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Chapter 1 
Title

Performance 
Level

26%
High performers 
completely satisfied 
with outcomes of 
marketing investments



28%
Underperformers 
moderately or less satisfied 
with outcomes of 
marketing investments

46%
Moderate performers 

highly satisfied with 
outcomes of  
marketing investments


Marketing Performance Levels
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86%

of marketers say 
the role of the CMO 
is getting broader

of marketers say  
their teams frequently 

run generic campaigns

51%

Chapter 2 
Introduction: Brands Are Building 
a Foundation for Agentic AI
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CMOs Who Say They’re 
Personally Responsible for the Following

Brand marketing 79%

Product marketing 77%

Content marketing 76%

Analytics marketing 70%

Channel marketing 69%

Event marketing 66%

Advertising 41%

Market research 31%

Creative/ 
graphic design 30%

Public relations/

communications

26%

of marketers say 
AI is raising 

customer expectations

86%
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Chapter 3 
AI Makes an Immediate Impact
Marketers’ Self-Reported AI Adoption

Generative AI

Predictive AI

Agentic AI

79%

38% 4%

66% 24% 8% 2%

47%

13% 59% 20% 8%

11%

Use now

Expect to use within 2 years

Expect to use within 5 years

Don’t expect to use

of marketing 
organizations use  

at least one form of AI

75%

1 Social media 

2 Organic search / SEO

3 Video

4 Website

5 Email

Top Marketing Channels 
to Be Impacted by AI

Marketers’ Satisfaction with Ability 
to Unlock AI’s Value

Not at all 
satisfied

1%

Slightly 
satisfied

5%

Moderately 
satisfied

19%

Highly

satisfied

46%

Completely

satisfied

30%
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Benefits Achieved from AI*

Marketing

costs

Customer

retention

Conversion

rates

+19% +19%

-19%

Customer

satisfaction

Marketing

ROI

*Base: Marketers with AI

+20% +20%

1.9x
High-performing 

marketing teams are

more likely to have AI agents 
than underperformers.

How Easy AI Tools Are for Marketers*

Neutral Somewhat

difficult

Very difficultSomewhat easyVery easy

*Base: Marketers with AI

25%

51%

19% 4%
0%

1 Personalize content

2 Predict campaign performance or ROI

3 Generate visuals

4 Generate copy

5 Predict customer behavior

*Base: Marketers with AI

Top AI Use Cases in Marketing*
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Marketers with Extensive Time for the Following Activites

Developing deep 
customer insights

Creative work

43%
50% 50%

42%

Professional

development

49%
42%

Strategic work

48%
42%

Experimenting

with new channels 

or tactics

47%

37%

Improving processes Cross-departmental

projects

46%
39%

43%
39%

Marketers with AI Marketers without AI

Average Marketing 
Employee Attrition by AI Use

Marketing 
organizations 

without AI

14%

Marketing 
organizations 

with AI

16%

All marketing

organizations

15%

Marketing Areas Shifted in Response to AI

Data and 
analytics

Content creation 
workflows

Website 
experience

SEO / SEM 
strategy

Customer 
engagement / 

CRM

*Base: Marketers with AI

60% 58% 57%
52%

46%
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Marketers With the Following 
Concerns About AI in Marketing

Privacy and 
data security

Accuracy and reliability

Cost and 
resource requirements

Lack of skills or training

Job security

High-stakes errors

Bland, generic outputs

Using it feels like cheating

44%

39%

36%

34%

31%

30%

29%

27%

Progress Optimizing for AI Search

We don’t plan 
to optimize for 

AI search

1%

We haven’t started 
optimizing for 
AI search yet

11%
We’re in the process 

of optimizing for  
AI search

48%

We’ve optimized 
for AI search

40%

*Base: Marketers with AI

Extent AI is Integrated with Marketing Stack*

Separate 
systems

Partially

integrated

Fully integrated

39%

53%

8%
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Chapter 4 
Connected Data is the Fuel for AI Agents

Marketers Completely Satisfied With 
Performance on the Following

Balancing 
personalization 
with customer 
comfort levels

Customer 
transparency 
and control 
over data

Unifying 
customer data

Using customer 
data to create 
relevant

All marketers

27%

27%

27%

26%

38%

37%

37%

34%

30%

29%

30%

29%

13%

13%

14%

14%

High performers Moderate performers Underperformers

of marketers say it’s 
hard to extract insights 
from unstructured data.

63%
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Access to Customer Data from the Following

Customer 
service and 
support

Sales

Commerce

79%

79%

79%

58%

56%

51%

37%

39%

44%

5%

5%

5%

Full access Partial access No access

Satisfaction With Organization’s Ability 
to Connect Touchpoints 

Marketers without 
AI agents

70%

Marketers with 
AI agents

81%

CMOs Who Say They’re Personally 
Responsible for the Following

Customer 
insight data

First-party data

Transactional data

Known digital 
identities

Third-party data

Anonymized 
digital identities

Offline identities 

Second-party data

Non-transactional 
data

80%

79%

79%

76%

70%

70%

70%

69%

68%
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Chapter 5 
Customers Demand Two-Way Conversations 
on Every Channel

Marketing Organizations That 
Frequently Respond to Customers*

Via text / SMS

54%
44%

64%

Via email

58%

42%

62%

High performers Moderate performers Underperformers

*Base: Marketers who use email or SMS / text as a channel

1 Website

2 Social media

3 Video

4 Organic search / SEO

5 Mobile app

Marketing Channels, Ranked 
by Popularity
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Marketing Channels Used

Website

86%

87%

87%

84%

Mobile app

76%

77%

79%

72%

Events and 
sponsorships

74%

74%

75%

70%

Paid search

72%

75%

74%

66%

Social media

83%

85%

85%

79%

Email

75%

77%

77%

71%

Video

79%

80%

82%

74%

Mobile 
messaging

75%

76%

77%

71%

Organic search 
/ SEO

77%

79%

79%

73%

Display ads

74%

77%

75%

72%

Audio

70%

74%

73%

61%

Direct mail /

print advertising

68%

71%

70%

63%

TV / OTT

65%

68%

68%

57%

Total

High performers

Moderate performers

Underperformers
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Cross-Channel Engagement

72%All marketers

87%High performers

77%Moderate performers

50%Underperformers

12

Organic 
search / SEO

77%

71%

79%

Mobile app 73%

77%

76%

Email 74%

75%

76%

Mobile 
messaging 73%

75%

76%

Website

86%

84%

87%

Social media

83%

79%

85%

Video

79%

74%

81%

Total Marketers without AI Marketers with AI

Marketing Channels Used
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Chapter 6 
Strong Data Foundations Drive 
Personalization at Scale

Marketing Teams With 
the Following Challenges

Lack of data on 
customer 
preferences

Content or offers 
irrelevant to 
customer needs

Inconsistent 
messaging across 
channels

Inability to reach 
customers on the 
channels they prefer

Slow or infrequent 
responses to 
customers

Cross-department 
friction

46%

46%

43%

42%

40%

40%

Extent Data Privacy Limits Marketing

Not at all

5%

A little

31%

Moderately

45%

A lot

19%
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1 Marketing / sales pipeline

2 Customer satisfaction metrics

3 Customer retention rates

4 Marketing / sales funnel*

5 Revenue

*Base: B2B and B2B2C marketers

Ranked Popularity of Marketing 
Metrics / KPIs 

1 Siloed data across channels

2 Too much data to process

3 Poor data quality

4 Regulations and / or privacy concerns

5 Difficulty scaling quality control

*Base: Marketers with AI

Most Common Blockers of AI-
Driven Personalization, Ranked* 
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