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Transformation

2025 STATE OF MARKETING Al REPORT

How Do Marketers Understand and Adopt Al?
Most respondents are in the experimentation phase of Al.

Q: “How would you classify your understanding and adoption of Al today?”

40%

n=1852

In past years, we have asked this question of survey
respondents and given them three options to choose
from: Beginner, Intermediate, and Advanced. But, as the
Al market and the marketing industry mature, we saw
the need to offer more nuanced answer options to reflect
the different stages of the Al journey that marketers find
themselves in.

This year, we found that the highest percentage of
respondents (40%) say they are in the Experimentation
phase, or actively testing Al tools, applications, and
platforms to enhance their efficiency, productivity,
creativity, innovation, and decision-making.

m MARKETING
.= ARTIFICIAL The next-highest percentage of respondents (26%) say
.= INTELLIGENCE @SMAQTI they're in the Integration phase, or embedding Al into
0 INSTITUTE R ‘ o . .
. 22025, Marketing Al Insttute, Al Rights Reserved workflows and processes, leveraging it to optimize daily
- tasks and strategic initiatives.

And 17% say they're at the most mature phase provided,
Transformation, where they're reimagining their jobs and
reshaping how they work with Al.
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This trend isn't surprising. While not a one-to-one
comparison, past years of the report saw the number of
people identifying as Beginners drop steadily from 50%
in 2021 to 23% by 2024. There was a similar rise in those
who said they were Intermediate, with 37% saying so in
2021, then rising every year to reach 61% in 2024.

This year's new breakdown of response options displays
exactly the granularity we hoped it would and appears
to remain on-trend. The vast majority of marketers in
our sample have moved out of the beginner phases of Al
and well into what we would consider intermediate and
advanced phases of understanding and adoption.

CEOs/Presidents/Founders are overwhelmingly ahead.
Thirty percent of CEOs/Presidents/Founders say they're
in the Transformation phase, the highest proportion

of all roles by double digits. Conversely, Specialists/
Coordinators are twice as likely than average to be in
the initial Curiosity phase (8%) and are the role with the
highest proportion of respondents in this phase.

Fifth-annual report

Nearly 1,900 respondents
23 questions on Al adoption
Survey from Feb. - Apr. 2025
Promoted via Institute
audience
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How Al Powered This Year’s Report

Use Cases Tools

- Data analysis . ChatGPT

- Data visualization - OpenAl’s 03 and 40

: Creatlv_e ideation . Google Gemini Pro 2.5
- Strategic support - Google NotebookLM

- Content generation Claude 3.7 from

Anthropic

L M m
D= INTELLIGENCE @SMARTERX

INSTITUTE®




The Respondents

What's your role? Percentage of
Respondents
ident/Founder..........c..ccooua... %
CFO/ President/Founder 22o OF RESPONDENTS ARE
DIFECION e, 20% DIRECTOR-LEVEL
o/ f d t ManNaAQEr ......cooeeeeiieeeeeeee e 16% OR HIGHER.
63 o 0 res pO n e n S Consultant/Agency Professional............. 11%
- Chief Marketing Officer ..........cccoevne... 10%
are adirector-level or Vice President 7%
Specialist/Coordinator/Entry-Level.......... 6%

h i g h e r. OtNEL e 5%

n=1882
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The Respondents

In which areas are you involved? Percentage of RESPONDENTS ARE
Choose all that apply. Respondents MOST OFTEN INVOLVED
Content Marketing........c.cccccevevveeeceeeeene. 79% IN CONTENT MARKETING,
Soclal Media Marketing...............ccccoe....... 65% SOCIAL MEDIA, EMAIL,
espondents are mos . . ANALYTICS, AND
.......................................... ADVERTISING.

ANAIYTICS ..o, 62%

Ofte n i nVOI‘,ed i n AdVErTISING ....cvevieciieeeeeeeeeee e 58%

ComMS aNA PR, 57%

content marketing, GED.
social media, email, cusiomer Seroe.
analytics, and

advertising.
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The Respondents

Which industry is your Percentage of MARKETING

business in? Respondents PROFESSIONAL SERVICES

Professional Services: Marketing............ 28% IS THE HIGHEST-
fassional ces: Oth . REPRESENTED INDUSTRY

Professional Services: Other................... 11% AMONG RESPONDENTS.

