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Al Adoption Among Marketers Is Tempered by
Implementation Challenges

% of marketers worldwide who agreed with each
statement, Oct 2024

Al has already impacted my role

92%

| feel overwhelmed by the prospect of implementing Al into my workflows
54%

| have a clear understanding of how to measure the impact of Al on my
marketing strategy

47%

https://www.emarketer.com/content/majoritpf-marketersunsurehow-work-with-ai

| have a clear understanding of how to use Al in my marketing strategy
47%

Source: HubSpot, "The State of Marketing 2025," Jan 15, 2025
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Introduction + Key Findings

Al has disrupted marketing to be more
human

As Al gets smarter, it allows marketers to be more human

61% of marketers believe that marketing is experiencing its biggest disruption in 20 years due to

Al, which fundamentally changed how businesses engage with customers.

67% of marketing teams say Al saves them 10 or more hours per week, and another 68% say it's

meaningfully increased their productivity, freeing up precious time for strategic thinking on how

o connect with customers.

Whether it's increasing brand awareness or deepening customer relationships, the tactics that
move the needle are still "soft" skills that Al can't do alone, like creative problem solving or
building trust via emotional intelligence. And marketers agree: 63% say they need more unique,

human-centered content to stand out.

Understanding how your buyers feel, how to connect with them, and how to build trust with
them will always be a human's job. Savvy marketers use Al to clarify and elevate their thinking,

not replace it.
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The State of Marketing 2026

Introduction + Key Findings

Table of contents

61% of marketers believe that marketing is experiencing its biggest disruption in 20 years due to

Al, which fundamentally changed how businesses engage with customers.

67% of marketing teams say Al saves them 10 or more hours per week, and another 68% say it's
meaningfully increased their productivity, freeing up precious time for strategic thinking on how

to connect with customers.

Whether it's increasing brand awareness or deepening customer relationships, the tactics that

Growing a business is hard. move the needle are still "soft" skills that Al can't do alone, like creative problem solving or
HubSpot makes it easier.

building trust via emotional intelligence. And marketers agree: 63% say they need more unique,

_ human-centered content to stand out.

Understanding how your buyers feel, how to connect with them, and how to build trust with

them will always be a human's job. Savvy marketers use Al to clarify and elevate their thinking,

not replace it.
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Etude marketing : 3 mentalités face & I'lA, une
seule mene réellement au succes

septembre 2025

Pablo Pérez, Maxwell Minckler

Partager X @ M o

Pablo Pérez et Maxwell Minckler sont des chercheurs de premier plan chez Google, et cumulent 30 ans d’expérience
4 eux deux. Leur derniere étude s’intéresse a la fagon dont les responsables marketing adoptent I'lA en Europe, au
Moyen-Orient et en Afrique.

Vous sentez-vous dépassé, comme si vos concurrents avaient déja maitrisé Iutilisation de I'lA ? Laissez-nous vous
rassurer : cette anxiété est une illusion partagée par une immense majorité de professionnel-les. Car si le potentiel de
I'IA est sur toutes les lévres, sa mise en ceuvre concreéte reste un défi pour la plupart. La réalité, c’est que la
révolution n'a pas encore eu lieu dans les coulisses des entreprises, et moins d’un-e professionnel-le du marketing

sur cing est véritablement a un stade avancé de son intégration.

Alors, pourquoi cette perception de retard ? Et surtout, comment la transformer en un avantage décisif ? Pour le
comprendre, nous avons interrogé des responsables marketing a travers |’'Europe et analysé leurs communications
internes : emails, supports de présentation, ordres du jour... L'objectif ? Sortir des discours de fagade pour entrer en
profondeur dans la réalité de I'adoption de I'lA.

| . |

https://business.google.com/fr/think/axcellence/etudeéntegrationia-marketingfreins-culture/
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INTRODUCING THE Al CONFIDENCE CURVE

Instead of a straight line journey or a cycle, we see the Al journey as a curve, and our position comes down

to the level of confidence we feel.

