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46 global brands. Profiles of respondents:
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Member survey: the state of 

AI adoption in marketing

24%

4%

4%

6%

9%

9%

20%

24%

Other

Head of insights and analytics

Marketing counsel or legal

Content or creative lead

Marketing procurement lead

Head of Media

CMO, VP Marketing or

equivalent

AI/digital transformation lead

Global: 78%

Regional EU: 9%

Regional North America: 6%

Regional Asia-Pacific: 2%

Other: 6%

Objectives of the survey:

This survey sought to explore how leading 

brands are adopting generative and agentic 

AI, looking at where they are seeing the 

greatest opportunities, how they are scaling 

use cases and what priorities are shaping 

future investment. It also examines the 

governance, capabilities and operating 

models brands are putting in place to enable 

responsible AI adoption, providing a 

benchmark of where the industry stands.

Region of responsibility:

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026. ‘Other’ 
responses include marketing capability, global brand manager, marketing excellence, marketing 
transformation and consumer experiences leads.

Survey data collected and aggregated independently by WFA; no company-level responses 

shared with members. Regional sub-splits are indicative only given small sample sizes and 

should not be used to infer any individual company’s response. 



2%
2%

55%

41%

No Not yet but we plan to Yes, testing and piloting Yes, heavily
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96% of brands are now using agentic or 

generative AI for marketing
Question: Are you using generative or agentic AI for marketing purposes?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026
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AI adoption is still largely led by content creation 

and productivity 

2%

6%

20%

40%

46%

48%

54%

72%

74%

74%

80%

AI influencers and virtual live hosts

Other

Consumer-facing AI chatbots

Personalisation and customer experience (e.g. DCO)

Workflow automation and autonomous AI agents

Strategy and planning

Media buying, planning and optimisation

Research, insights and social listening

Content ideation

Productivity and team efficiencies (automating routing…

Content creation and production

Question: For which use cases are you using Generative and Agentic AI?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026
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Adoption is shifting from experimentation to 

broader integration 
Question: Which of the following would you say best describes your organisation’s maturity 

when it comes to AI adoption?

16%

57%

27%

0%

23%

60%

16%
0%

Limited: ad hoc

experimentation, no

strategy

Moderate: defined AI

priorities with a number

of pilots ongoing

Advanced: AI integrated

into marketing stratgy,

with broad adoption

across marketing

Leading: AI is central to

business strategy and

embedded into

workflows

Aug-26

Oct-25

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026. Findings reflect general, aggregated industry 

sentiment on future adoption trends and are not indicative of any individual organisation’s specific plans or strategy. 



Priorities
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Ambitions are moving beyond pure efficiencies 

0%

0%

4%

18%

22%

22%

33%

Enhancing customer experience

Gaining a competitive advantage over peers

Other

Driving business growth

Improving marketing effectiveness

Improving operational efficiency

All equally

Question: What is your organisation’s primary objective for AI adoption in marketing today?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026
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Scaling AI adoption and upskilling top the agenda 

4%

4%

12%

14%

25%

37%

37%

39%

55%

63%

Paid ads in large-language models

Agency management and remuneration

Measurement

Media optimisation

Governance and risk management

Insights and analytics

AI search visibility

Defining AI op model

Training and upskilling

Scaling adoption

Question: What are your top three AI priorities for the next 6-12 months?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026. Findings reflect general, aggregated industry sentiment on 

future priorities and are not indicative of any individual organisation’s specific plans or strategy. 
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Half of organisations now use a cross-functional 

team leading AI adoption
Question: Which functions are leading AI adoption and governance for marketing?

51%

27%

10%

4%
4%2%Cross-functional team

Marketing

Digital transformation

Legal

IT

Procurement

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026
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Technology integration and governance are 

slowing progress

2%

2%

8%

8%

8%

10%

12%

35%

37%

43%

45%

Leadership sponsorship

Working effectively with agencies and partners

Budget constraints

Lack of existing best practice and case studies

Other

Demonstrating business value

Resistance to change and employee mindset

Skills and capability building

Data quality and access

Governance, legal and compliance requirements

Technology integration and interoperability

Question: What are the top two biggest challenges to accelerating AI adoption across your 

marketing organisation?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



Capability building
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0%

4%

69%

26%

0

Very low: AI literacy is a

significant barrier to

adoption and

governance

Low: many employees

lack a sufficient

understanding of AI

risks and responsible

use

Moderate: awareness

varies considerably

across teams and

individuals

High: most employees

have a good

understanding,

although some

knowledge gaps remain

Very high: employees

understand the

capabilities, limitations

and key risks of AI tools
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AI literacy remains a significant capability gap 

Question: How would you assess the level of literacy when it comes to AI for marketing within 

your organisation?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026
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General capability efforts are widespread, but 

formal training remains limited 
Question: Which of the following have you implemented to build AI capability across marketing?

