroupM 

 » “2020 was a constant and ultimately welcome 
reminder that there is no growth without change.” 
—Marla Kaplowitz, CEO, 4A’s

 » “What 2020 revealed is that diversity, equity,  
and inclusion is a way of life, not a moment.” 
—Monique Nelson, Chair and CEO, UWG

 » “It’s not about marketing, messaging, or creating an 
image—it’s truly about being authentic and living 
your purpose in a way that consumers see you as 
genuinely different.”—Aditi Javeri Gokhale, Chief 
Commercial Officer, President of Investment Products 
and Services, Northwestern Mutual 

 » “We’re big believers that agencies are where 
talent wants to engage and where we activate with 
clients.”—Philippe Krakowsky, CEO, IPG

http://www.agencymania.com
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Column: The Business Case for Relationship Management 
by Greg Wright, VP, Content Marketing, ANA and Matt Kasindorf, SVP, Business Intelligence & Insight, 4A’s

According to one dictionary definition, relationship management is “the supervision and maintenance of relationships between a 
company and its external partners, especially its clients.”

It is a process by which all key aspects of the client/agency relationship are identified, openly discussed and periodically reviewed, 
with the intent to clarify expectations, surface any issues, define success, and optimize the working relationship. Doing so will help 
optimize the agency’s work and the client’s business results, thereby extending the tenure of that relationship. It is critical to the 
success of any client-agency relationship management program that both the agency and marketer are fully engaged in the program.

Recently, the Association of National Advertisers (ANA) and the American Association of Advertising Agencies (4A’s) conducted a 
study designed to understand exactly what benefits marketers and agencies might gain from employing a Relationship Management 
Program. A total of 109 members of both organizations were surveyed. Participants were from the ANA’s Agency Relations Committee 
and the 4A’s Business Leadership Committee.

The findings of the study would indicate that there is no downside at all to engaging in a Relationship Management Program. Only an 
upside. In fact, as the following chart indicates, both marketers and agencies expressed strong levels of overall satisfaction regarding a 
Relationship Management Program. 

After being asked for the key benefits of such a program, both marketers and agencies expressed high levels of satisfaction regarding 
better communication, better work and improved ROI—which are driven by greater speed and efficiency.

While many marketers and agencies will say they engage in one or more of these activities on an ad-hoc basis, the study would suggest 
that formalizing the process, including the 360 evaluations, is critical to success.

Can we afford to do it?
The question is, can you afford not to? While an agency review generally puts a great deal of strain on the agency, it costs the marketer 
as well in terms of expense, interruption, and the opportunity cost of distraction from the day-to-day operation of the business.  
As put by relationship expert, Bruno Gralpois, “unless you know ‘why’ something is broken, replacing it won’t keep it from breaking 
again.” Source 

A relationship management program can help repair a failing client-agency relationship and maintain a strong client-agency 
relationship. It is a blueprint for success. And while there are significant benefits in having a third-party facilitator, it can also be  
self-managed, as long as both parties are fully committed to the process.

For more information, please contact Greg Wright, ANA VP, Content Marketing at gwright@ana.net or Matt Kasindorf, 4A’s SVP, 
Business Intelligence & Insight at mkasindorf@4as.org.

You can access the survey on the ANA site here: ana.net/relationshipmanagement, and on the 4A’s site here.

What’s involved?
A relationship management program consists of several  
key components:

• Annual evaluations

• Mid-Year reviews

• 360 Evaluations

• Quarterly feedback sessions/check-ins

• Regular meeting, post-project or specific topic feedback

• Day-to-day ongoing feedback

• Monthly leadership calls

http://www.agencymania.com
http://www.agencymania.com/subscribe.html
https://www.agencymania.com/costs-replacing-agency-partnerships/
mailto:gwright%40ana.net?subject=
mailto:mkasindorf%404as.org?subject=
http://ana.net/relationshipmanagement
https://www.aaaa.org/2020-ana-4as-business-case-for-relationship-management-program/
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FINANCIALS: driving efficient use of resources

As the agency world seems to struggle with holding 
companies reporting less than desirable results, tech-led 
S4 Capital, led by its charismatic and visionary Sir Martin 
Sorrell (the former WPP CEO), is growing rapidly, both in 
headcount (approaching 3,000) and sales but also in profit. 
The company has been in heavy acquisition mode, adding 
both clients and new agency talent (namely content, 
data and digital) to its arsenal. S4 Capital may still be 
small compared to the big adland players, the company’s 
dynamism and trajectory are hard to ignore. 

• Per Cowen’s 9th Annual Ad Outlook report, 2021 
global digital advertising is expected to grow 18% YOY 
(compared to 10% growth the year prior). Video will remain 
the fastest-growing form of global digital advertising with 
15% growth annually over the next five years.