I

LEARNING AND
EXPLORING

0 Industry position

It's early days. We're
beginning to realize
the potential of Al,

gain knowledge and

experience, and determine

priorities and requirements.

2

USING AND
TESTING

We're tackling real
projects, understanding
what works, picking

the best solutions and
processes, and changing
our staffing models to
accommodate for the

work to come.

J

WINNING AND
LOSING

While there's still some
jockeying, we're starting
to see winners and losers,
gaining confidence in Al
and our position within it,
and gearing up for

what's next.

[

GROWING AND
MATURING

Things are slotting into
place. The pace of
evolution has slowed,

and we're able to focus

on productivity and quality.

CURRENT USES OF Al FOR DIGITAL MARKETING
PERCENTAGE OF RESPONDENTS

sociaL meoia manacement [y 0%
markering avromation [ 39
customer encacevent [ 38%

visuaoesion [ 37%

ao cameatcn manacevent [ 350

seo & conTent orTimizaTion [ 33%
content crearion [ ]2
ap creaTive pesien/opTiMizaTioN [ 32%

Al USE AND FUTURE PLANNING BY COUNTRY
PLAN TO USE MORE IN CURRENT ROLE - NEXT 12 MONTHS

100%
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90% ’ ‘
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. CHINA |
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30%
20%
10%
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CURRENTLY USE Al TOOLS ON MOST OR ALL PROJECTS

https://www.wearemiq.com/resources/insights/confider@aport
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From Campaigns to Business
Value: How Al Will Transform
Marketing

By )

https://www.bcg.com/publications/2025/transformisrgarketingwith-ai
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The Rise of
the Super-

Empowered
Consumer

Marketers’ guide to reaching
consumers at the speed of Al

February 2026 | Vol. 1
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To get help
A5%
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To personalize or
design products

29%

P\j
@
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To track orders

267%

des clients d¢ja préetsw

O

To research products

4719

i )

To provide
feedback

28%
&

To try on virtually

25%

IBM Institute for Business Value

£

To look for reviews

33%

[1[-]
d/m

To evaluate
trade-offs

267%

E:

To attend a virtual
event or game

21%

To look for
deals/promotions

31%

\@

o O

To be more
sustainable

26%
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European gen Al usage across the shopping journey,' % of respondents (n = 749)

Awareness
46 55
00000

o0 0000000000
0000000000 0000000000
000000000 0000000000
0000000000 0000000000
0000000000 0000000000
Discovery/ Learning about a
inspiration category/product

Discovering new

brands, getting gift

ideas, exploring
product styles or
trends

Understanding
product features,
differences be-
tween models, or
how a product
category works

Consideration and purchase

63
000
0000000000

Comparing
options

Comparing specifi-

cations across

brands and models;
weighing trade-offs
on price, quality, or

reviews

33

Building or opti-
mizing basket

|dentifying cheaper
substitutes, finding
compatible alterna-
tives, optimizing for

delivery speed or
availability

'Question: For which parts of the shopping journey have you used Al tools in the past 3 months?
Source: McKinsey Consumer Al Discovery Survey, Dec 2025

McKinsey & Company

v

Postpurchase

39 21
000000000
0000000000 O
0000000000 0000000000
0000000000 0000000000
Postpurchase Repurchase/
support replenishment

Troubleshooting

issues, initiating

returns, tracking
orders, or resolv-
ing claims

Reordering previ-
ously purchased
items or restock-
ing household
staples
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Figure 3

Anillustration of how Al assistants and agents join the shopping journey.

Discovery
Which product

or service can
help me achieve

my goals?

Which brand
has better
long-term
user ratings?

O Lifestyle
assistant/agent
Learns about new
products that can
help consumers

a achieve health and
wellness goals

v

Consideration

Which brand
best suits
my needs
and budget?

Which option

overall value

O Deal hunter
: assistant/agent
Looks for deals and
best value, including
multiple reward
programs

(O Product review
assistant/agent
Researches product
reviews and checks
claim credibility

offers the best

and aligns with
my preferences?

Purchase

What are
the payment
options?

What is my
order status
and the
return policy?