8%

27%

29%

31%

54%

54%

67%

79%

AI certification or accreditation…

Mandatory AI training before being able…

An AI sandbox or experimentation…

Regular AI learning days

Playbooks, guidelines or best practice…

AI centre of excellence or dedicated AI…

A centrally approved platform or suite…

General training and upskilling

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026
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Time, resources and uncertainty are holding back 

AI upskilling 
Question: What are the main obstacles you face to upskilling and capability building? 

“Enterprise costs”

“Resourcing and time 

needed to upskill and do it 

well”

“Confidence and time to 

test and make mistakes”

“Internal resource and 

alignment”

“Available time of people 

in local markets and 

willingness to change 

ways of working in certain 

areas”

“Requires change 

management”

“Unclear ROI on productivity 

gain, varied understanding 

of skill levels to train, bound 

by organization’s enterprise 

tool selection, info 

overload”

“Lean teams, so limited time 

to pivot to AI”

.

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026. Quotes have been anonymised 

and lightly edited to remove any identifying detail. 



Risks
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6%

23%

43%

21%

6%

Very risk averse: we only

adopt AI once

technologies are well

established and proven

Somewhat risk averse: we

selectively pilot AI where

there is a clear business

case and governance in

place

Balanced: we balance

innovation with

appropriate governance

and risk management

Comfortable taking

calculated risks: we

actively pilot and scale

new AI capabilities

High appetite for

experimentation: we seek

to be an early adopter of

emerging AI technologies

and use cases
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Brands are balancing AI innovation with risk 

management 
Question: Which statement best describes your organisation’s overall approach to AI adoption 

in marketing?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



13%

26%

26%

32%

32%

36%

36%

43%

45%

57%

43%

38%

47%

40%

30%

38%

38%

40%

36%

26%

38%

32%

21%

26%

32%

25%

21%

17%

19%

15%

6%

4%

6%

2%

4%

0%

4%

0%

0%

0%

Environmental and sustainability considerations

Bias, fairness and responsible AI

Third-party and agency use of AI

Accuracy and reliability of AI outputs

Transparency and explainability of AI systems

Brand and reputational risk

Brand differentiation and distinctiveness

Legal and regulatory compliance

IP and copyright

Data privacy and security

Very concerned Moderately concerned Slightly concerned Not at all concerned
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Data, IP and compliance remain biggest risk 

concerns
Question: To what extent are you concerned about the following AI risks?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026
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Core AI guardrails are widely adopted, but some 

gaps remain

30%

47%

47%

49%

55%

57%

70%

75%

9%

15%

4%

2%

17%

11%

9%

0%

43%

23%

40%

36%

15%

21%

17%

17%

17%

13%

9%

11%

11%

6%

4%

6%

Tool monitoring and audit obligations

List of approved or prohibited use cases

IP and copyright guidance

Disclosure requirements when AI is used to generate or ehance content

Restrictions on the use of human likeness in AI-generated content

Requirements for review and approval of AI-generated outputs

List of approved or prohibited tools

Human oversight requirements for AI-generated outputs

Yes No In development Don't know

Question: Which of the following policies or guidelines has your organisation adopted to govern 

the use of AI in marketing?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026. Not all 

responses add up to 100 as some respondents skipped answering certain questions. 



55%

34%

4% 2% 4%

We have a centrally

approved list of AI tools and

clear governance process

for new ones

We have some approved

tools and governance, but

exceptions are common

Individual teams select and

use AI tools with limited

central oversight

We are developing our

tooling strategy and

governance

We are struggling to

manage growing demand

for AI tools and have a

fragmented approach
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AI tooling governance is centralised for over half 

of brands 
Question: Which of the following best reflects your organisation’s current AI tooling 

governance?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



AI search 
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8%

74%

11%
7%

Very prepared: we have a

clear strategy, ownership

and measurement

framework

Somewhat prepared: we are

actively developing a

strategy

Not very prepared: we are

monitoring developments

but have not taken action

Not at all prepared: we have

not yet addressed the issue
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AI brand visibility is on the agenda, but few have 

a mature strategy
Question: Which statement best describes your organisation’s current approach to brand 

visibility and discoverability in AI search? 

