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The age old wisdom on creative
“Advertising is fundamentally persuasion, and persuasion 

happens to be not a science, but an art.”

William Bernbach
Founder - Doyle Dane Bernbach
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In the bygone Mad Men era the ”big idea” was king

“I’d like to teach 
the world to sing 
in perfect 
harmony….”
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And the 
creative 
process was 
(IS!) time-
consuming 
and 
unidirectional 

Source: Forrester Research, Vendor Landscape: Creative Advertising Technologies, Q3 2017 
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But there’s a new reality in advertising
Data and targeting across channels, formats, and devices

Advertising
Email

Search
Social

Desktop
Mobile

Television
Print

Out-of-Home
Audio

Display
Video
Audio
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Source: Forrester Research, The Future of Omnichannel Advertising Must be Customer Obsessed, June, 2018

FOR B2C MARKETING PROFESSIONALS

The Future Of Omnichannel Advertising Must Be Customer Obsessed
June 4, 2018

© 2018 Forrester Research, Inc. Unauthorized copying or distributing is a violation of copyright law.  
Citations@forrester.com or +1 866-367-7378
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Vision: The Digital Media Buying Playbook

FIGURE 1 Consumers Vary On Channel Engagement And Avoidance

Avoid Engage

“What best describes your behavior when you see or hear this type of 
advertising?”

Base: 8,869 to 20,789 US online adults (18+)
Note: Not all answers are shown; Percentages represent the degree to which each segment skews 
toward avoiding or engaging with the ad type, calculated by subtracting the percentage of respondents 
who avoid the ad from the percentage who engage with it.
Source: Forrester Analytics Consumer Technographics® North American Online Benchmark Survey 
(Part 1), 2018

Progressive Pioneers Reserved Resisters

41%

29%

47%

9%

8%

14%

27%

-20%

-23%

-16%

-51%

-65%

-60%

-48%

Ads on TV

Ads in magazines

In-store ads

Ads in mobile apps

Ads on websites

Ads in search engine results

Ads on social networks

And a consumer-base that’s harder to please 
than ever
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The creative process 
MUST evolve to keep 
apace

Source: Forrester Research, The Forrester Wave™: Creative Advertising Technologies, Q4 2018

ü Faster
ü More iterative
ü More data-infused
ü More collaborative
ü More omnichannel
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An evolving category of vendors – creative adtech –
has emerged to help marketers:

› Use data-driven insights to generate more relevant ads

› Enjoy faster, more efficient speed-to-market

› Exercise centralized control 

over distributed creative tasks
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They evolved out of two main categories, defined by 
focus and functionality

Source: Forrester Research, Vendor Landscape: Creative Advertising Technologies, Q3 2017

Direct Response

Brand
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And fall into two primary ”flavors” today



1 3©  2 0 1 9  F O R R E S T E R .  R E P R O D U C T IO N  P R O H IB IT E D .

Forrester Wave™: 
Creative Advertising 
Technologies, Q4 2018

Source: Forrester Research, The Forrester Wave: Creative 
Advertising Technologies, Q4 2018
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How do CAT 
vendors 
stack up?

Source: Forrester Research, The Forrester Wave: Creative Advertising Technologies, Q4 2018
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How do 
CAT 
vendors 
stack 
up?

Source: Forrester Research, The Forrester Wave: Creative Advertising Technologies, Q4 2018
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Who’s the customer-base?

Image source: Rockstart.com
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It’s a global group

Base: 31 respondents who work with a creative adtech vendor

Note: Multiple answers accepted

Source: Forrester Wave Creative Advertising Technologies Q4, 2018 Customer Reference Survey 

37%

25%

21%

18%

In which markets do you do business? 
NA EMEA LATAM APAC



1 8©  2 0 1 9  F O R R E S T E R .  R E P R O D U C T IO N  P R O H IB IT E D .

Marketers are leaning in

Base: 31 respondents who work with a creative adtech vendor
Source: Forrester Wave Creative Advertising Technologies Q4, 2018 Customer Reference Survey 

3% 3%
10%

10%

23%

52%

Which of the following best describes your company?

Agency trading desk

Ad network/ad platform/adtech
company
Agency - creative

Publisher

Agency - media, media operations

Marketer/ advertiser
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These are marketers with creative oversight

1

2

2

11

I am fully dependent on my agency's expertise for creative strategy, creative

development and creative management/execution

I am dependent on my agency's expertise for creative strategy; I own creative

development and management/execution

I am dependent on my agency's expertise for creative strategy and development;

I own creative management/execution

I manage the full creative process - strategy, development,

management/execution - in-house

What best describes your approach to advertising creative?

