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The New Era of Marketing

BCG-Google
Partnerships



1 1 What do marketers really need now in a
B | g q u eSt | O nS ‘ landscape disrupted by Al?
we needed
tO a ﬂSWG I" ‘ Which types of partners are increasingly

relevant to marketers and why?

Where are marketers shifting their marketing

Nearly Across . . . :
investments to lean into Al and innovation?

1,000 10

respondents countries'

How can agencies and partners grow as the
dynamics continue to shift?

1. 990 respondents; full list of countries as follows — AMER: US, Canada, Brazil; EMEA: UK, Germany, France; APAC: Japan, India, Indonesia, Australia



Most marketers are looking for partners to operate
holistically, but less than half feel they have it

81% 45%

D vs G

of marketers want partners to provide of marketers feel they are currently
integrated capabilities across creative, integrated across creative, media,
media, earned, and commerce commerce, earned channels

Marketer asks

Integration | Orchestration | Connectivity

Source: Google/BCG, The New Era of Marketing Partnerships: Marketer Survey, January 2026, Global, N=387 Marketers

Q11.How important is it that your primary media agency is able to bring integrated capabilities across creative, media, earned, and commerce?

Score on a scale of 1-7 (where 1=not important at all and 7=very important), incl. scores from 5-7; Q12.Which best describes your current level of integration
across creative, media, commerce, and earned channels, and your desire for more integration with marketing service partners?



There are major disconnects between what marketers

and agencies say and do

What they SAY What they DO What they SAY

81% of marketers “want Procurement teams “We offer end-to-end
integrated capabilities still issue separate orchestration across
across paid, owned, RFPs and create your full marketing
earned and commerce” fragmentation ecosystem”

Source: Google/BCG, The New Era of Marketing Partnerships: Marketer Survey, January 2026, Global, N=387 Marketers
Q11.How important is it that your primary media agency is able to bring integrated capabilities across creative, media, earned, and commerce?
Score on a scale of 1-7 (where 1=not important at all and 7=very important), incl. scores from 5-7

What they DO

Ground teams are
channel specialists
who've never been
in the same room



Ranking of channel allocation decision factors now and in the future

The basics are Tablestakes to be in the game

basic—innovation Audience reach and scale ) 0%
drives movement Historical measurement/MMM data  eummmm—— <65 -

in med ia bu d getS Creative strategy and asset availability — ques - 6; 2

What moves the needle

. —_ 24%
Innovation/new platform capabilities GO 7% 1 +23%

Less consequential factors

Pricing/incentives 0%
9 G 27%
. .. 25%
Competitive activity/category norms PN 3‘(’)0/
(o]
. . C . 24%
Leadership mandates/internal priorities o 2,
Source: Google/BCG, The New Era of Marketing . 18%
Partnerships: Marketer Survey, January 2026, Global, Agency recommendations @ 1%
N=387 Marketers;
Q152 Which of the following fact t heavil
ICN O € 1ollowing Tactors most neavily Today

influence / do you expect will most heavily influence your
channel allocation today/in the next 2 years? @D n2years



Beyond core agency services, marketers are
shifting spend to Al

Marketers' non-working spend by category Anticipated increases in investments
Today In 2 years
m o o o
Gl Al solutions’ > + 86 7 + 84 7
12%
8 . ) Al-driven creative Al-driven discovery
13%  Insights & analytics Sl Rer s
27% production
() 3
26% Data, Martech & workflow tools % %
+/1 +55
Digital commerce and Influencer and
agentic buying creator marketing

Core creative and media services*

Source: 2026 BCG-Google Marketer Survey (n=387); Q13. Approximately how is your non-working marketing spend allocated today vs. in the next 2 years? 1. Al solutions include systems to autonomously plan &

execute marketing workflows (e.g., agentic solutions); 2. Insights & analytics includes services for campaign measurement, reporting, & experimentation (e.g., measurement partners); 3. Data, Martech & workflow tools
include data services (data collection, enrichment, modeling, governance, and/or infrastructure), Martech, tools & platforms (platforms to enable, automate or enhance marketing workflows - e.g., creative tools,

influencer marketing platforms); 4. Core services include media planning & buying, creative services, and specialty services (niche, high-expertise marketing services - e.g., influencer marketing) 6



Paid media is not the only source of budget that is funding
increasing areas of marketer investment

Legacy sources New funding sources

G".OV\.’if‘g Paid Media Owned/Earned RGM/Commerce
priorities for

marketers

73% 46% 17% 47 %
Al discovery G G - G
Agentic 59% N/A 54% 49%
commerce D G G
Creator /8% 60% 12% 19%
marketing D CGEED - -

Source: Google/BCG, The New Era of Marketing Partnerships: Marketer Survey, January 2026, Global, N=387 Marketers; Q28. As your organization pursues new marketing
approaches in <budget>, where does the budget typically come from? Select up to top 3; percentages represent share of marketers who indicate budgets come from at least one 7
budget source within each category. RGM = revenue growth management.