• Per dentsu, global advertising spend was down 8.8% in 
2020 (vs. -7.5% in the US) but will reverse to growing again 
globally at a 5.8% rate in 2021 (vs. 3.8% in the US). GroupM 
expects global growth of 10.2% in 2021, compared to 7.6% 
per Magna, 5.6% per Zenith. The Tokyo Olympic Games 
(now in August) should play a big role. 

• Per media investment firm GroupM, global retail 
e-commerce, excluding food and delivery services, will 
reach $3.9 trillion in 2020. By 2024, global e-commerce 
will account for $7 trillion in annual revenue, equaling 
25% retail sales.

• Per Socialbakers, worldwide spend on social media 
advertising was up 50.3% at the peak of the 2020 
holiday season YOY. However, influencer marketing was 
down in Q4 based on usage of the “#ad” disclosure (a 
17.6% reduction YOY).

• Consumer packaged goods giant Procter & Gamble 
increased its Q4 marketing spending by 7% YOY. Sales 
are up 8% to $19.7 billion for the same period, fueled 
by the growth of its household and healthcare brands 
during the pandemic. eCommerce now represents 14% 
of revenue globally, a 50% increase YOY.

• Omnicom’s DDB Chicago is fighting an $100 million 
lawsuit in the US District Court for Northern Illinois for 
fraud, breach of contract, negligent misrepresentation 
and other charges related to the 10-year, $4 billion US 
Army recruitment contract the agency won in 2018. The 
lawsuit comes from a complaint by a small minority-
owned New York agency, Hero Group.

• Per AARM (Advertising Audit and Risk Management), 
contracts signed between an organization and its 
advertising agency(s) with an effective date prior to 
January 1, 2017 should be revisited/updated as a result 
of increased levels of regulation in the past four years. 

• Per John Minty, CEO at TBWA\Chiat\Day LA, agencies 
can close the pay gap with clients by getting creative 
with income opportunities via a master service 
agreement, outcome-based compensation models and 
innovation budgets, and ensuring increased certainty 
with minimum tenure agreements.

Mergers and acquisitions (M&A) activity:

• Per COMvergence, M&A deals in the marketing 
communications space fell for the fifth straight year in 
2020 (47 deals for an estimated revenue of $826M). For 
the first time in five years, consultancies like Accenture 
(the most acquisitive firm with 7 deals) acquired more 
staff than the major advertising and marketing holding 
companies. Following Accenture, WPP and denstu 
completed most M&A deals (five and four respectively).

• Digital ad fraud mitigation service White Ops was 
acquired by Goldman Sachs’ Merchant Banking Division, 
in partnership with ClearSky Security and NightDragon.

• San Diego-based marketing firm Power Digital acquired 
digital agency Social Method, which specializes in 
performance-based Facebook and Instagram media 
and creative services. Social Method has offices in New 
York, Washington, DC, and Tel Aviv, serving clients that 
range from Colgate to TOMS.

• MDC Partners and Stagwell entered into a definitive 
agreement to merge, pending shareholders and 
regulatory and stock exchange approvals, in an effort 
to combine award-winning creative firepower (through 
agencies like 72andSunny, Anomaly, Crispin Porter 
Bogusky, and Assembly) and advanced services, 
research, and technology offerings (through firms like 
Code And Theory, Harris Poll, and Finn among others).

• S4 Capital acquired two US-based agencies—creative 
agency Decoded Advertising and performance 
marketing agency Metric Theory. Decoded Advertising 
will join and operate under MediaMonks. Metric Theory 
will join programmatic firm MightyHive.

• Independent LA-based full-service branding and 
marketing agency Phenomenon acquired Detroit-based, 
data-driven growth marketing company, Marketing 
Supply Co., in an effort to expand its expertise in the 
digital and growth marketing fields. Marketing Supply Co. 
will operate under the name Phenomenon.

• S4 Capital acquired Tomorrow, a 50-person Shanghai-
based creative agency, which the firm will fold into 
its MediaMonks content practice. Clients include 
Budweiser, Starbucks, and Red Bull.

• The Stagwell Group-owned creative agency Code 
and Theory acquired digital shop Kettle (and its three 
offices in NY, LA, and San Francisco), which has worked 
with clients including American Express, Discover, and 
National Geographic, to expands its content production 
and ecommerce capabilities.

• S4 Capital acquired Low Earth Orbit (L.E.O.) which will 
become part of digital experience agency MediaMonks 
in an effort to better connect brands and consumers 
through creative experiences. Low Earth Orbit clients 
include Dole and Facebook.