SOftWAre .....coveveeee e, 10%

Other oo, 7%

Education ..., 7%

Health Care ..o, 6%

Manufacturing.........cccoeeveeeicieeccecees 6%

FINGNCE ... 4%

Media & Entertainment..........oc.ooovvveeei . 3%

Marketing professional S

Consumer Packaged Goods (CPQG)........... 2%
O | u ConsumMer SErviCes.........cccoevvveveeveeerennne, 2%
services IS the h|ghest- S ——
Real EState......ccoveoeeeeceeceeeeeee, 2%
m PUblishing ... 1%
re resented IndUStr amon TrAVEL ..o, 1%
p y g Telecommunications ........ccccccceveeveeeennane. 1%
Transportation.........cccccoeveveeeeeeececeeeeee, 1%
res O n d e n ts GOVEINMENT ... 1%
p . ATES ..o, 1%
INSUIANCE ....coooiiiieeecee e, 1%
Restaurants ..., <1%
Recreation..........cccccoeveeeeieeceeeeeee, <1%
HOtElS ..o, <1%

n=1,860
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The Respondents

Is your company Percentage of
business-to-business (B2B), Respondents
business-to-consumer (B2C),

or both?

870/0 WOrk in BZB; B2B e 52% WORK IN B2B
45% work in B2C. S ——

NZA e, 2% WORK IN B2C
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The Respondents

How large is your company Percentage of
in terms of annual revenue? Respondents
SO = STM oo 29% WORK AT COMPANIES

ST = STOM e 23% MILHIMOSETHAN 101

470 k §10 - S50M e IN ANNUAL REVENUE.
/O WO r at S50 = STOOM ... 6%

companies with more S
than $1OM in annual ??;4 ............................................................ 11%

revenue.
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The Respondents

How many employees are in Percentage of
your organization? Respondents
T = O e, 31% WORK AT COMPANIES
10 = 49 e 19% WITH 50+ EMPLOYEES.
50 = 99 e 8%
O / k t 100 =249 oo 10%
49 O Wor a 250 =499 oo 6%
- . 500 =999 5%
com panles Wlth 50+ 1000 = 2,499 oo 6%
2,500 = 4,999 oo 3%
em ployeeS. 5,000 = 9,999 oo 3%
10,000 - 19,999 .-+ 3%
710101010 5%
n=1_=841

O MARKETING

B NTELLIGRNGE ©SMARTERX

INSTITUTE®

))()




The Respondents

Country Percentage of
Respondents
United States.........coovvoveeveeeeeeeeeeeeen. 4% OF RESPONDENTS ARE
United Kingdom ..., 4% LOCATED IN THE
CanNada .....ooveeeieeeeee e, 3% L0 2B :
O AUSTralia ..o 2%
74% of respondents are sl e R
- 0 SPAIN ..o, 1%
located In the United i 1%
Portugal........c.ooveeeeeeeeeeeeee e, 1%
Netherlands ..., 1%
States - FrANCe ..., 1%
Other o, 10%
n=1772
P w
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Marketers are racing ahead with Al.
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How would you classify your
understanding and adoption of Al today?

[m ARTIFICIAL
Hpe INTELLIGENCE

Curi @ MMMMMMMM 2 - How would you classify your understanding and adoption of Al
=T today?

Understai

a | Curiosity: I'm beginning to explore Al but haven't yet taken steps to
advance my Al literacy or capabilities.

Expe”ment IE Understanding: I'm learning the fundamentals of Al and starting to | Do/o
connect the dots on how it influences my department, company,
industry, and career.

Integr

c | Experimentation: I'm actively testing Al tools, applications, and
platforms to enhance my efficiency, productivity, creativity,

Transform innovation, and decision-making.

D | Integration: I'm embedding Al into my workflows and processes,
leveraging it to optimize daily tasks and strategic initiatives.

e | Transformation: Reimagining my job and continually reshaping how
| work with Al as a core enabler, thought partner, and collaborator.