Base: 16 marketers and advertisers

Source: Forrester Wave Creative Advertising Technologies Q4, 2018 Customer Reference Survey 
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Though media management approaches vary

Base: 16 marketers and advertisers
Source: Forrester Wave Creative Advertising Technologies Q4, 2018 Customer Reference Survey 

I am fully dependent on 
my agency's/agency 

trading desk's expertise 
for technology selection 

and campaign 
management  

[4]

I am the owner of my ad 
technology 

relationships/contracts and 
strategy, but I rely on my 

agency to execute within the 
platforms on a day to day 

basis 
[4]

I have brought some 
aspects of media 

buying in-house (e.g. 
programmatic)  

[4]

I have brought all 
aspects of media 
buying in-house 

[4]

What best describes your approach to media buying?
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Motivation? Personalization and speed!

6%

10%

13%

29%

42%

To more easily test creative on the fly

To reduce costs associated with developing and optimizing creative

To more effectively use data to inform creative development and optimization

To streamline the process of creative development and improve speed to market

To better match creative assets to target audiences

Why did you choose to work with a creative adtech vendor? 

Base: 31 respondents who work with a creative adtech vendor
Note: Respondents ranked in order of importance with 1 being the most important and 5 being the least. Only answers ranked as 1 are shown. Not all answers are shown.
Source: Forrester Wave Creative Advertising Technologies Q4, 2018 Customer Reference Survey 
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And a bonus, people got up and running quickly!

Base: 31 respondents who work with a creative adtech vendor
Source: Forrester Wave Creative Advertising Technologies Q4, 2018 Customer Reference Survey 

0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%

Less than 2 weeks

2 weeks - month

1 - 2 months

2-4 months

More than 4 months

How long did it take to get your creative adtech vendor up and running? Total %
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Service shines in satisfaction scores…

4.23

4.29

4.32

4.32

4.32

4.35

4.39

4.71

Measurement capabilities

Ad building tools (e.g. building ads from scratch; templates available;
customization available)

Previewing and  quality assurance capabilities

Versioning capabilities (pre-campaign and/or in-flight)

Ad channels supported

Ad serving capabilities

Ad formats supported

Customer service and support

How satisfied are you with your vendor's offerings for each of the following?

Base: 31 respondents who work with a creative adtech vendor
Note: Respondents ranked in order of importance with 5 being the most important and 1 being the least. Answers shown are the mean.
Source: Forrester Wave Creative Advertising Technologies Q4, 2018 Customer Reference Survey 
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…while strategy and cross-device/channel less so

3.77

3.9

3.97

4.03

4.13

4.16

4.19

4.23

Cross channel capabilities (e.g. sequencing, frequency management)

Corporate strategy

Cross device capabilities (e.g. targeting, measurement)

Product strategy and roadmap

Data ingestion capabilities

In-flight decisioning capabilities

Authoring tools offered or supported

Reporting and insights

How satisfied are you with your vendor's offerings for each of the following? 
(Cont.)

Base: 31 respondents who work with a creative adtech vendor
Note: Respondents ranked in order of importance with 5 being the most important and 1 being the least. Answers shown are the mean.
Source: Forrester Wave Creative Advertising Technologies Q4, 2018 Customer Reference Survey 



2 5©  2 0 1 9  F O R R E S T E R .  R E P R O D U C T IO N  P R O H IB IT E D .

Today, it’s a highly nascent space

› Marketers are just beginning to experiment and are heavily reliant 
on vendor help. 

› Vendors have bold visions 
for the future, but the 
category feels “startup” 
in nature. 
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CAT customers aren’t committed en masse

Base: 31 respondents who work with a creative adtech vendor
Source: Forrester Wave Creative Advertising Technologies Q4, 2018 Customer Reference Survey 

55%

45%

If you could find the same capabilities with a different creative adtech vendor 
than your primary adtech vendor for a lower cost, would you switch?

Yes, we would consider switching vendors No, we would not consider switching vendors
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Areas of investment and opportunity

› Artificial intelligence capabilities: machine learning, semantic and 
visual recognition, AI enabled predictive analytics

› More channels, more cross 
channel capabilities

› Self-serve and collaboration 
capabilities

› Deeper integration with media 
decisioning
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We anticipate continued merging and consolidation

Standalone CAT Consolidated Stacks
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What are some do’s and don’ts?

Image source: rentfaxpro.com
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DON’T treat 
data-driven 
thinking as an 
after-the-fact 
in the creative 
process 

Source: Marketoonist.com
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DO make CAT 
a tool that can 
touch/help 
that all parties 
in the creative 
process 

Source: Marketoonist.com
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DON’T 
substitute tech 
reliance for 
strategic 
thinking

Source: Marketoonist.com
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DO think 
omnichannel from 
the start
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