• Simpli.fi acquired enterprise resource planning (ERP) 
Advantage Software Company which creates software 
and services for accounting, project management, and 
media buying in the ad industry, in an effort to centralize 
project management, creative proofing, and resource 
management processes while providing real-time metrics.
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• AI-powered search intelligence company Adthena 
acquired Kantar’s paid-search business, formerly known 
as AdGooroo, allowing clients to access data and insights 
through Adthena’s AI-powered search product suite.

Social media and holding companies’ financial results:

• Social media giant Facebook reported $28 billion in 
revenue in Q4 from a record 1.84 billion users, a 33% 
increase in revenue and 44% increase in profits, as 
the pandemic drove consumers’ business and leisure 
online. Ad revenue reached $27.19 billion.

• Dentsu International announced that it will eliminate 
12.5% of its 46,560-person workforce, totaling a loss 
of about 6,000 roles. This is part of its restructuring 
to reduce its agency brands from 160 to just six while 
reducing redundancies and streamlining its operations.

• WPP laid out a plan to reduce costs by £600m by 2022 
(from shared services, leaner real estate, lower travel, 
etc.) and recruit 10,000 additional staff in the next five 
years, hoping to see low single digit growth in 2021, an 
improvement over 2020’s reduction in annual revenues. 
Growth is expected to come from data expertise, 
technology, and ecommerce (WPP works with 76 of its 
top 100 clients on e-commerce currently). £200m and 
£400m have been set aside for acquisitions.

Noteworthy quotes:

“Investments in technology will further impact agencies 
providing an increase in workflow automation and 
people augmentation of capabilities.”—Marla Kaplowitz, 
CEO, 4As

“Brands have quickly learnt the importance of 
redistributing their marketing spend and this led to a 
range of often high-profile partnerships coming into  
play this year.”—Owen Hancock, Marketing Director, 
Impact EMEA

“By working together to develop new, non-traditional 
compensation models [licensing and performance-
based options], brands and agencies can strategically 
align on what works for both of them, presenting 
greater value and long-term sustainability.” 
—Marla Kaplowitz, CEO, 4A’s

“Not unlike fresh produce, dairy products, meat, medicine, 
or even beer, contract language is perishable. So, if the 
contract between your organization and its advertising 
agency has an effective date prior to Jan. 1, 2017, you 
may be at risk.”—Cliff Campeau, Principal, AARM

Check out our article “Predictions for a New (Partnership)” World Order”: Additional disruption? Greater turmoil?  
Further transformation? What radical changes should advertisers expect in a post-COVID world?

http://www.agencymania.com
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PERFORMANCE: driving stronger performance and  
value from the partnership

There is a tremendous amount of activity around 
measurement these days, with new standards and new 
partnerships emerging to help brands better track results and 
ROI. Industry awards give us an opportunity to discover new 
talent and highly efficient business partnerships, celebrating 
clients, agencies and other partners and their in-market 
successes. Per Deloitte, the power and promise of business 
partnerships is an essential part of the CMO arsenal, using 
unexpected business partnerships to solve new challenges: 
“Whether out of sheer necessity to survive or because they 
saw new opportunities, many brands that took the leap and 
entered into new partnerships found better ways to more 
holistically serve people—both in the short and long term.”

• Google launched a potential replacement for cookies, 
called “Federated Learning of Cohorts,” which uses a 
Chrome browser algorithm to track website activity then 
group users into cohorts with similar browsing habits 
that can be used for ad targeting.

• Digitas and Weber Shandwick joined the Global Video 
Measurement Alliance (GVMA), the first advertising 
agencies to do so, allowing them to monitor global social 
video engagement trends and insights to recommend 
digital video programming and investments for clients.

Awards:

• Adweek’s Global Agency of the Year was awarded to 
FCB Global. Adweek’s Brand of the Year was awarded 
to Clorox. 

• Marketing Dive named its 2020 Marketer of the Year, 
Unilever, citing the brand’s ability to use resonant 
consumer-facing messaging and ecommerce. Notably, 
the advertisers boycotted Facebook to pressure it into 
more actively curbing hate speech.

• Wunderman Thompson was named as 2020 Network of 
the Year at The Epica Awards 2020, strong of 12 awarded 
projects including one Grand Prix (for the Sony Music/
Incucai “Through your eyes” campaign) and two Golds 
(including Ecox’s “Emergency Bikes”). INGO Stockholm/
David Miami/Publicis was named 2020 Agency of the 
Year at the same event, strong of three Grand Prix for the 
Burger King “Moldy Whopper” campaign.

• Ad Age 5 Best Places to Work 2021 (Top companies, 
201+ employees): 1) Digital agency PMG, 2) Ad tech 
Mediaocean, 3) Digital agency Goodway Group,  
4) Digital agency Tinuiti, 5) Media agency Crossmedia.