00 MARKETING
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What stage of Al transformation best
describes your marketing team?

® Understanding: Learning how Al works,
and exploring use cases and technologies.

Piloting: Prioritizing—and starting to run—a

+18 percentage

limited number of pilot projects with narrowly

points since
2023

defined use cases.

Scaling: Achieving wide-scale adoption of

Al, while consistently increasing efficiency

and performance.

n=12865
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Al I1Is more important than ever to
marketing.
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How important is Al to the success of your
marketing over the next 12 months?

Critically important
Very important

+8 percentage

Somewhat important

(o)
Not important at all 3% pOi ntS Si nce
Not sure 3% 2024
0 5 10 15 20 25 30 35 40
n=1836
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How important is Al to the success of your
marketing over the next 12 months?

Critically important m

Very important 39%

+20 percentage

Somewhat important

21%

Not important at all

3%

points since
. 2021

0 5 10 15 20 25 30 35 40
n=1836

Not sure
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Saving time with Al is
more important than ever to marketers.
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What are the primary outcomes that your
organization is interested in achieving with Al?

What are the primary outcomes that your organization Percentage of
Is interested in achieving with Al?

Respondents

et more actionable insights from marketing data.............ccccccvveeeeeeeecccciiieeeeeee e, 09 7
Accelerate revenue groWth ........ ... 63%
Unlock greater value from marketing technologies ..., 59%
Generate greater ROl ON CAmMPAIGNS.........uuuuuuuueeeeieeeeeriereeeereeeereeeerrreeerrerrrreerereeeeee. 58%
Create personalized consumer experiences at scale..........ccccceeeveeeeeeiieiiieccccccinnnnee. 56%
DIIVE COSTS QOWN ... e e r e e e e eeeeeeeeea s nansanseessreeeeeeens 52%
Increase qualifled PIPEIINE ... e e e e e e eens 43%
Predict consumer needs and behaviors with greater accuracy ...........ccccvvveeeeeeennn.. 43%
ShOrten the SAlES CYCI@.....uueeeeeeeeeeeeee e e e e e e e e e e e nnnnnnees 32%
(O] 4 1T SRR 6%
NONE OFf th@ @DOVE.......eeeeeeeeeeeeeeee e e e e e e e e e e e s e e eeeeeeeeeas 1%
n= 1,847
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when it comes to Al?

What are you most excited about

Percentage of

Primary Excitement Category Respondents

Efficiency and time-savings

Excitement / general potential ... 9%
Creativity and INNOVATION ..........ceiiiiiiee e e ee e e e e e e e e eseeeeeeeeeeeeeenannnnnns 7%
Automation and relief from repetitive tasks...........cccooummreeeieeei e 6%
Scale and buSINESS GroOWTh...........ooo i 5%
Learning and @dUCAtION .........ooo e e e e e e e e e e e e nnnae s 4%
Data insights and @nalytiCs ... 3%
Personalization and customer @XPEeriE€NCE..........oooeeviieeeeiieeieieeeeeeeeeeeee e 2%
Accessibility and democratization.............ooooeeeeeeeciciiiee e <1%
070Xy T 1410 To =3 ERPRPR <1%
O {1 g A ULy [l (=T T USSP RPRRRP 27%
n=1752
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ChatGPT is still the undisputed leader of

Al tools, but a lot depends on company
size.

T " ARTIFICIAL w
R INTELLIGENCE @SMARTERX

TTTTTTTTT



))()

Do you have a favorite Al tool or platform?
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Percentage of
Favorite Tool / Platform Respondents

