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2025: Pivotal Al Year
From Brand to Business Growth
The CMO as Al Change Partner

Leadership Call to Action
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2025:

Adoption

Generative Al

How People Are Really
Using Gen Al in 2025

by Marc Zao-Sanders

Use cases 2¢le4 2025
Generating & Therapy/
ideas " companionship
Therapy/ Organizing my life
companionship (new use case)

Specific Finding purpose
search (new use case)

Editing

text Iearnmg

. Generatmg cnde
° @ (for pros)

. Generating

Exploring topics
of interest

Fun and

nonsense - ideas
Troubleshooting ° o Egzsaenndse
Enhanced o o Impmwngcnde
learning @ {fnr pms
Personalized A, o
General Healthier
advice living

*Did not make list of top 100 in 2025
Source: Filterad com
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2024

Experimentatio The stages of

for marketers

P

< The QgL EI=!
Marketing Engine
BCG

Essentials

CONSULTING
GROUP

Leading

The Blueprint for Al-Powered Marketing

‘ Transforming <1%

Source: Google/BCG, Path to Al Excellence, Global, N=2,135, marketing Al decision-

makers/influencers at small to large companies, Sept. 2024.
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All About

Using Al for marketing efficiency: Dos and
don'ts

Efficiency

= Forbes Q

INNOVATION
How Al Is Transforming Efficiency In Marketing

ﬂ By Gustay Westman, Former Forbes Councils Member. COMTENT

QUNCIL POST | Membership (fee-based) B Dos: How
O (1 MARKETING

@H ARTIFICIAL Q@ = to use Al for

144, o INTELLIGENCE marketing

C INSTITUTE. efficiency

X Don'ts:
How NOT to

3 Min Read

New Study Shows
Generative Al Triples Work
Efficiency

A brand-new study shows that generative Al usage in the workplace is not only on the
rise—it's saving serious time on everyday tasks.

tudly, led by jonathan Hartley at Stanford University in collaboration with researchers

from George Mason University, Columbia University, and the World Bank, surveyed more
thanm A ANN wine Lare arence tha | initad Crarar
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Economical
Creative

Al

POWERED

TRANSFORMING

The intersection of artificial intelligence and graphic design is
notjust a futuristic concept - it's a present reality transforming
creative industries worldwide.

F IRG




Efficient

Localization

=wmenry LINDEX (Q =

= menu LINDEX O Search

FOR MEMBERS

25% off dresses

Remember to log in to activate the offer

Women | Dresses
Kids | Dresses & tunics

Baby | Dresses & skirts

Vaiid ot HO5-0S1B When you tpend 20€ of mare. Vald

o both wormen's and! oy assormien. Vialid for new and

santeng More ot Lindes memtery Vald 00 full prce Hems
Cannot be combined with ather affers aad decours

(K

Gt tom, 202

= meny LINDEX (Q 5o

FOR MEDLEMMER

= vaike LINDEX (Q e

FOR MEDLEMMAR
25% pa klanningar
Kom ihdg att vara inloggad

1or att aktivera erbjudandet

Dam | Kianningar
Barn | Kidnningar & tunikor

Baby | Klinningar & kjolar

Ny oot 1o 200 wher ther, Galer
9 bdde dam ot Galer £
Dhr Mone at Lincdes-mediem Galer inae :

¥an inte domdineras med Indi etiucanden ooh mbatar

e Kjop 2, fa 25%
pa damesortimentet

Husk & logge inn for 3 aktivere tiibudet
JASENILLE

25% alennusta
mekoista

Muista kirjautuz sisaan aktivoidaksesi tarjouksen

g TN O et U255 0 N (u oder 3 virwr st Agre ha
Camercamentsn (opp e 4o s 5 evavternde Mo 3t Lndes-
Irvecbermnet Goyichg o vaowe 18 il o, Gopeicher v o ot bade-

- g USRIy 1A M ST T 40 1120 0p Catatte

518 vanhaa Ll CRADIEAN BTVTI O (IPITASS”
3 Vowse uuva
craRhntasa
2 aemutsn

Naiset | Mekot

Lapset | Mekot & tunikat

Vauvat | Mekot & hameet

WorTaTa JOI5-O5 1 ek Vit OFOStEE SIS O vRnintadn
T0€ Kackte weks nasten efta iasun vaRomas Kowkes Gusa
12 moaptnd More ot Undes ymend Cockes Sormalihintasia
toottens. E) vesda yhaatsh marmsn BoRain |4 Sernulse
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Workforce