• Per MediaPost, Search Agency of the Year (2020) was 
awarded to dentsu-owned Merkle. Independent Agency 
of the Year was award to Texas-based PMG. Media 
Agency of the Year was awarded to Mindshare. Dentsu 
(formerly known as Dentsu Aegis Network was awarded 
Holding Company of The Year.

• Chief Marketer unveiled the 2021 Chief Marketer 
200, spanning 11 categories, including Experiential, 
Sports and Entertainment, Promotion, Retail/
Shopper, Digital/Content, Social Media, Design and 
Innovation, B2B Demand Gen, B2B Brand Engagement 
Marketing, B2B Experiential Marketing and Martech. 
Among top martech agencies: Arketi Group, Hero 
Digital, Jumpfactor, Leadit Marketing, LeadMD, Metis 
Communications, Movéo, New Breed Marketing, 
Perficient Digital, Starshot Ventures, Sudden Impact 
Marketing, Yeager Marketing, and Yesler.

• For the second annual Agency of the Year Awards 
by US Campaign, the following agencies were 
selected: advertising agencies (360i, 72andSunny, 
Goodby Silverstein & Partners, Mischief @ No Fixed 
Address, Ogilvy, Innocean USA, The Martin Agency, 
Wieden+Kennedy), advertising networks (dentsu, Digitas, 
McCann Worldgroup, TBWA, VMLY&R), Digital Innovation 
Agencies (Code and Theory, Digitas, Essence, FCB/SIX, 
Jam3, R/GA, Razorfish, YML), Independent agencies 
(Barkley, Day One Agency, Empower, FIG, Fred & 
Farid, Joan, Lightning Orchard, Tinuiti), Media agencies 
(Digitas, Essence, Horizon Media, Mediahub, Mindshare, 
PMG, UM, Zenith), PR agencies (Day One Agency, 
FleishmanHillard, Golin, Ketchum, Kite Hill PR, ICF Next, 
Weber Shandwick, Zeno Group).

• B2B ratings and review platform GoodFirms listed top 
email marketing agencies: Mayple, The Bureau of 
Small Projects, Uplers, Unidev, Social Media 55, Caveni 
Digital Solutions, ReVerb, Livepage, Write Right.

• B2B ratings and review platform GoodFirms listed top PR 
firms: SmartSites, WebiMax, Edelman, BCW (Burson Cohn 
& Wolfe), Ketchum, MSL, Ogilvy, APCO, W2O, Padilla.

• B2B ratings and review platform GoodFirms listed 
its top affiliate marketing agencies: Zgraya Digital, 
Source Approach, BrandBurp Digital, Prism Events 
Digital Advertising, The NineHertz, KOSMIQS, Dot Com 
Infoway, Sam Web Studio, and Ally Digital Media.

• Verizon and its agency McCann Worldgroup won the 
ANA’s 20th annual Multicultural Excellence Awards for 
the campaign “Love Calls Back,” featuring members of 
the LGBTQ+ community reconnecting—and reconciling 
—in telephone calls with family members who originally 
rejected their sexual identity.

Noteworthy quotes: 

 » “The crisis further served to strengthen the dynamic 
client/agency relationship reinforcing how agencies 
enable brands to take the right risks and act decisively.” 
—Marla Kaplowitz, CEO, 4A’s 

 » “As pressures increase for both companies 
and agencies, the impact of solid client/agency 
partnerships is perhaps more valuable than ever 
before.”—Lindsay O’Neil, Senior Consultant,  
Mercer Island Group
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http://www.agencymania.com/subscribe.html


 

V
O

LU
M

E
 5

2
: P

E
R

F
O

R
M

A
N

C
E

11
See how stronger relationships contribute to better marketing. Contact us at www.agencymania.com 

To subscribe or access more information, visit www.agencymania.com/subscribe.html

 » “To keep the magic, we need to avoid slipping back 
into predictable modes as a sense of normalcy 
returns over the coming year. We need to embrace 
what’s working and anoint 2020’s adaptations as new 
standards.”—John Harris, CEO, Worldwide Partners 

 » “We saw partners across all media channels stand 
up and offer help to our clients, even in extreme 
uncertainty. And we saw some that did not respond 
with the same level of flexibility. The cream really 
rises to the top. It’s nice when collaboration and 
standing up for one another shines through uncertain 
times.”—Dani Benowitz, US President, Magna 

 » New compensation models will be explored 
emphasizing more project-based work and 
flexibility. And the new business experience is 
being reimagined with an even greater emphasis on 
substance over style.”—Marla Kaplowitz, President 
and Chief Executive Officer, 4A’s

 » “Now, more than ever, clients need partners who 
can find ways to make them more money. End of 
discussion.”—John Lods, CEO, Arm Candy 

