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Everything, Everywhere, All at Once!

Al Adoption & benefits

Harnessing Al For Market
Research: Opportunities And
Challenges

Chase Hughes A
Forbes Business Council COUNCIL POST | Marmt

Business | The Al pie
Just how rich are businesses
getting in the AI gold rush?

Reckitt CMO: Al is
already making
marketers better and
faster

* LARBICH BLARLE

The Future Of Work: How Will
Al Change Business?

Bt m

Al Leadership

Al And Maching Learning

The Best Leaders Can’t Be
Replaced by Al

by Rasmus Hougaard, Jacqueline Carter, and Rob Stembridge

Forbes

Al'Leadership: Why Alls Every
[eader’s Responsibility

Sharzod Odiley Contribut m

The Future of Work &
Leadership in The Age of Al

What Work and Leadership Might Look Like in the
Near Future, And How to Prepare for It

Haryard
Rusiness Lesdership | Haw AlCan Make Us Better Leaders

How Al Can Make Us
Better Leaders

by Rasmus Hougaard and Jacqueline Carter

Al is 'i:l'l'angirlg the shape of leadership —
how can business leaders prepare?

0, 000

Al Effectiveness

Schools brief | Artificial intelligence

How Al models
are getting smarter

Deep neural networks are
learning diffusion and other tricks

The state of Al in 2023: Generative
Al’s breakout year

Newslettors The Atlantic
Al Is a Language Microwave

Easy, convenient, and far from perfect

By Stephen Marche

A| Governance

NEWSLETTERS The Nation.

Callfomlas Al Safety Bill Isa
Mask-Off Moment for the
Industry

AT top inefustrialists say they want regutation—until someane
tries 1o reguilane them,

United Nations System White Paper
on Al Governance

KI \b't;sl;less transformation is here. Now
we need coherent Al governance

.

Al Fear & anxiety

At what point do we decide Al’s risks
outweigh its promise?

By Invitation | Artificil intelligence

Yuval Noah Harari argues
that Al has hacked the
operating system of human
civilisation

Storytelling computers will change the course of human history, says

the historian and philosopher

MAY 52023 | 5 MM READ

Here's Why Al May Be Extremely Dangerous—
Whether It's Conscious or Not

Antificial intelligence algorithms will soon reach a point of rapid self
improvement that threatens our ability to control them and poses great
potential risk to humanity

Technology Duarterly | The business world

Businesses are finding
AT hard to adopt

Mot every company is an internet giant
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Inputs from Kantar initiatives

Al INNOVATORS
SUMMIT 2025

Bolcmcmg aspirations wnth readiness
nit wr nd ke 025

www.kantar.com/north-america/inspiration

KANTAR

CAPAB [

CUR\'IE

AR OR FOMO

arketing skill building in the Age of GenAl
Aylin Oyg
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https://www.kantar.com/north-america/inspiration

Three things to cover today:

1) K/

What is the
opportunity?

2> /ﬂ\ 3>

What are the
friction points?

i
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How do we
operationalize Al?
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Three things to cover today:
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What is the
opportunity?
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High expectations from Al

9.0

THE FUTURE IMPACT OF
1 O GENAI IN MARKETING

'(ANTAR Source: Kantar's GenAl for Marketing: Fear or FOMO (2025) Interviewees were asked to rate on a spectrum from
“No impact” (1) to “maximum impact” (10)



Insights 2030: Spark of corporate imagination

INSIGHTS 2020 INSIGHTS 2030

Insights as
the spark of the corporate imagination

Insights as
the keeper of customer-centricity

PILLARS:
— Put humans at the center
— Making sense of the glut of change
— Better activation to the forefront

PILLARS:
— Put consumers at the center

— Making sense of the glut of data
— Better analytics to the forefront

Modernized practices & processes Disruptive strategies & thinking

l(ANTAR Source: Kantar Foresight Co-Lab © Kantar 2025 | 7



Human-Plus: Al to shape smarter,
Al-enabled humans (consumers)

l(ANTAR Source: Kantar's Human-Plus Model © Kantar 2025 | 8



Three things to cover today:

2> /ﬂ\

What are the
friction points?
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Warning: Multiple POCs in progress

5.3 4.9

CURRENT IMPACT OF INTERNAL READINESS
1 O GENAI IN MARKETING 1 FOR GENAI IN MARKETING

'(ANTAR Source: Kantar's GenAl for Marketing: Fear or FOMO (2025) Interviewees were asked to rate on a spectrum from
“No impact/no readiness” (1) to “maximum impact/extremely well-prepared” (10)



Which Is Better in Each Area: People or Al?