O Personal
: shopping

assistant/agent
Researches and
makes selections
based on consumer
preferences and uses
input to complete
the purchase

QO Purchasing
assistant/agent
Completes
transaction with
authorized payment
and arranges delivery

Feedback

How would I
rate this
product

experience?

: (O Brand advocacy

: assistant/agent
Obtains consumer
feedback on product
experience and ways
to improve; shares
input with brands
and other agents
in the ecosystem

O Customer service
assistant/agent
Tracks orders,
manages delivery,
engages customer
support as needed,
handles returns
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lligo- BarometreGenlA 2025

50% des prompteurs, au profil fransversal et plus
en affinité avec les 25-34 ans

Jugée comme fascinante, I'lA est indispensable
av quotidien pro & perso

Besoin : gagner du temps & de I'énergie

Forte influence de I'lA dans la facon de LES METHODIQU Es

consommer grace a une relation percue comme Donnent directement beaucoup

pratique & de confiance d'informations dés le débutf &
vont relancer ou reformuler pour affiner la réponse de I'lA

. Savent ce qu’ils veulent (ex : vont citer les
marques dans la recherche)

Attendent des suggestions de marques et la g b

458

recommandation d'un produit final

; .

A I'avenir, ils savent qu’ils vont encore plus p
I'utiliser comme coach de vie (au global & pour ‘ >
leur vie privée) all 7N p—

Profil le plus mature dans ses usages « L'inferét c'est d'avoir une réponse
Ont fait au moins | synthétique de plusieurs sites, je vais

achat suite | : beaucoup plus vite si je pose bien ma

Ont suivi au moins |

recommandatfion )
82% S IR e e 497 Mrecommandation e question »

des 6 demiers mois de I'lA au cours Y

des 6 demiers mois Pierre, 35 ans, Agent immobilier, Chat GPT Pro & Perso
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lligo- BarometreGenlA 2025

30% des prompteurs, au profil fransversal et
plus en affinité avec les 50-69 ans

Utilisent I'lA comme Google

Font confiance a I'lA, sans regarder les
sources

Aftendent des retours simples et pratiques

Profil le plus mixte,

. Au global, profil qui suit le moins les I_Es OPPORTU NISTES

recommandations générales tout en achetant les
produits suggérés par I'lA

Posent une question large & lisent la réponse sans relancer

Au détail, profil qui suit le plus systématiquement
les suggestions de I'lA (recommandation et achat)

« J'ai commencé par Google. Et

Ot fit o o | comme je n‘avais vriaiment pas le

achat suite |
de I'lA au cours 38% B recommandation

des 6 demiers mois del'lAaucours
des 6 demiers mois

Ont suivi au moins 1

SRS e temps de m'éterniser sur le sujet, je me

suis adressee a chat GPT.»
Sophie, 49 ans, Vétérinaire, Chat GPT

15
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lligo- BarometreGenlA 2025

20% des prompteurs, au profil fransversal et plus
en affinité avec les moins de 25 ans

Apprécient I'l|A pour son aide au choix et sa
présence pour dialoguer sur tous les sujets de
fagcon ouverte

L'lA est percue comme une ouverture au monde, LES CU RlEUX

tant p.our apprendre de nouvelles choses, Donnent peuv d'informations au début et vont affiner au fur et a
travailler ou consommer mesure en fonction des réponses des outils IA, ils apprécient I'aspect
conversationnel de I'lA

« Aftendent des retours comparatifs & étayés

* Profil le plus dans une phase d'observation, en
passant le moins a I'acte d'achat. ? “ b

.ﬁ_‘h‘ A

’ 4 » . . »
) « J'aime la discussion, ses questions et

Ont fait aumoins 1 |

https://www.iligo.fr/1lereedition-du-barometregenia/

Ont suivi au moins | o . S : o .
recommandatior achat suite 1 -t ﬂi propositions, il me fait aller plus loin »
65% de I'l[A qu cours 32% recommandaghon L ’ Fry 22 ans. Etudionte. Chat GPT & Gemir
des é derniers mois de I'lA au cours "
des 6 derniers mois i
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Exhibit 2 - GenAl Is Transforming Customer Journeys

Improved click-through rate Higher conversion and average order value Illustrative
| receive personalized advertising, | use an interactive assistant to browse
with Al-generated content and images the catalog and get recommendations

Greater brand awareness Brand building and lower returns

demonstrate products in my physical space answer questions about delivery

| use GenAl and augmented reality to [ | use GenAl to search FAQs and

1 1 1
1 1 1
1 1 1
1 1 1

Discovery Research Comparison Purchase decision Payment Delivery !

