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Greetings Do-ers: 
Welcome to the COR Report: The State of Marketing & Advertising Agencies in 2022, our first 
annual report performed on an extensive and comprehensive audience from around the world. 

Much has changed for the agency industry since the pandemic and its consequences on the 
global economy. Across the world, businesses have struggled to adapt to tight budgets, 
reduced payrolls, employee resignations, and new client realities. This context pushes us 
forward to value our 2 most precious assets in an agency: Talent, as the main added value, 
and Time, as our main cost measure.

The agency way of doing things sometimes doesn’t let us take data-driven decisions with 
precise information. Instead of becoming proactive when running the business, in most of the 
cases we take a reactive approach towards the agency and its clients. 

This report is intended to give a clear overview of how the agencies are actually thriving with 
new demands and challenges, becoming indispensable to increase visibility and retain their 
talent in the next level.

Hope you find this report insightful!Santi Bibiloni - CEO
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Survey implementation: Q3 - 2022

Agency Universe
+500 Agency Executives around the globe responded 

to the survey.

A report by:

In partnership with:
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AGENCY UNIVERSE
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Do you work for a global 
or a local agency?

Local Agency

Global Agency

0% 25% 50% 75%

29.29%

70.71%

Peru 1,1%

Ecuador 1,5%

South Africa 1,5%

Guatemala 1,6%

Chile 1,8%

Nigeria 1,8%

Spain 2,1%

Canada 4,2%

Argentina 4,4%

Brazil 4,4%

Autralia 5,4% Colombia 6,2%

Mexico
7.8%

Indian
12,7%

United States
27%

Which country are you from?

What is your role inside the agency?

*creative, engineer, trafficker, producer, etc

0% 25% 50%

26.5%

10.65%

20.83%

4.48%

5.34%

CEO

Others C-Level

Principal

VP

Directors

Other Management Roles 

Project Managers

Collaborators*

8.61%

15.83%

7.75%
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What type of agency do you work for?

40.42%

10.8%

4.53%

3.14%

6.62%

1.92%

1.39%

2.79%

16.9%

11.5%

0% 25% 50%

Full-Service Advertising Agency

Digital Marketing Agency

Creative Boutique

Digital Advertising Agency

Brand Agency

Traditional Advertising Agency

Media Buying Agencies

Web Desing Agency

Social Media Advertising Agency

Public Relations (PR) Agency
0% 25% 50%

1-15 people

16-49 people

50-200 people

200-500 people

500-1000 people

1000-5000 people

Over 5000 people

41.75%

25.08%

22.05%

6.06%

2.19%

1.18%

1.68%

What is the size of your agency?

AGENCY UNIVERSE
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Industry
Overview
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INDUSTRY OVERVIEW
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What are your main challenges in an agency?

Every agency
considers having
a big challenge
regarding talent
and finance as
their main
struggle.

Profitability 47.41%

Visibility 29.94%

Automation  26.87%

Resource Allocation 26.10%

Salaries 26.10%

Turnover 18.04%

Forecasting 24.76%

Creative output 19.77%

Technology  14.20%

Data silo 6.72%

Deviations (time and budget) 27.64%

Visibility in Collaboration 9.79%

34.36%Client Relationship
(change requests, client back and forth)

Team friction 9.79%

Overwork 28.6%

Project Performance (deadlines,
creative output, expectations) 28.6%

Task/Deliverable Management
(understand role, scope, tasks, and priorities

as well as team membeŕ s capacity)
28.6%

0% 25% 50%
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INDUSTRY OVERVIEW
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If you could have a Magic Wand for 
one thing what would you use it for?

37% of them 
consider profit as 
their main focus.

In addition, 24.9% 
would prefer to 
have complete 
visibility from 
end-to-end of all 
the operations in 
the agency.

The remaining 23% 
wish to improve 
their resource 
management.