Check out our article “Save Your Agency-Client Relationships from Drowning in The Pandemic Sea”:  
How clients and agencies can avoid the heightened risk of relationships failing during the stormy pandemic crisis.

http://www.agencymania.com
http://www.agencymania.com/subscribe.html
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MEDIA AGENCY NETWORKS

K E Y  H I G H L I G H T S

2020

TOP 5 PITCHES MAJOR  
DEVELOPMENTS   
ACHIEVEMENTSWINNER(S) MAIN INCUMBENT 

AGENCY(IES)
PITCH  

CONSULTANT

G
LO

B
A

L
M

U
LT

I-
M

A
R

K
ET

LO
C

A
L

$1.1B
(US)

(rest of the world)

(rest of the world)

$850M

$575M

$350M

$100M

$75M

$65M

(Team WBA)

(HDME)

Europe

China

North America

North America

EMEA

EMEA

USA

USA

USA

USA

Various

has been recognised as a Global Media Agency leader by For-
rester, featuring its human centred approach, “Designing for 
People”. This new model has delivered business impact for 
new clients such as KraftHeinz, Pandora and Velux.

continued its ascendency that has seen it recognized as the 
fastest growing global agency two years in a row. Award wins 
increased 175% year-on-year for work including Heineken, JLR 
and Square, while Nestle joined dentsu X’s roster.

has unleashed a powerful new business engine and a culture 
of growth, resulting in a win rate of over 70% and 28 new 
clients in the US. Gartner Magic Quadrant for Global Marketing 
Agencies: Named «Leader» in 2020, 5th consecutive year.

had a successful year growing its list of client partners to in-
clude Zoopla, Scoot, Jeep Sainsbury’s & ITV. 2020 also saw 
Essence expand its footprint into Brazil.

was awarded Ad Age’s Best Place To Work, picked up a range 
of new clients including Gilead, Salesforce, Citrix, Unilever and 
Deliveroo. Also has been appointed T-Mobile US ($2B) media 
account in early Jan. 2021.

Navigating uncertainty, winning new clients in every region 
and delivering award-winning work. m/SIX appointed Belinda 
Smith as CEO of NA/ Americas, who continues to work as 
Special Advisor to the board, as well as Global Diversity Am-
bassador for the WFA.

became Uber’s global agency of record. This was achieved wi-
thout a pitch and through a strong relationship on the offline 
business in the US that grew to add on US online business & 
all markets globally. Festival of Media Global Awards: Global 
Media Network of the Year 2020. Eurobest: Media Network of 
the Year 2020.

launched the world’s first LGBTQ ‘Inclusion PMP’ tackling the 
issue of defunding of community journalism via algorithmic 
buying. Launched the Black ‘Inclusion’ PMP, amplifying Black 
stories and voices across journalism and the arts to drive real 
inclusivity in media. #1 Agency Network in the WARC Media 100.

promise to deliver better decisions, faster was further stren-
gthened by the introduction of the Fast Start Suite - a suite of 
analytical, thought leadership and strategic products. Adweek 
Global Media Agency of the Year 2020.

added 150 new business wins, including the win and (remote) 
transition of the global Diageo account. Also its Thought- 
leader publication Overthrow II has seen over 12,000 copies of 
the book. Network of the Year: M&M Global Awards.

Delivering on Publicis Groupe’s “Power of One” positioning, 
Spark won pitches in conjunction with other Groupe agencies 
(incl. Vanguard in the U.S., Mondelez Production in EU and 
Pierre Fabre in France). 

was named #1 Global Media Agency (WARC) and a Leader in 
the 2020 Forrester Global Media Agency Wave report.  The 
agency harnessed the power of its Human Experience Com-
pany positioning, uncovering data-led insights and unlocking 
growth for clients.

won Adweek’s US Media Agency of the Year, Campaign’s APAC 
Media Network of the Year, EMEA Agency of the Year; named 
a Leader in Forrester’s Global Media Agencies Report; and 
added several new clients, Emirates, Doc Martens, Mercado 
Libre, Lazada and Foodpanda.

named as the world’s best performing media agency 
(COMvergence NBB Q1-Q3 2020), Wavemaker revealed a 
new Global Operating System, modular Planning Process and 
a brand refresh, all designed to bring the new positioning of 
Positive Provocation to life. 

won the global media business for TikTok and expanded the 
Publicis Imagine relationship to include Hulu in the US. Zenith 
also launched its ROI Growth Platform, a data- and analy-
tics-led approach to planning sales ROI for clients. Zenith UK 
won Campaign’s Agency of the Year.