. Setup Use Issue resolution Reconsideration

Lower returns and cost to serve Increased loyalty

During our call, the agent gets next-best-action
prompts to cross-sell and up-sell

When | receive my product, | use
auto-generated user guides and tutorials

&
Reduced cost to serve

I talk to a call center agent who
uses Al dynamic scripts to
troubleshoot my query

BCG

Source: BCG analysis. 18
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Rapport Wired Consulting et Google : le futur
role de I'lA dans le parcours d'achat

septembre 2024

Sarah Ashley, Catherine Crump

Partager X 6 B <

Catherine Crump, directrice générale de Wired Consulting (structure conseil du média Wired), et Sarah Ashley,
research et insights manager chez Google ont collaboré a la rédaction d’un rapport sur I'lA au service de la prise de
décision des consommateurs et consommatrices.

L'IA suscite des débats aussi passionnés que complexes, ou chaque nouvelle avancée génére son lot de données et
d’analyses. Pourtant, en tant que chercheuses spécialisées dans les comportements de consommation -
notamment la décision d’achat - nous avons constaté que la plupart des contenus et conseils destinés aux
professionnel-les du marketing négligeaient souvent un aspect crucial : les consommateurs et les consommatrices
eux-mémes.

Pour adresser cet aspect manquant, Google et Wired Consulting se sont associés pour comprendre comment I'IA
peut adresser les défis clés du parcours d’achat et ce que cela implique pour les futures stratégies marketing'. 10

expert-es de renommée mondiale dans les domaines du parcours d'achat, de la technologie et du marketing ont

ficial intelligence

confidence, and less regret t

mr@en Google

https://business.google.com/fr/think/axcellenceligransformationdu-processusie-decisiond-achat/
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Think with Google  Consumer Insights  Search & Video Al Excellence Frontier CMO  Measurement

5 Al-powered Search behaviors that have
flattened marketing

January 2026

The Think with Google Editorial Team

share X @ M@ <

A version of this article was originally published on Business Insider.

The classic marketing funnel, that neat, sequential journey from awareness to consideration to purchase has
irreparably changed. It's been replaced by faster, more fluid experiences, driven by consumers who find inspiration
everywhere and want complete confidence in the information they receive. Al has fundamentally changed the game.
It allows consumers to satisfy needs that were previously too complicated or required too much work to solve.

At Google, we are seeing this shift firsthand. Queries in our Al Mode experiences are becoming longer and more
complex. We believe this shift will help shorten the time between discovery and decision.

For marketing leaders, this isnt just another search update; it's a search behavioral shift. People are using Al to

speed up their lives, and advertisers need to keep up. To help, we’ve laid out five new consumer moments driven by
Al-powered Search and what they mean for your business.

1. ‘l want one of those!” moments

The shift: Al has turned both the physical and digital worlds into a showroom.

https://business.google.com/us/thinkfakcellence/apoweredsearchbehavior/

Consumers can now act on inspiration instantly, whether they see it online or walking down the street. Visual tools
like Google Lens and Circle to Search allow users to snap a photo of something in the real world and immediately
ask, “Where can | get one of these?” 20
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la réalitécomplexeet non-linéaire des parcours

Exhibit 1 - The Linear Funnel Force-Fits Complex Customer Journeys

Awareness i ———— Consideration —— ¢ Action
. .
Interactive
experiences Packaging
Search @ @ Brand sites
Radio @ Ward @ Word
or .. In-store
Social media of mouth Email .
g Of mouth promos SOC1al