Increase visibility 24.9%

Reduce friction with clients 6.51%

Not lose money  10.73%

Resource forecasting 7.66%

Automatic time tracking 6.70%

Reduce overtime 9%

Know my value 8.05%

Ability to track my work 2.30%

Measure employee attrition 4.98%

19.16% 
Reduce risks of project 

underscope/underbudget

0% 25% 50%
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Project & Resource 
Management

Which challenges agencies are facing 
regarding project and resource efficiency?



11

PROJECT & RESOURCE MANAGEMENT
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What are your biggest pain points regarding
resource allocation and forecast?

Almost 50% 
mention lack of 
visibility as their 
main issue 
regarding talent.

As it is what causes 
overwork, that later 
transforms into 
turnover and 
attrition.

Team growth 42.68%

Turnover 21.55%

Attrition rates 13.81%

47.07%Lack of visibility 
regarding capacity

37.87%Overworked creatives 
(burnout)

0% 25% 50%
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PROJECT & RESOURCE MANAGEMENT
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How do you know your team’s capacity in real-time?

More than 50% of  
the agencies don't 
know with precision 
their team's 
capacity.
 
Therefore 1 out of 2 
agencies don't know 
their productive 
potential.

45.21%Project Management tools

27.71%Historical Data/ 
Past Experience

27.08%
We don´t (we need to ask 
our team on what project 
they are on, what is their 

availability)

0% 25% 50%
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Profitability &
Time Tracking

How time management
affects agencies' profitability?
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PROFITABILITY & TIME TRACKING

COR REPORT Q3 - 2022

How would you describe the majority of your projects?

42% of the agencies 
describe their 
projects as 
non-profitable.

0% 25% 50% 75%

Profitable 

Break Even

Unprofitable

57.73%

37.5%

4.77%
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PROFITABILITY & TIME TRACKING

COR REPORT Q3 - 2022

59% determine the 
projects fees from 
past experience.

None of the 
agencies calculate 
fees with precise 
and current 
information from 
their operations.

0% 25% 50% 75%

Past projects/ 
Past experience 

Benchmarking

By guessing/ 
estimation

59.32%

23.18%

17.50%

How do you calculate a project’s fee accurately?
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PROFITABILITY & TIME TRACKING
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How often does your agency experience budget changes?

93% admit that 
their initial budget 
suffers deviations 
at some stage of 
their projects.

Only 7% never 
suffer any budget 
changes.

49.09%Sometimes

10.68%Very often

33.64%Often

6.59%Never

0% 25% 50% 75%
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What are the main reasons you think cause budget changes?

74% of the reasons 
for budget changes 
are under the 
agency’s control 
and are related to 
lack of a 
data-driven 
approach in agency 
management.

50% are related to 
changes and 
deviations from the 
project.

PROFITABILITY & TIME TRACKING

26.81%Change request

23.08%Deviations on a project

6.99%
Lack of streamline of 

processes with clients

4.2%Lack of transparency

2.8%Lack of collaboration

10.72%Resource forecasting

12.12%Underbudgeting/ 
understaffing a project

9.09%Projects deliverables/ 
performance

4.2%Lack of internal 
streamline of processes

0% 25% 50%
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PROFITABILITY & TIME TRACKING
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How do you calculate project profitability?

More than 
50% calculate 
their profit 
from previous 
projects.

0% 25% 50% 75%

Based on past 
experience

Based on client 
performance and 

resource 
performance

We can’t

50.79%

39.68%

9.52%
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PROFITABILITY & TIME TRACKING
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How do you manage time-tracking at your agency?

32% of the 
agencies track 
their time 
manually,
while 33% don’t 
track it all. 

7.85%We plan to add 
time-tracking in the future

32.18%Manual timesheet entry

35.06%Automation tools

24.9%We don´t track time

0% 25% 50%
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Client
Relationship

How agencies are willing to change 
their relationship with the client?
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CLIENT RELATIONSHIP
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How would you describe your client relationships?

81% deem their 
relationship good or 
excellent with 
clients with 
long-term 
contracts.

