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Al is no longer a futuristic concept—it's here, and it's reshaping marketing. What started as a
new technology has quickly become a core strategic need for businesses worldwide. From
predicting which products a customer is likely to buy next to automating the personalized
delivery of ad campaigns across multiple channels, Al is transforming not just how marketers
operate, but also how brands connect with their audiences. For marketers, that means re-
evaluating strategies and skill sets.

Shaping future outlook

Nielsen's 2025 annual global marketing survey found that marketers recognize the profound

potential of Al in marketing to reshape customer engagement and operational efficiency.
They're increasingly seeing how Al can fundamentally change how they connect with
customers, personalize interactions, and streamline their daily workflows—making their
efforts far more impactful. Indeed, its perceived impact is remarkably high across the
industry. For 59% of global marketers, Al for campaign personalization and optimization is the
most impactful industry trend poised to make a difference by 2025. Al's prominence stems
directly from its proven capabilities. Take, for instance, how Al now powers dynamic ads that
adapt in real-time to individual user profiles, or predicts next-best actions for hyper-
personalized customer journeys, moving far beyond basic segmentation to truly individualized
experiences.

Across regions, marketers recognize Al's transformative power for personalization. In Latin
America, 63% of marketers prioritize it, with Asia-Pacific closely following at 62%.
Prioritization also runs high in North America, where 60% see Al for personalization as a top
trend, and even in Europe, Al maintains a significant focus for 50% underscoring a global
consensus that Al is the key to unlocking future growth and delivering tailored customer
experiences.
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While marketers see Al as the top trend of 2025, marketers’ strategic foresight extends
beyond a singular focus. They are simultaneously mindful of other critical trends in their
industry, seeing those as carrying significant future impact. For instance, 51% of global
marketers are prioritizing the rise of sustainable and purpose-driven marketing, reflecting a
strong global commitment to values. Authenticity and influencer content is another impactful
trend, with 47% expecting its significant influence.

Elevating marketing measurement

Beyond personalization, marketers are also recognizing Al's impact in marketing
measurement, where its capabilities are now widely applied across many tasks. Digital
campaigns today generate huge amounts of data, more than people can manually track. Al
makes understanding this torrent of information possible by swiftly processing vast, disparate
datasets.

Marketers are leveraging Al to enhance how they understand and optimize campaigns,



ensuring data drives smarter decisions. Globally, 50% of companies use Al for quality
assurance. Al is proving indispensable here, ensuring the accuracy and reliability of marketing
data—a crucial foundation for any effective strategy. But Al does a lot more than just clean up
data.

Content creation sees significant Al involvement, with 47% of companies utilizing it. 44% also
employ Al for customer segmentation, intelligently dividing up audiences by various traits and
behaviors, and 42% use it for personalization, tailoring experiences based on those granular
insights. For instance, Delta introduced its Al-powered Delta Concierge in 2025, a digital tool

designed to create seamless and personalized moments within the Fly Delta app, giving
customers more control and confidence in their travel experience.

Marketers also find Al invaluable for strategic decision-making, particularly through advanced
analytical capabilities. Predictive analytics, for example, used by 46% of companies, enables
forward-looking insights by forecasting future trends and customer behavior. Even creative
aspects benefit from Al's analytical power—43% of companies leverage it for creative
evaluation, assessing the effectiveness of visual and messaging elements.

Understanding audience sentiment is also a key application, with 39% utilizing Al for
sentiment analysis to gauge opinions and emotions from social media and customer
feedback. Al's diverse and powerful applications bring incredible versatility, transforming how
marketers operate. It provides deeper, more actionable insights, guiding smarter decisions
and allowing you to fully understand what's working across all their efforts.

Navigating digital privacy responsibly

Constantly adapting to shifts in consumer expectations and regulatory environments is key to
staying relevant, maintaining compliance, and achieving sustained growth. A significant 42%
of marketers worldwide recognize the impact of changing data privacy rules and the move
toward a cookieless internet browsing. They recognize they are facing fundamental shifts in
how they understand and measure audiences, which means they need to find new, privacy-
compliant strategies to continue delivering personalized and effective campaigns. Google's
initial plan to end third-party cookies on Chrome in 2020 spurred a global search for new
marketing solutions. While Google no longer plans to remove these cookies, it instead is

implementing a new system, letting users select their preferred tracking options across its
search products.

Regardless of specific platform decisions, finding advanced ways to interpret audience
signals and optimize delivery relying less on traditional tracking becomes important. Such a
new environment makes Al in marketing an indispensable tool as it offers the ability to
understand audience behavior, predict preferences, and optimize campaigns using first-party
data and contextual signals, rather than relying on third-party cookies. Advertisers are thus
able to continue delivering personalized experiences and relevant advertising while

respecting user privacy.

Al's current degree of marketing application

A substantial 80% of companies worldwide indicate a notable commitment, employing Al
either significantly or very much in their measurement efforts. However, regional variances in
Al adoption, much like any other technological innovation, are evident across markets. How
swiftly and profoundly Al integrates into marketing practices is notably influenced by a
region’s technological infrastructure, its regulatory environment concerning data privacy, and
the prevailing business priorities or availability of skilled talent.

North America and Latin America are setting the pace, both at 85%, with Asia-Pacific right
behind at 84%. Europe, however, shows a slightly lower overall adoption at 65%. It's truly
remarkable that only a tiny 1% of companies globally report no Al use at all, making it evident
that Al has indeed become widely accepted across the world—just at different levels.
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While Al's pervasive adoption marks a significant turning point in marketing, its evolution isn't
happening in isolation. You need to navigate a dynamic industry shaped by multiple forces
beyond just Al. In such a constantly changing landscape, clarity is your strongest asset. It's
time to move beyond uncertainty and take control of your strategic marketing success.

Download the 2025 Annual Marketing Report: From Chaos to Clarity: Unlocking the Power of

Data-Driven Marketing now. Transform challenges into powerful opportunities and confidently
shape your future success.



* Note: Data here is sourced from the 2025 Nielsen Global Annual Marketing Survey.
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