+9] : Social commerce
TV ads Display Social media’ Word of

media Testimonials —
@ Livestreams | p, iaging Video @

@ @ Sponsored o In-store sl’?onp:iprl!zg‘ Coupons. .
Magazines/ @ Biltboards content displays

© ® ©
e 0 : Search Loyalty a
Endorsements Email
Samplings In-app  Search
= Retail Video

@ Product sampling Catalogs Retail media

media In-app
Email
e @ @ Promos

In-store Word of mouth  Relational

announcements

Source: BCG analysis.
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Agentic paths to purchase

User Personal agent

Agentic paths to purchase

User Personal agent

Agentic paths to purchase

User Personal agent

Y 2 R &idha& d@genRoQauickinsey

1. Agent to site

Website

— Transaction

2.

Agent to agent

Vendor agent

—»  Transaction

3. Brokered agent to site

Broker agent

—

Multivendor .
bundle —» Transaction

1

Vendor agent
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What It Means That The
Leader In “Agentic

Commerce” Just Pulled
Back

Emily Pfeiffer, Principal Analyst MAR 7 2026
Sucharita Kodali, VP, Principal Analyst

What just happened? @

OpenAl just nixed its Instant Checkout functionality that enabled shoppers to

complete their orders directly in ChatGPT.

The Information broke the story, which cites a statement from OpenAl that

includes words like “temporary” and “scale back.” The story says checkout is
moving into merchants’ apps within ChatGPT or back to merchants’ websites
(which, of course, makes the answer engine just a referral, as search engines

always have been).
Where were we before this change?

For months, shopping in answer engines has been the shiny new object in digital
selling conversations. The hype would have us all believe that every consumer
will ask questions about products in answer engines like ChatGPT or Perplexity,
will buy right there in the thread, and will never visit a retail website again. The
market broadly refers to answer engine shopping as “agentic commerce,”

though agentic processes technically require more autonomy than these

processes currently include. v
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Amazon wins order blocking access for
Perplexity's Al shopping 'agent'

By Blake Brittain

March 10, 2026 9:42 PM GMT+1 - Updated March 10, 2026

Feedback

Perplexity logo is seen in this illustration taken May 20, 2024. REUTERS/Dado Ruvic/Illustration/File Photo Purchase Licensing Rights (7

https://www.reuters.com/legal/litigation/amazewins-order-blockingaccessperplexitysai-shoppingagent2026-03-10/

https://www.courtlistener.com/docket/71874820/amazonca@rvicedlc-v-perplexityai-inc/

Companies
éh Perplexity Ai, Inc. | Follow ‘
éh Amazon.com Inc Follow ‘
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Your most important customer may be Al

As people rely more and more on artificial intelligence for recommendations on
everything from product purchases to trip planning, brands are figuring out the
new rules of the road.

By Scott J Mulligan February 19,2025

C @ 25 technologyreview.com/2025/02/19/1112076/your-most-important-customer-may-be-ai/ ¥ B O
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v 3 PutClaude toworkonyourcor X+

<& C M 2% claude.com/blog/dispatch-and-computer-use hAg L & O W

Blog |/ Put Claude to work on your computer Explore here v

*Claude Meet Claude v Platform ¥ Solutions v Pricing ¥ Resources v  Login Contact sales Try Claude ‘

\3

@ Category
Product announcements
Put Claude to work -
Claude apps
on your computer
Date
In Claude Cowork and Claude Code, Claude can use your March 23, 2026
computer to point, click, and complete tasks. Dispatch lets ©) Reading ime
you assign them from your phone. o min
(? Share
Copy link

https://claude.com/blog/dispatcland-computeruse
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badapter le marketing digital pour en tenir compte
b SEO & GEQ/incent Lehmann va approfondir ce sujet
L GEA encore émergen(tjes entreprises suisses participent msts)

bintégrer les IAg dans votre écosysteme digital
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Efficiency: Al accelerates our productivity and speed >
- with compounding efficiency impact over time

Higher content velocity More precise fulfilment Faster software development

>90%

content generated by Al YoY increase in the share of exact day more software codechanges shipped YoY?
delivery promises?

https://corporate.zalando.com/en/businespdate 2026
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Growth: Al deepens our advantage in matchmaking e
customers with the right products and content

Better recommendations More confident size & fit advice More personalised style advice
& search results through Zalando Assistant

Hi Shauna!
How can | help you
today?