Al & agentic platforms G 58%
N eW typeS Of Al-driven Independent agencies G 53 %

G 51%

pa r t n e rS a re ta ki n g Zr::;idvjci;\: MarTech/creative tool prov. — 175

Performance agencies

S h a re ’ d isru pti n g HoldCo owned agencies Gl 36%
the landsca pe Al§agentic platforms O 63%

Search specialists G 49%

as marketers’ oovay | Comutingims a2%

HoldCo media agencies C—— 37 %

needS Cha nge HoldCo creative agencies CHD 25%

Al & agentic platforms G 50%

Digital Comm. tech/retail media plat.  CEIIID 42%
commerce Commerce specialists Gl 37%
& agentic Performance agencies S 34%

@ Al & agentic platforms buying Consulting firms 34%

@® Independent agencies/specialists HoldCo media agencies ~ CHEEEEEEES 30%

@® MarTech Indep influencer agencies G 57%

Consultancies Influencer Creator mktg. tools & plat.  CEEEEEEEEEEEED 44%

@B HoldCos & creator Indep. creative agencies ~ CHEEEEEEE—— 3%

marketing Indep. media agencies Gl 32%

HoldCo media agencies G 26%

Source: Google/BCG, The New Era of Marketing Partnerships: Marketer Survey, January 2026, Global, N=387 Marketers
Q31.Which partner types would you consider supporting you with [area]? Select all that apply 8



Marketers are willing to increase spend
and clear on what they want

Top priorities for Al maturity from marketers
% Marketers ranking as top 3 priority

Al expertise L R
Tool integration/interoperability G 77%
Al integration across processes G 75% 97%
Customization G 72% .

of marketers indicate
Ability to scale G 71% they would increase
Day-to-day delivery use D 67% spend with a partner

who delivers across

I 639 i
Repeatable Al workflows 63% new opportunity spaces

1
Differentiation and innovation I 63%
Accountability for Al decisions @G 56%

Al training and upskilling T 53%

Source: Google/BCG, New Era of Marketing Partnerships: Marketer Survey, January 2026, Global, N=387 Marketers; Q19/13 What
are the top 3 most important People | Process | Tech considerations when assessing a marketing service partner on Al maturity?
1.0pportunity spaces defined as: Al discovery, agentic commerce, Al creative, and creator marketing.



Marketers now want to capture and share value in new ways
with partners, so new commercials are being explored

The reality is outcome-based
Marketers are looking for new compensation models models can be challenging

O,
Outcome-based or % respondents

performance-linked fees Gl 66% Measurement and transparency
Hybrid models Gl 56%
Project-based fees G 43% Margin pressure
Usage-based pricing @ 27%
Client risk tolerance
Revenue or profit share @D 26%
Higher fixed fee / retainer @D 26%

SaaS$ or technology licensing fees @D 21%

Source: Google/BCG, The New Era of Marketing Partnerships: Marketer Survey, January 2026, Global, N=387 Marketers
1. Percentages in highlighted box are significantly different from responses outside of highlights; Q34.How would you prefer to compensate a marketing services partner for
delivering the top expansion opportunities you rated? Rank top 3; 2025-2026 Agency interviews & customer calls

10



The marketer mandate is clear: holistic thinking

agencies
¢’
S

marketer
outcomes

S

l’ce

-
-~ -
.-<—-‘

Building stronger internal partnerships to
connect across silos

Deepening external partnerships to integrate
with agencies, media, and tech partners

Designing new human-to-agentic partnerships to
accelerate the impact of Al

"



Where agencies and partners can win

01 Build connectivity between specialized capabilities (within your company
’ and beyond) in service of the marketers’ holistic business outcomes

02 Innovate to take internal walls and friction out of your operating model
‘ and serve clients more seamlessly

Explore flexible delivery models and commercial structures with deeper
alignment to performance and outcome, where appropriate

04 Focus on the expansionary thesis, looking beyond paid media for new
: value pools

12
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Thank youl!