Navigating large amounts of data
Organizing data to be actionable
Identifying points of interest within data

Uncovering insights efficiently

A I to h el p S p ar k Connecting the dots across different data sources for the bigger story
h u m an Describing data and information

. i . Integrating and explaining qualitative and quantitative research findings
I m ag I n atl O n Analyzing verbatims and open-ended questions
Generating new ideas

Linking insights with business objectives

Developing strategies based on insights

Telling compelling and inspiring stories based on insights

Gaining stakeholder buy-in on actionable insights

Understanding the human side of consumers/users

m Al is better Both are equal People are better

l( ANT AR Source: AMA- Kantar survey of 600+ marketers (2024)



Challenges of adoption

® 1
Organizational Readiness

2
Limited Understanding

e 3
Ethics and Compliance

e 4
Data Management and Oversight

I(ANTAR Source: GenAl for Marketing: Fear or FOMO (2025)




Three things to cover today:
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How do we
operationalize Al?
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Q TRAININGS

Q LEADERSHIP

STARTING OFF \

Marketing Process Audit:
Conduct a comprehensive audit of current marketing
processes to identify high-impact Al opportunities

Explore which Al tools

will help you drive efficiency and effectiveness in marketing

Guidelines & Compliance Framework:

Design a robust compliance framework with ethical, legal,
and human oversight standards

Create a Cross-Functional Al
Marketing Task Force:

Form a dedicated task force to facilitate small-scale pilot
projects, bridging various marketing functions (e.g.,
innovation, creative, media) with Al initiatives.

Al Essentials Training:
Upskill marketers on the basic applications of Al across
marketing

Identify and Appoint an Al Sponsor:

Select a senior leader within marketing to champion Al initiatives

IKANTAR

Source: GenAl for Marketing: Fear or FOMO (2025)



Customizing a ‘meaningfully different’ Al system

Identifying the secret sauce!

Infusing it across the process

Issues a request to the Al Agent

Need to manage the behavioral USERS
change required to make users effective
and drive efficient adoption A
Request :
v

Interpret the request and
relates it to available skills

Evolves at speed — will
provide little differentiation

This is the real differentiator

Leverage data, IP and Frameworks
and validation to run analytic protocol
to respond to the request

Response

GEN Al AGENTS

A

v

SPECIALISED
SKILLS & TACIT
KNOWLEDGE

INNOVATION

CONCEPTEVALUATE Al )

CREATIVE

MEDIA BRAND

LINK Al ) LIFT+ / LIFT ROI ) BRANDDIGITAL

Automated report

writing

A\

Foundational Al / ML and GenAl capabilities

Text, image, video
summary and
querying

Chat based Q/A
(Kantar Al Assistant)

Synthetic Data

ICANTAR
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Q STARTING OFF \; Q TAKING IT FORWARD \

Marketing Process Audit:
Conduct a comprehensive audit of current marketing
processes to identify high-impact Al opportunities

Develop and embed an Al-Driven
Marketing Strategy:

Formulate a detailed Al strategy that aligns with overall brand
objectives, customer experience goals, and future growth plans
Explore which Al tools
will help you drive efficiency and effectiveness in marketing

Revise Marketing Roles &

Responsibilities:
Redefine key roles within marketing to integrate Al

competencies
Q Wow s S —

Guidelines & Compliance Framework: Update Competency Framework:

Design a robust compliance framework with ethical, legal, Revise your competency framework to reflect which marketing

and human oversight standards activities might get outsourced to Al, and what skills and
behaviours you expect from the marketing function.

Create a Cross-Functional Al
Marketing Task Force:

Form a dedicated task force to facilitate small-scale pilot
projects, bridging various marketing functions (e.qg.,
innovation, creative, media) with Al initiatives.

Q TR A TN TN (G S

Updated Academy:

Run pilots
where you shift from using Al for operational- to the more
strategic tasks

Q LEADERSHIP

Al Essentials Training:
Upskill marketers on the basic applications of Al across
marketing

Identify and Appoint an Al Sponsor:

Select a senior leader within marketing to champion Al initiatives

Integrate Al into the Marketing Academy, providing
updated training and Al-based workflows for
company-wide learning

IKANTAR

Source: GenAl for Marketing: Fear or FOMO (2025)



Shardul Wartikar
Shardul.Wartikar@Kantar.com

Thank you!
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