COMvergence’s net media spend estimates are based on net offline spend (sourced from Nielsen / Kantar)  
+ digital media spend estimates (sourced from COMvergence’s proprietary methodology)

DEPARTURES 
OF GLOBAL HEADS

APPOINTMENTS 
OF GLOBAL HEADS

STEPHEN ALLAN Global CEO

NICK EMERY Global CEO

ADAM GERHART  
Global CEO

CHRISTINE REMOVILLE Global President

NICK LAWSON 
Global CEO

JOSH KRICHEFSKI  
Global COO

CRAIG DEMPSTER 
Global CEO

PAUL TIBBITT 
Global CEO

-

$300M -

$700M

$250M

$350M

(US) (US)

(rest of the world)

Amanda Morrissey was appointed Global Brand President with 
a focus to create an end-to-end future-forward media and 
performance agency through the integration of iProspect and 
Vizeum. The integration will define a new territory of perfor-
mance-driven brand building by delivering digital-first media 
strategies. Clients wins throughout 2020 include Cox, Red Bull, 
Swatch and Zalando.

-

$150M

-$400M

$550M

$350M

COMvergence has assessed about US$ 20B of media 
spend reviewed during the year 2020 – of which US$ 6B 
described below:

-
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MEDIA AGENCY GROUPS/HOLDINGS

K E Y  H I G H L I G H T S

2020

MAJOR DEVELOPMENTS / ACHIEVEMENTS
landed the top spot among 
the Big 6 media agency 

groups in COMvergence 2020 NBB 
study.  Announcement of the Multicultural 
Marketplace in the US. Creation of 
GroupM Data & Technology, formally 
[m]PLATFORM. Recognized by the Top 
Employers Institute as a Top Employer 
2020 in Spain, Germany and the U.K.

holistic operating platform, Omni, 
saw continued evolution through 
innovation, strengthening OMG’s 

data-led approach. The group expanded  
its commerce and content offering in APAC 
with the launch of OMG Transact, Drum,  
and Fuse.

With the introduction of The 
Pact, powered by Epsilon, Publicis 
Media provided clients with 

outcomes-based solutions allowing them 
to be nimble, flexible and resilient now and 
in the future. The acceleration of Marcel  
also brought greater connectivity and 
talent-at-scale for clients.

Dentsu Aegis Network re-branded to 
dentsu international, winning several 

new clients, and significantly expanding many existing 
client relationships including KraftHeinz, American 
Express and Heineken. In September Wendy Clark 
joined as Global CEO. The Group was named US 
Holding company of the Year by Mediapost.

adopted 10 Media Responsibility 
Principles to hold digital platforms 

accountable to a set of common standards globally, 
hired a Global Chief Culture Officer to accelerate 
Diversity, Equity and Inclusion actions and 
strengthened their global capabilities in eCommerce 
with Reprise Commerce and in Content with the 
Mediabrands Content Studio led by Brendan Gaul.

became the first global holding 
company to join the Conscious 
Advertising Network. Launch of the 

Social Equity Marketplace, the first-of-its-kind, designed 
for brands to reach and invest in BIPOC, LGBTQ+, 
sustainable and women-owned businesses. Launch 
of Havas Market, a strategic full-service eCommerce 
offering.

DEPARTURES  
OF GLOBAL / REGIONAL HEADS

APPOINTMENTS  
OF GLOBAL / REGIONAL HEADS

47 MARCOM AGENCY ACQUISITIONS

No acquisitions recorded for IBM iX and M&C Saatchi in 2020

HEADCOUNT AND BILLINGS

106,000  

36,000

$63B

80,000 

22,000 
$39.5B 

70,000 

20,100
$38.4B

66,400 

48,750 
$30.8B

54,300  

13,000
$21B

20,000

9,450
$10.7B

* Final 2019 Global Billings figures were released by COMvergence in June 2020.

7
including CreativeDrive (700 staff)

(7 in 2019)

3
including Cicero/AMO (70 staff)

(6 in 2019)

1
Collectively (70 staff)

(1 in 2019)4
including Media Storm (167 staff)

(12 in 2019)

1
Zilker Technology (360 staff)

(0 in 2019)6
including Circus (350 staff)

(7 in 2019)

2
including Spatial Access (30 staff)

(1 in 2019)

1
Synergy Creative (40 staff)

(0 in 2019)6
including Growww Media (715 staff)

(2 in 2019)

2
including Reamp (90 staff)

(2 in 2019)

1
Max & Partners (4 staff)

(2 in 2019)5
including Velvet Consulting (180 staff)

(1 in 2019)

3
including Sapient.i7 (50 staff)

(6 in 2019)

1
Point of Origin (1,200 staff)

(0 in 2019)4
including RXP group (550 staff)

(0 in 2019)