Optimization

NEWS

Shopify CEO says no new hires without

proof Al can’t do the job

EPK

/ ‘Before asking for more
Headcount and resources, teams
must demonstrate why they
cannot get what they want done
using Al.’

uuuuuu
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New Marketing
Table stakes
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The Exception:
Ampliinng Al

e Spotify:

DJ

A mix of current go-to's, old favorites, and
some new discoveries you haven't heard yet
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IRG Purpose

Inspiring CMQOs fo Increase
Personal, Business, and Societal Impact







Thought
Leadership

2010 2014 2017 2019 2024




Al Meta Rev

2024 CMﬂ’s liIlIDE to GenAl

GLOBAL A Compendiom of Cases from Brasds Driving
CM( 23onan  Business Growth & hoovation with Gengrative Al

v oy o

5 Thinges Your Drgital Twin Can Do On Your 1 0 7
Beduall |

et = (B
4%

Reporits abo

B IWITION FLavEn
T T

Vot The
Economist
Jusartty hack

IPS0S VIEWS
Al AND THE , ey Wl" the bubble burst
A b for Al in 2025, or will
FUTURE OF cx "~ it start to deliver? ﬁaa I b

lremas e o

rnessing the value
generative Al

Yuval Noah

Harari a

Coca-Cola® Creations Imagines Year 3000
With New Futuristic Flavor and Al-
Powered Experience

The state of Al in early 2024:
spikes and starts to genei

. | _STATEOF
= MARKETING
Al REPORT "

A% U0 | DEEPAK
THE IPSOS AT
AIMONITOR2024 | UTION @F o w7 S| CHOPRA

Deloitte

How CMOs Are Shaping Their
GenAl Future
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Bizsiiits
Schumid




25+ Marketing
Expert Perspec




50+ Practitione

CMO Experienc

2 pepsico sCjohnson

Mondelez,  audible
LINDICX SUNCORP
U NOVARTIS

NEDBANK
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# 1 CMO Priori

Marketing will be impacted by...

M evelopments . N -~
developments °
Changing consumer attitudes & 1% |

behaviours
Economic uncertainty 39%
Globalization vs Localization 28%
Regulatory requirement changes 26%
Political shifts 25%
Climate change 17%

N=188 Marketing SVP, CMO or C-Suite Leaders
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Brand
Differentiation
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Memorial Day Savings have landed! Get 25% off when you use code MEMORIALDAY at checkout.

SEEDLIP

Driving ne
Brand Co

91 T¢MEETeEEL]

& Our Virtual Al Concierge "Elli" is our in-house master mixologist

-
2 and your go-to guide for all things Seedlip, cocktails, and gift
"
ideas.
Start chatting with Elli now to unlock a world of non-alcoholic E . ¢
. - ‘ 5 AR . _
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Improving

Brand Experien
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The world’s first smart diaper sizing too|
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Expanding
Brand Solutio

Meet
| Tax Assist
Your Household

Available 24/7 1o help you complete
your tax returm

Ready with answers to help maximize
your refund

Let's get acquainted.

You know out namie, but we don't know yours. Let's cha

Providing the latest info from H&R
Block's world-class tax libraries

First name Middie Initial Last name

Includes access to live agent chat

Date of birth
) eX L

or ask a question

Sen

Feeatiocs

[ ] This return is for 8 taxpayer who passed away

(] rm tegally blind or disabled

Al Tax Assist (s a digital helper that's stil learning
80 please review all responses. Your questions and
the Al responses are recorded, Info; Privacy Policy

and Online Service Agreement

OXFORD ']
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Driving
Brand Innovatic

LIMITED EDITION FLAVOR
TASTE THE FUTURE

Co-Created with Al

- ZERO CALORIE COLA
“Future Flavored

Co-Created with Al




Table Stakes:
No Advantage

Measurement and Media & Creative &
insight personalization content

Al will help your business drive competitive advantage in...







We understand the impact of Al on
business strategy
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PARIS

BEAUTY
GENIUS
&

‘ L'Oréal Group © @ Follow
Get ready to say bonjour to the fu... more

MEET YOUR
PERSONAL
BEAUTY
ASSISTANT,
POWERED BY Al.