ChatGPT / OpenAl Models

Other / UNCIEAN ... ... e e e e e e e e e e e e nneeeaeaas 23%
(0P T0 Lo I Y g} 1 o] o] (o USSR 7%
=T 401 (=) (1 4V 4%
(CTo Yoo | L CT=T o 1o | TSRS 3%
NONE / NO fAVOIITE / UNSUIE.......ooe et e e e e e e e ennneee e e e 3%
Microsoft Copilot / Bing Chat ... 1%
I = 1] 0 1= PRSP 1%
IMIAJOUINIY ... e e e e e e eae e e e e e e e e e e e e naanaeeeeeaenssnseeeeeeesnnseessnneeeeanes <1%
HUDBSPOt Al / ChatSPOt........ooo et e e e e e nnnne e s <1%
(CT =10 010 411 V78RR <1%
7o Fo] o L= I8 T €= |V EPRRR <1%
DA LL-E ...t e e e e e e e e e e ——e e e e e aaeeeeeanareeeeeeaaeeeeeeannaeeaeaannnes <1%
(0210 )V7- 1Y, F- o [ [ oTo ] £SO <1%
SaleSfOrCe EINSTEIN ..........eiiieee e e e e e e e e nanee s <1%
n=1731
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Which of the following generative Al productivity
platforms does your company provide you a license to
use?

OpenAl ChatGPT Team or Enterprise E_

Copilot for Microsoft 365 38%

But it’s only 37%

Gemini for Google Workspace

at $1B+ firms (vs.
63% with Copilot).

None of the above
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Lack of training and the pace of change
are enormous barriers to Al adoption.
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Which of the following do you consider
barriers to the adoption of Al in your marketing?
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Which of the following do you consider barriers to the Percentage of
adoption of Al in your marketing? Choose all that apply. Respondents

Lack of education and training

Lack of awareness or understanding ...........coooeeeeeiiiiiiieece e 52%
LACK Of FESOUICES ...t e e e ee e e e e e e e e e sssaaaaeeeeeeas 41%
- 1o Qo) K] (- 1 (=Te | V2RSSR 40%
Lack of talent with the right skill Sets.........ooooieee, 36%
Fear Or MISTIUST Of Al.... ... e e e e e e ae e e e e e e e e e e ennnnns 35%
Lack of executive SUPPOIt OF VISION .......cuuiiiiiiiieecccciiieiee e e e e e e e e e nnnaneees 28%
Lack of technology infrastructure........... ..o, 27%
Lack of ownership or goOVernancCe............uee oo 26%
UNKNOWN FISKS ...ttt e e e e n e e e e 22%
Lack of theright data ... 22%
Unrealistic @XPeCtatiONS .........uuueiiiiiiiieeeeceeee e e e e e e e e 22%
1. 1= 7%
NONE OFf thE ADOVE......... e e e e e e e e e annees 5%
n=1756
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Does your organization offer any Al-focused
education or training for the marketing team?

B Yes

No 68% of companies
® In development don’t prOVide

N -
" ot sure Al training.

n=12866
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What is your biggest struggle with Al right now?

Percentage of
Primary Struggle Category Respondents

_> Lack of KNOWIEAGE / trAINING ......vveeeeeeeeeeeeee oot e e e e e e es et ereeeseeeeeeeeeeeeenens 23%
_’ Time to learn Or @XPEIrIMENT............uiiiiiieceeeee e e e e ere e e e e e e e snr e e e e e e e s nnneeeeeennns 11%

_> Keeping up with the pace of change.............oeeeeie e 9%

Tool selection and evaluation.............ooooiiii e 7%
Implementation / integration into Workflows ..., 5%
Cost / budget CONSTrAINTS ........cooiiiiieeceee e e e ear e e e e anae e e e nneas 3%
Data quality / privacy and SECUFITY ........coeeeeeeeiiiieeeeeeeeeeeeece e e e e e e e e e e 3%
Stakeholder buy-in (leadership / client)........c.cccooooiieiicieeeeee e 3%
Ethics, bias, and legal CONCErNS............ooo e e 2%
Strategy / roadmap defiNitioN ... 2%
Accuracy and halluCiNatioNS ...........oooo e e 2%
ROI and MeEaSUIEMENT.........oooiiiiee ettt e e e e e e e s ne e e e e enn e e e e e nannaeaaeans 1%
Scalability / performancCe........... ..o e e <1%
Lol o BT od U g1 4V (=T | £ <1%
Content quality / brand VOICE .........ooeeeeeeeeeeeeeeee e e e <1%
CreatiVIty CONCEINS ... ... e e e e e e e aaree e e e e e annneee e e e e sannneeeeeeasnnneeeeannns <1%
Other / UNCIAN ... e e e e ae e e e e e annaee e e e e ans 27%
n=1,741
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What concerns you most about Al?