Let's find you the perfect match
@ in mind.

-8% >0 million

add-to-basket and wish list' prevented size-related returns through customers interacted with
scaling of Size & Fit experiences? Zalando Assistant?

https://corporate.zalando.com/en/busines@date-2026
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Zalando is leading the way in Europe in the next generation ®

of Al-powered shopping

Zalando endorses Google's

Universal Commerce Protocol (UCP)'

e Pioneering "Agentic" Commerce
e Seamless Al-Powered Checkout
e Brand-First Integrity

e Frictionless One-Tap Buying

15

(illustrative)

Monos Carry-On Pro Suitcase

Estimated total

$295.00
nber price !

$295.00+ Tax

X

Review your order

Monos Carry-On Pro Suitcase
$265.50 $29600

Member beneht

Color: Ocean Blue - Oty: 1

Return policy: 00-day returns

Capital One VentureOne
Visa 1234

Elisa Beckett
1600 Amphitheatre Pkwy
Mountain View, CA 94043

Free Shipping

v $289.73

Pay with ( Pay

MONOS:
Order complete °

SLWTMB

Order summary

Monos Carry-OnPro  $265.50
Suitcase

Sub $29% )
Mer: $29
Sh Fr

X $24.3
Total price $289.73
Payment method Visa ++1234 with Google Pay

Delivery information

Order updates

ontact Monos if you need support with your
order. Monos can help you with questions
about shipping, delivery, returns, and more.
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Zalando has the deepest dataset in fashion & lifestyle - >
giving us the ultimate Al advantage

o)
/

Data foundation

Efficiency + Growth

+ Personalised shopping
+ Retail media
+ Value added services

+ Operational excellence
+ Faster decision-making
+ Cost and resource savings

https://corporate.zalando.com/en/busines@date-2026

Supply chain data Product data ’ Size & fit data ‘ Rich content data ‘ Behavioural data
>60m >7,000 ~3,000
active customers brands data scientists and engineers
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oui, maioour les PMK

bleslAg generalistegt uneintegration généralisée des |Adans les
solutions informatiques, en particulier dansnesrtech

b Microsoft Officgaveccopio), GooglaNorkSpacewec cemiyi

L WordPress. assistaniVICPpour les agents IA comme Claude, des constructeurs cdftemesntorAl, solutions devibe
codingcommeZipWX 0 = S 3| f B/ SghdreSpabayedflonz X

b Shopifytsidekicia assistanial chatsUcP pour le commerce agentigue
b Canvanewsai+produx ©U Adobegrireriy

b Notion avec ses

b Figmaavec ses i

b GoogleAdsperiormance max ,X800gle Analytigsiviso)
b etc.
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https://wordpress.com/blog/2026/03/20/ai-agent-manage-content/
https://elementor.com/products/ai/
https://elementor.com/products/ai/
https://zipwp.com/
https://fr.wix.com/ai-website-builder
https://fr.squarespace.com/sites-web/createur-de-site-web-IA
https://webflow.com/ai
https://www.shopify.com/ch-fr/magic
https://www.shopify.com/ch-fr/magic
https://www.shopify.com/ch-fr/solutions/ai/enterprise
https://www.shopify.com/news/ai-commerce-at-scale
https://www.canva.com/newsroom/news/?category=product
https://www.canva.com/newsroom/news/?category=product
https://www.adobe.com/ai/overview.html
https://www.notion.com/product/ai
https://www.figma.com/fr-fr/ai/
https://business.google.com/us/ad-tools/
https://blog.google/products/ads-commerce/ads-advisor-and-analytics-advisor/
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ou editer un site web avec un agent IA
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