© L'Oréal Paris

FRG
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Humanizing A
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Ground

Al-powered Stakeholder Understanding -
& Corporate Roots Celebration = i

HUMANIZED
GROWTH
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OgilvyGPT

Writes the most compelling Google and Microsoft Search

Ads
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Reimagine

HUMANIZED
GROWTH
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Al-Power
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Brand Value:
Customer Focu

Customers




Business Value
ALL Stakeholdé

Colleagues Customers Community Capital Markets

n e
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THE @'ﬂ% COMPANY Login
— p;

Cre
Re: Al Value Cre

We invite

== for Customer

>art Creg

The world’s first smart diaper sizing too|

(@ B

be featun
billboards. A select number of artists
will also be invite
Real Magic Creative Acac

0 participate in the

emy

(21004 i Q.\_ﬁ%x

Good evening

DJ mra
All kinds of music, picked by your own Al DJ
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Organize

Al-Powered Inferdependence
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HUMANIZED
GROWTH
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Marketing Impact




Business Impact




Business
Transformation

10 suces
RECLOSABLE PACK

100% Dalwy Froo @
/ 4
WSt ke

CHEDDAR
SLICES
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Business
Operations




€ COLGATE-PALMOLIVE COMPANY

Business
Objechve

1op 50U
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Top Team
Priority

937

Top 3 Box

Our teams will need more
support to understand and
adopt Al

™
Schumid
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AL Early movers
a huge Adva

Teams are equipped
with the relevant Al skills
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2022 Marketing
Al Capabllit
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Business ~ _ ADWEEK’S Al TRAILBLAZER POWER 100
AI C@ p(] olll

B

« JillCress "

Cfuef Marketing & Expflence Officer 4
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Unleash

Da Vinci Leadership

HUMANIZED
GROWTH



Da Vincli Profile

SpencerStuart

BEHAVIORS

Building
Talent Collaborating

Leading
Change & Influencing

Acting
Strategically

Courageous

Open-
minded

Authentic PURPOSE

What you
, love

MUSIREL What the

are good |kigai o
= needs

What you can
monetize

Driving
Results

| e
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Humaniz
Growth

Value Creation for
all Stakeholders
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Customer Value

Efficiencies
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Partner with IT - a8

To drive effective Al adoption, Marketings will
need to partner with...
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Driving

Humanized G

= Forbes

Duo: Generative Al
Meets Generative
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Winning C
focus on Pe

Partner with HR

To drive effective Al adoption, Marketings will
need to partner with...
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All CMQOs use

Professionally

@ Meetings

Tuo, Aug 4 =

c‘ Weekly Team Meeting

Today Notes  Act tierl B+

4, Auto-record this meeting series [ @)

Leadership Sync
Weaekly Team Meeting

Ally / Pascal

ﬁ Pre-Meeting Reminder from Fellow

SO COIT) .'II'.. i
share with v I}

Townhall

Today 11 1045am @ (CHEED

H Heading . B I M - f o2

0@ « ©

m g

[}

1]
+
'

Project Progress Update Carry forward items from last meeting

() Dashboard update

W will b hiring a nesw invtern 1o help with the small

gt riesd juaarier - amvone b

() Key achievements for

tions o know of amyarm
| Challenges encountened during

] Rewiewed and fnalized happy path dedgns for
profoct moonshol
rs and Challenges o ot tivy mest steqrs T thinking of demoing it to the
tmam
dwidth limitations
ew the o ; Updsle phesentation for Lown hall
w do limitations affect remote

.‘"*‘ * r Next Quarter

i wandwidth limitations

| use Al to increase
my professional efficiency
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Biauiess
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Awkward

Zoom Noteila

We scheduled this meeting to brainstorm
woys to “humanize” our brand.
Any ideaS? Anyone? Anyone”?

Jen's AI Amit’'s AT
NoTetokKer NotetokKer

e

Renota’'s AI Eric’'s AT Liso's Al
Notetoker Notetoker NotetokKer

| qj -~ @9 A at A @ o ~ end
PRI
BURNE
® marketoonist.com
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Winning C
for Personc

How Al Can Elevate Spiritual
Intelligence and Personal Wellbeing

DIGITAL

DEE PAK
CHOPRA §

| use Al to increase
my personal wellbeing
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| need more support
to understand and
adopt Al
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Summary: Call to Action

1. Focus on Business Growth
2. Build Al Capability

3. Personally Lead by Example
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