MICHAEL ROTH Global CEO 

PHILIPPE KRAKOWSKY  
Global CEO

WENDY CLARK  
Global CEO 

JACKI KELLEY 
Americas CEO 

THOMAS LE THIERRY  
EMEA CEO

HERMON GHERMAY 
Global Chief Culture Officer

JASON DORMIEUX  
Global Chief Data & Tech. officer

KIRK MCDONALD  
N.A. CEO 

DEMET İKILER  
EMEA CEO

ASHUTOSH SRIVASTAVA  
APAC CEO 

JUSTIN BILLINGSLEY 
Global CMO

employees employees employees employees employees employees
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AGENCY REVIEWS AND ROSTER CHANGES

Disclaimer: The reviews listed often capture larger review 
activity reported in the industry trade press, which we 
understand to be only a subset of total review activity. 
Specialist reviews (digital, social, PR, etc.) are rarely 
reported in the trade press. Also, due to the increasing 
number of project reviews (versus AOR/retainer reviews), 
many of those are not receiving media attention and 
therefore are not included here.

• French pharma company Sanofi selected Omnicom 
Media Group as its new media AOR outside the US, 
replacing incumbent Mindshare. In 2017, the brand 
selected Mindshare outside of the US and Havas Media 
for the US.

• CPG giant Post Consumer Brands and its cereal brands 
Great Grains, Honey Bunches of Oats, Honeycomb, 
and the Pebbles family of brands selected independent 
Kansas City-based Barkley as its creative AOR, 
following a review. The agency will replace various 
incumbent agencies including Minneapolis-based 
Public Works (Pebbles).

• Supermarket chain Stop & Shop selected McKinney 
as its new advertising AOR. The agency will handle 
communication and advertising strategy, creative 
campaign development and production.

• Telco giant T-Mobile (which includes its Sprint business) 
selected Interpublic Group of Cos.’ Initiative as its new 
media planning and buying AOR, following a review 
and replacing incumbents GroupM’s Essence (for digital 
media), Horizon Media (for Sprint) and Publicis Media 
(Spark Foundry for offline media). The media account is 
estimated to be worth $2 billion. Horizon Media retains 
the Boost account.

• L’Oréal China selected Publicis Group as its new 
media planning and buying AOR (three-year contract), 
replacing incumbent Mindshare. The group will set up 
a bespoke unit, OneL’Oréal, utilizing data, “innovation,” 
and technology in an integrated manner.

• Natural household and personal care company Grove 
Collaborative selected San Francisco-based and 
Havas-owned shop Camp + King as its first ever AOR, 
following a review.

• Retailer Bed Bath & Beyond selected VCCP-owned 
and San Francisco-based agency MUH-TAY-ZIK /  
HOF-FER as its lead brand agency following a review. 
The brand also hired M Booth as its AOR for corporate 
and consumer PR and We Are Social as the lead social 
media agency for buybuy BABY .

• Beverage company Owl’s Brew selected independent 
media agency Generator Media + Analytics as its media AOR.

• Financial company Vanguard selected Publicis 
Razorfish to handle media buying and planning duties.

• Dutch electronics giant Philips kicked off a review of 
its global integrated business (which includes creative, 
media and communications). The brand invited four 
major holding companies to participate.

• Reckitt Benckiser (RB) selected VCCP as its new agency, 
following a review and adding the firm to its large agency 
roster. There was no incumbent agency. The agency will 
work on a new assignment across the Brando’s hygiene 
portfolio involving digital consumer experience, content, 
social, digital advertising, and e-commerce.

• Insurance marketplace The Zebra selected San-
Francisco-based full service creative agency Argonaut 
(part of Project: Worldwide) as its AOR, following a 
review. There was no incumbent agency. The brand 
contacted 37 agencies, among which 19 responded 
to be included in the review. The winning agency was 
selected from three finalists.

• Iovate Health Sciences International selected 
Opinionated as its AOR for the company’s Six Star 
Pro Nutrition brand, following a review. The work had 
previously been handled in house. Opinionated will 
handle advertising, packaging, brand identity, content 
creation, and integrated strategy.

• Pharma giant AstraZeneca selected WPP’s VMLY&R, the 
global full-service marketing agency, as its creative AOR 
for the company’s seasonal flu vaccine, FluMist, and a 
new autoimmune medication.

• Heineken USA’s brand and Mexican import Dos Equis 
selected Montreal-based shop Sid Lee as its new AOR, 
following a review, replacing three-year incumbent 
Accenture-owned shop Droga5, which didn’t defend.

• Molson Coors added Accenture-owned shop Droga5 to 
its agency roster, most likely on a project basis. No change 
to the existing brand’s roster was announced. DDB will 
remain the lead agency on Coors Light and Miller Life. 

• Confectionary and gum manufacturer and distributor, 
Perfetti Van Melle USA, selected Wavemaker as its Media 
AOR, following a review, expanding Wavemaker’s global 
relationship that now spans the US, China, Netherlands, 
India, UK, MENA, Belgium, Turkey, and Indonesia.

