
Beyond the Buzz: 

What It Really Takes 

to Make AI work in 

Marketing

June 18th, 2025 

© Kantar 2025



Everything, Everywhere, All at Once!

AI Adoption & benefits AI Leadership AI Effectiveness AI Governance AI Fear & anxiety
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Inputs from Kantar initiatives

www.kantar.com/north-america/inspiration

www.kantar.com/north-america/inspiration

© Kantar 2025 | 3

https://www.kantar.com/north-america/inspiration


Three things to cover today:

2 31
How do we 

operationalize AI?

What are the 

friction points?

What is the 

opportunity?
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High expectations from AI

Source: Kantar’s GenAI for Marketing: Fear or FOMO (2025) Interviewees were asked to rate on a spectrum from 

“No impact” (1) to “maximum impact” (10)

THE FUTURE IMPACT OF 

GENAI IN MARKETING

9.0
10

© Kantar 2025 | 6



INSIGHTS 2020

Insights as

the keeper of customer-centricity

– Put consumers at the center

– Making sense of the glut of data

– Better analytics to the forefront

– Modernized practices & processes

PILLARS:

INSIGHTS 2030

Insights as

the spark of the corporate imagination

– Put humans at the center

– Making sense of the glut of change

– Better activation to the forefront

– Disruptive strategies & thinking

PILLARS:

Insights 2030: Spark of corporate imagination

Source: Kantar Foresight Co-Lab
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Source: Kantar’s Human-Plus Model

Human-Plus: AI to shape smarter, 

AI-enabled humans (consumers)
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Warning: Multiple POCs in progress

CURRENT IMPACT OF 

GENAI IN MARKETING

5.3
10

INTERNAL READINESS 

FOR GENAI IN MARKETING

4.9
10

Source: Kantar’s GenAI 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)
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AI to help spark 

human

imagination

Source: AMA- Kantar survey of 600+ marketers (2024)
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Source: GenAI for Marketing: Fear or FOMO (2025)

1

Organizational Readiness

2

Limited Understanding

3

Ethics and Compliance

4

Data Management and Oversight

Challenges of adoption
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Source: GenAI for Marketing: Fear or FOMO (2025)

Create a Cross-Functional AI 

Marketing Task Force: 

Form a dedicated task force to facilitate small-scale pilot 

projects, bridging various marketing functions (e.g., 

innovation, creative, media) with AI initiatives.

AI Essentials Training: 
Upskill marketers on the basic applications of AI across 

marketing

Guidelines & Compliance Framework:
Design a robust compliance framework with ethical, legal, 

and human oversight standards

Explore which AI tools 
will help you drive efficiency and effectiveness in marketing

Identify and Appoint an AI Sponsor: 
Select a senior leader within marketing to champion AI initiatives

Marketing Process Audit:
Conduct a comprehensive audit of current marketing 

processes to identify high-impact AI opportunities

STRATEGY

WOW

TRAININGS

LEADERSHIP

STARTING OFF
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Customizing a ‘meaningfully different’ AI system

Request Response

Issues a request to the AI Agent

Need to manage the behavioral 

change required to make users effective 

and drive efficient adoption

Interpret the request and 

relates it to available skills

Evolves at speed – will 

provide little differentiation

USERS

GEN AI AGENTS

This is the real differentiator

Leverage data, IP and Frameworks 

and validation to run analytic protocol 

to  respond to the request 

SPECIALISED 

SKILLS & TACIT 

KNOWLEDGE

INNOVATION

Automated report 

writing

Text, image, video 

summary and 

querying

Chat based Q/A 

(Kantar AI Assistant)
Synthetic Data

Foundational AI / ML and GenAI capabilities

Identifying the secret sauce! Infusing it across the process

CREATIVE BRANDMEDIA

/
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Source: GenAI for Marketing: Fear or FOMO (2025)

Create a Cross-Functional AI 

Marketing Task Force: 

Form a dedicated task force to facilitate small-scale pilot 

projects, bridging various marketing functions (e.g., 

innovation, creative, media) with AI initiatives.

AI Essentials Training: 
Upskill marketers on the basic applications of AI across 

marketing

Guidelines & Compliance Framework:
Design a robust compliance framework with ethical, legal, 

and human oversight standards

Explore which AI tools 
will help you drive efficiency and effectiveness in marketing

Identify and Appoint an AI Sponsor: 
Select a senior leader within marketing to champion AI initiatives

Marketing Process Audit:
Conduct a comprehensive audit of current marketing 

processes to identify high-impact AI opportunities

STRATEGY

WOW

TRAININGS

LEADERSHIP

STARTING OFF

Run pilots 
where you shift from using AI for operational- to the more 

strategic tasks

Develop and embed an AI-Driven 

Marketing Strategy: 
Formulate a detailed AI strategy that aligns with overall brand 

objectives, customer experience goals, and future growth plans

Update Competency Framework:
Revise your competency framework to reflect which marketing 

activities might get outsourced to AI, and what skills and 

behaviours you expect from the marketing function.

Revise Marketing Roles & 

Responsibilities:
Redefine key roles within marketing to integrate AI 

competencies

Updated Academy: 
Integrate AI into the Marketing Academy, providing 

updated training and AI-based workflows for 

company-wide learning

TAKING IT FORWARD
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Thank you!

Shardul Wartikar

Shardul.Wartikar@Kantar.com
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