Only 19% believe 
this needs to be 
improve. Excellent: We have great and fluent communication with all our clients, thanks to our transparent

relationships and constant compliance with deadlines. Expectations are clearly set, and we have
long-term contracts.

Good: Transparent relationships. There is full visibility of projects, fees, and deadlines, most of the time.
There are usually long-term relationships because there is trust and absence of friction.

Needs improvement: Sometimes there is friction due to requests for changes, resource
allocation, expectations, deadlines, budget.

18.78%Needs 
improvement

30.57%Excellent

50.66%Good

0% 25% 50% 75%
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How would you describe your best client?

61% agree on 
having profitable 
projects as the 
main reason.

Only 33% put their 
team as the main 
focus by choosing 
a client that 
preserves their 
agency talents.

CLIENT RELATIONSHIP

Gives you 
profitable projects 61.71%

Renew their contract 46.17%

Help us reduce or 
save us deviations 29.98%

Requests for changes 
kept to a minimum 24.73%

Agrees on deadlines 36.11%

Doesn’t burnout my team 33.7%

We have constant 
communication 60.83%

0% 25% 50% 75%
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CLIENT RELATIONSHIP
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Would you agree on granting your clients access to
the project's progress, resources, tasks?

In a split opinion, 
almost half of the 
agencies would 
agree on granting 
access to their 
clients by giving 
transparency of the 
internal processes 
that they choose to 
share.

Maybe       
(with limited 

visibility)
45.3%

8.53%Yes

46.17%No

0% 25% 50% 75%
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Agency
Technology

How agencies are using technology for 
their operational management?
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AGENCY TECHNOLOGY
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What does your Tech Stack look like?

Most of the 
agencies choose to 
use 
project-manageme
nt, time-tracking 
and accounting 
tools.

Only 23% use 
capacity-planning 
tools. 

Project- 
Management 

tools

71.19%

CRMs
tools

37.05%

Time- 
Tracking 

tools

43.10%

Invoicing 
tools

54.24%

Financials/ 
Accounting 

tools

55.69%

Estimates/
Proposals 

tools

28.81%

Capacity- 
Planning 

tools

23%

No

Yes
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Almost 60% use
3 or more tools
to manage their
agency’s 
operations.

How many tech tools are you using to manage your operation?

1 or 2

 

3 or 4

5 to 10

More than 10

0% 25% 50%

40.87%

37.74%

17.31%

4.09%
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Almost half believe 
data silo is an 
issue.

This is mainly due 
to the usage of 
multiple platforms 
to have a complete 
overview of 
information, 
spending more time 
and assuming a 
bigger role in data 
precision.

Do you think data silo is an issue at your agency?

Why?

47.24%Yes

52.76%No

0% 25% 50% 75%

33.52%Implies more costs due 
to many licenses

60.71%
It takes time to 

analyze information on 
different platforms

37.64%
There are margins for 

error when data is 
not centralized

0% 25% 50% 75%
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More than 50% of agencies don't know with precision 
their team's capacity.

None of the agencies calculate fees with precise and 
current information from their operations.

32% of the agencies track their time manually, while  
33% don’t track it all.

Only 33% put their team at the center by choosing a 
client that preserves their agency talents.

Almost 60% use 3 or more tools to manage their 
agency’s operation.

Major findings
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Conclusion 
Today, most agencies admit their main challenges revolve around talent and finance. Blind 
spots in their operation are the main enemies that result in losing money and teams that 
suffer burnout in an agency that doesn't accurately know its productive capacity. 

Understanding that their team's time is the most important resource and acting 
accordingly is the first step to ensure that the agency's operation will guarantee the 
financial result of the agency
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www.projectcor.com

The all-in-one Management Solution
for Creative Agencies

www.projectcor.com

https://www.facebook.com/JoinCOR https://www.instagram.com/join.cor/ https://www.youtube.com/channel/UCnvwisOooYLW2fAe8oO7x9A/featured https://www.linkedin.com/company/join-cor/mycompany/?viewAsMember=true@join.cor /COR /join-cor/JoinCOR
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