• Plant-based food brand Alpha Foods selected Canadian 
agency Mischief @ No Fixed Address as its creative 
AOR. There was no formal review. The agency will 
handle creative, branding, and activation.

• Start-up luxury electric auto manufacturer Lucid Motors 
selected San Francisco-based ad agency Erich & 
Kallman as its creative AOR, following a project-based 
relationship. The agency will handle strategy, creative, 
production and media planning including TV, radio, 
OOH, social, digital and experiential.

• San Francisco-based vacation rental online marketplace 
Airbnb appointed Accenture Interactive-owned 
shop Droga5 as new lead creative agency, replacing 
incumbent Wieden+Kennedy without a review.

• Financial services giant JPMorgan Chase selected WPP 
and dentsu to handle its global media agency business, 
replacing incumbent Zenith. Most of its digital media 
remains in-house. WPP created a dedicated unit, led 
by GroupM, called Team JPMC. The team will handle 
offline and digital planning, media buying, analytics, 
measurement, and SEO. 
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• Disney-owned streaming service Hulu selected Publicis 
Zenith to handle its US media planning and buying 
account, expanding its existing Disney relationship and 
replacing four-year incumbent IPG Mediabrands’s UM 
without a review. The Publicis Disney-dedicated unit, 
called Publicis Imagine, already worked in Disney+ and 
will be led by Zenith.

• Italian chocolate group Ferrero kicked off a review of 
its Nutella hazelnut and cocoa spread brand account, 
seeking a global creative agency to handle this work.

• Beverage giant The Coca-Cola Co. kicked off a 
global agency review covering creative, media, and 
other relevant marketing disciplines like production 
management, shopper, and experiential marketing 
(estimated at $4.2 billion) with the goal to improve 
the effectiveness and efficiency of their marketing 
investments. Incumbents UM, McCann, Wieden+Kennedy, 
Starcom, and Carat are expected to defend.

• Home improvement retailer Home Depot selected 
Omnicom’s OMD as its media AOR for traditional and 
digital media in the US, following a review, replacing 
incumbent since 2011, dentsu’s Carat. The brand will rely 
on Omnicom Media Group’s Omni data and analytics 
platform. The creative account is still under review. 
Incumbent Richards Group is out of the race, with BBDO 
and Leo Burnett as finalists.

Client Incumbent Change/Scope Focus Area New Agency Review?

Airbnb Wieden+Kennedy (W+K) Lead Creative Agency Unknown Droga5 No

Alpha Foods None Creative AOR Unknown Mischief @ No Fixed Address No

AstraZeneca Unknown Creative AOR Global VMLY&R No

Bed Bath & Beyond Unknown Lead Brand Agency Unknown MUH-TAY-ZIK / HOF-FER Yes

Bed Bath & Beyond Unknown Corporate and Consumer PR AOR Unknown M Booth Yes

Bed Bath & Beyond— 
buybuy Baby Unknown Lead Social Media Agency Unknown We Are Social Yes

Dos Equis Droga5 AOR Unknown Sid Lee Yes

Ferrero Unknown Creative Global [Review in Process] Yes

Grove Collaborative None AOR Unknown Camp + King Yes

Home Depot Carat Media AOR US OMD Yes

Hulu UM Media Planning and Buying US Zenith No

Iovate Health Sciences 
International In-House AOR Unknown Opinionated Yes

JPMorgan Chase Zenith Media Global WPP and dentsu 

L’Oréal China Mindshare Media Planning and Buying AOR China Publicis Group No

Lucid Motors None Creative AOR Unknown Erich & Kallman No

Molson Coors None Project Basis Unknown Droga5 No

Owl's Brew Unknown Media AOR Unknown Generator Media + Analytics No

Perfetti Van Melle USA Unknown Media AOR Global Wavemaker Yes

Philips Unknown Creative, Media, Communications Global [Review in Process] Yes

Post Consumer Brands Various Agencies  
(i.e. Public Works) Creative AOR Unknown Barkley Yes

Reckitt Benckiser (RB) None Digital Unknown VCCP Yes

Sanofi Mindshare Media AOR Global Omnicom Media Group No

Stop & Shop Unknown Advertising AOR Unknown McKinney No

The Coca-Cola Co. UM, McCann, W+K,  
Starcom, Carat Marketing Global Is in the Review Process Yes

The Zebra None AOR Unknown Argonaut Yes

T-Mobile Essence, Horizon Media,  
and Publicis Media Media Planning and Buying AOR Unknown Initiative Yes

Vanguard Unknown Media Buying and Planning Unknown Razorfish No

Agency Roster Summary
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