Percentage of
Primary Concern Category Respondents
_> JOb 10SS / being 1eft BENING ...ttt 15%
Ethics, bias, and bad-actor MISUSE...........ooiiii e 13%
_> Pace of change and lack of control/guardrails..............cooooiiireiicce e, 9%
Security and data-privacy FSKS ........cooo oo 7%
_> SKills / KNOWIEAGE QAP ..o e 6%
o\ [0 U= To) oo o [ =1 o o 1= o SRR 6%
Accuracy, hallucination and misinformation..............ccccoiiiiiiiec e, 5%
Copyright, IP and other legal iSSUES ... 2%
Implementation and adoption hurdles ... 2%
Existential / runaway-Al fEArs ..........ooo i 2%
Cost and economicC INEQUAIITY ..........ooiiiiieee e e 1%
Other / UNCIAN ... . e e e e e e e ae e e e nns 34%

n=1,725
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There may be a disconnect between

leaders and employees on training.

MMMMMMMMM

B ikt e ©SMARTERX

TTTTTTTTT



49% -10 (or more)

of CEOs/Founders/Presidents say percentage points

lack from any other role
of education and training is a barrier
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Prompting Is an obvious and
addressable gap in Al education.
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Does your organization train marketing staff on
prompt engineering or other Al-specific skills to
optimize Al-generated outputs?

62% of companies

B Yes
No

don’t provide prompt
engineering training.

n=13827
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Marketers are more pessimistic than
ever about Al's impact on marketing
jobs.

T " ARTIFICIAL :
R INTELLIGENCE @SMARTERX

TTTTTTTTT



What do you believe will be the net effect of Al on

marketing jobs over the next 3 years?

A

4
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B More j0bs will be created by Al

More jobs will be eliminated by Al

Al'won't have a meaningful Impact on jobs
® | don't know

n=12858

+13 points in

just two years
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How concerned are you about Al’s impact on your
job?

Not concerned at all — Al will enhance
my role, not threaten it

26%

Not very concerned — Al could help my job, 20%
but | don't think it will replace it

Neutral — | see both risks and
opportunities with Al in my role

Somewhat concerned — Al might change 12%
aspects of my job, but I'm not sure how

Very concerned — | believe Al could
significantly impact or replace my role

9%

0 5 10 15 20 25 30 35

n=1872
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Al roadmaps are the unlock, and there’s
never been more of a need for them.
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Does your marketing team have an
Al roadmap or strategy that prioritizes Al use cases
and projects for the next 1-2 years?

Those with Al

" Yes roadmaps are 2X as
No

® Not Sure

likely to have other
Al infrastructure.
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GenAl Al Ethics Al
policy? Council?

® Yes ® Yes ® Yes
No No No
= Not Sure ® Not Sure ® Not Sure
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Does your marketing team have an
Al roadmap or strategy that prioritizes Al use cases
and projects for the next 1-2 years?

Those with Al

" Yes roadmaps are 2X as
No

® Not Sure

likely to have other
Al infrastructure.
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Working for an Al-forward company Is a
competitive career advantage.
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Get the Report

2025

Presented by Marketing Al Institute and SmarterX

> www.StateofMarketingAl.com
> Emaliled with recording in 24 hours
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For Businesses

Course Series Al Mastery

C om I 8, g S ummer 20 2 5 Al Fundamentals Series*

Piloting Al Series*

Scaling Al Series*

Gen Al App Series

Al for Departments Series*

Al for Industries Series*

Al for Executives Series*

Al for Careers Series*

5 - 99 ($399/user/year) Al for Businesses Series*

Al Keynotes Series

CSKKKKIKKKKK

* Includes Professional Certificates

1 OO . 999 ($349/User/year) Quarterly Live Classes Al Mastery

Al Trends Briefings v

AMAs with Paul Roetzer

1,000+ ($299/user/year) v
Content Library Al Mastery

Blueprints v

Research Reports v

On-Demand Webinars v

www.literacyproject.al

Business Plan Features

Onboarding

Customized Tracks & Learning Journeys
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