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Al 2031:
What Marketing

[.ooks Like After
the Hype

THE REAL STATE OF Al. THE NEXT FIVE YEARS.
WHAT MARKETERS SHOULD ACTUALLY DO.

The advertising industry has spent billions chasing generative Al, autonomous
agents and the promise of infinite personalization, but much of what currently
passes for transformation is still experimentation wrapped in extraordinary
amounts of investment. The more important question is what survives the
hype cycle, because the next five years will change marketing profoundly, just

not necessarily in the ways Silicon Valley has been selling it.

BEYOND THE HYPE

Al is both overhyped and underestimated. It's not magic, and it's not science
fiction. It's a powerful set of tools and systems that will quietly rewrite the
operating system of marketing. The real transformation won't be louder, it will

be more invisible.

THE THRU-LINE

Over the next five years, Al will move from novelty to utility, from individual
copilots to autonomous systems, and from tools that assist marketers to
systems that influence how customers discover, evaluate and buy. The biggest
shift won't be in what Al can generate, but in how it reshapes decisions,

workflows and relationships at every layer of the marketing value chain.

THE REAL FIVE-YEAR ROADMAP

The next five years will unfold in distinct phases. The organizations that
understand where we are—and where we're heading—will make better bets,
build the right capabilities and avoid expensive detours. The roadmap to the

right is our view of how Al will mature in marketing from 2026 to 2031.

WHY THIS MATTERS

Al will make a lot of things cheaper, faster and easier. That's not the hard part.
The hard part is deciding what should exist, what's worth saying, who you're
really serving and how to earn trust in an environment flooded with synthetic

content and automated recommendations.

THE BOTTOM LINE

Al will not replace marketing. But it will reward marketers who build real
advantage—through data, creativity, strategy and relationships—and expose
those who confuse automation with impact. The next five years are less about
adopting Al and more about becoming the kind of organization that knows how

to use intelligence, not just access it.
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THE REAL FIVE-YEAR Al ROADMAP FOR MARKETING

2026-2027

PROVE IT

Experimentation
meets financial

accountability. The
focus shifts from
“What can we
generate?” to
“What measurable

problem does Al

solve?”

WHAT HAPPENS

Budgets tighten.
Pilots are tested.
Projects that can't

demonstrate real

impact are cut. The

survivors become
the foundation.

MARKETER FOCUS

Prove ROI, improve
productivity,

strengthen data
foundations and

build internal Al
literacy.

O

From human
execution

2027-2028

CONNECTIT

o

Al moves beyond
individual copilots
and begins
orchestrating
workflows across
research, creative,
media, production
and measurement.

WHAT HAPPENS

Systems start
talking to each
other. Campaigns
can be planned,
launched and
optimized with far
less manual
coordination.

MARKETER FOCUS

Break down silos,
integrate systems,
standardize data
and design Al-
augmented
operating models.
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To orchestrated
workflows

2028-2029

BE
UNDERSTOOD
BYIT

O

Al assistants
become key
intermediaries in
discovery and
consideration.
Brands must be
legible, credible
and
recommendable to
machines.

WHAT HAPPENS

Consumers rely on
Al to narrow
choices. Visibility
becomes about
structured
information, trust
signals and
reputation—not just
keywords.

MARKETER FOCUS

Optimize for
machine
understanding,
strengthen brand
signals and earn
cultural relevance.

THE THROUGHLINE
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To machine-
mediated decisions

2029-2030

LETIT
OPERATE

Al systems execute
and optimize
campaigns at scale
within human-
defined guardrails
and objectives.

WHAT HAPPENS

Machines make
thousands of
decisions in real
time. Humans set
the strategy,
constraints and
success metrics.

MARKETER FOCUS

Define the right
objectives, improve
measurement rigor
and govern Al
operations.
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To autonomous
operations

2030-2031

STOP CALLING
ITAI

Al becomes
embedded
infrastructure. The
competitive
advantage shifts
back to brand, data,
relationships and
judgment.

WHAT HAPPENS

Al is everywhere
and invisible.
Differentiation
comes from what
machines can't
replicate.

MARKETER FOCUS

Invest in proprietary
insight, creativity,
customer
relationships and
organizational
intelligence.

<

To human
advantage

WHAT MARKETERS SHOULD ACTUALLY BE DOING NOW
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BUILD DATA
ADVANTAGE

Organize proprietary
information, clean
product data and

consolidate customer

insight. Al is only as
good as the data it
can access.
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AUDIT MACHINE
PERCEPTION

Understand how Al
systems see your
brand today—across
search, assistants,
reviews and
communities.
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STRENGTHEN
MEASUREMENT

Automated systems
will optimize
whatever you

measure. Make sure

you're measuring
what actually
matters.

everything more efficient except the fundamental challenge of giving people a reason to care.
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INVEST IN
HUMAN
ADVANTAGE

Creativity, taste,
strategy, empathy
and conviction
become more
valuable as
execution gets
commoditized.

INTERPRET. CONNECT. ADVANCE.
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DESIGN FOR
FLEXIBILITY

Build systems,

processes and teams

that can adapt as Al
capabilities evolve
faster than plans.

Al will transform advertising, but its most profound effect may be reminding the industry that technology can make almost