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



4%

20%

36%

49%

51%

58%

67%

73%

No action currently planned

Reviewing brand governance

Addressing missing or inconsistent structured data

Setting up a governance model to deal with AI visibility

Defining roles and responsibility for AI visibility across functions

Updating content strategies and priority claims

Adapting SEO practices

Monitoring and measuring visibility in AI responses
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Brands are actively adapting to improve AI 

search discovery
Question: Which of the following activities is your organisation currently undertaking to 

enhance visibility in AI search?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



Yes, we are 

actively testing, 

20%

Yes, we are 

exploring but not 

yet testing, 18%

We are 

monitoring 

developments, 

20%

Not yet but we 

plan to, 18%

No and no plans 

to, 7%

Don't know , 17%
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Paid AI search advertising is still in early 

adoption stages

Question: Are you currently exploring paid ads within AI-powered search and conversational 

AI platforms (e.g. ChatGPT ads)?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



13%

15%

20%

23%

25%

25%

28%

30%

33%

30%

50%

48%

40%

45%

35%

50%

55%

50%

45%

25%

30%

28%

25%

38%

18%

13%

15%

13%

10%

3%

10%

5%

3%

5%

0%

3%

Creative opportunities

Commercial model

Platform governance

Measurement and attribution

Regulatory uncertainty

Broader reputation and safety concerns

Consumer trust and experience

Transparency of AI-generated responses

Brand visibility and control

Very concerned Moderately concerned Slightly concerned Not at all concerned
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Brand control, transparency and trust are the 

biggest concerns around paid AI search
Question: To what extent are you concerned about the following risks when it comes to 

exploring paid ads in AI-powered search?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



Agency 

management
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Agency use remains largely opaque to brands 

Question: How much visibility does your organisation have into how partners (e.g. agencies) are 

using generative and agentic AI on your behalf?

13%

36%
29%

16%

2%
4%

A great deal A fair amount Some Very little None Don't know

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



59%22%

4%

15%Yes

Not yet but we plan to

No, no plans to

Don't know
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Contracts are becoming a key tool for governing 

AI use by partners

Question: Have you reviewed your media and creative contracts with partners to introduce 

AI-related clauses?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



54%

54%

58%

62%

65%

69%

73%

73%

88%

88%

Human oversight

Indemnities

Use of approved tools

Audit rights

Liability

Disclosure requirements

Training data use

Confidentiality

IP ownership

Legal compliance obligations
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IP and legal compliance remain the top 

contractual priorities
Question: Which AI-related contractual issues are covered?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



64%

31%

2%
2%

Yes

Under consideration

No

Don't know
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Brands are demanding greater transparency 

from agencies on AI use 

Question: Are you requesting disclosure from agencies when AI is used in deliverables?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



Measuring success
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18%

20%

20%

25%

30%

45%

52%

52%

52%

52%

Revenue growth

Employee adoption

Consumer engagement

Quality improvements

We don't have formal KPIs yet

Speed to market

Productivity gains

Cost savings

Marketing effectiveness

Time saved
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Efficiency gains dominate how brands measure 

success  
Question: How is your organisation measuring the success of AI adoption in marketing?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



7%

11%

7%

0%

9%

39%

18%

9%

Less than 5%

reduction in

marketing

operation costs

5-15%

reduction

16-30%

reduction

more than 30%

reduction

Operating costs

remain broadly

unchanged

Too early to

quantify but

efficiencies

being observed

We do not

currently

measure

Don't know
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Many brands are still defining how to measure AI 

success 
Question: To what extent has AI delivered measurable operational efficiencies within your 

marketing organisation to date?

Source: WFA research: AI survey; Base = 54 respondents, 46 Brands; Date = August 2026



About WFA

About WFA

WFA champions more effective and sustainable marketing communications which

help members drive brand growth. It is the voice of marketers worldwide, representing

90% of global marketing communications spend – roughly US$900 billion per annum.

WFA connects the world’s biggest brand owners and national advertiser associations 

in more than 60 markets, bringing together tens of thousands of brands at local level. 

Together, they create a global network which offers a unique source of leadership, 

expertise and inspiration.

If you would like to engage with WFA’s AI Community, please contact:

Gabrielle Robitaille

Director of Policy 

g.robitaille@wfanet.org

World Federation of Advertisers 

London, Brussels, Singapore, New York

wfanet.org 

info@wfanet.org

+32 2 502 57 40

linkedin.com/company/wfa 

youtube.com/wfamarketers

WFA Competition law compliance policy

The purpose of the WFA is to represent the interests of advertisers and to act as a forum for legitimate contacts between members of the advertising industry. 

It is the policy of the WFA that it will not be used by any company, or individual, to further any anti-competitive or collusive conduct, or to engage in other 

activities that could violate any antitrust or competition law, regulation, rule or directives of any country or otherwise impair full and fair competition. The WFA 

carries out regular checks to make sure that this policy is being strictly adhered to.

As a condition of membership, members of the WFA acknowledge that their membership of the WFA is subject to competition law rules and they agree to 

comply fully with those laws. Members agree that they will not use the WFA directly or indirectly, (a) to reach or attempt to reach agreements or understandings 

with one or more of their competitors, (b) to obtain or attempt to obtain, or exchange or attempt to exchange, confidential or proprietary information regarding 

any other company other than in the context of a bona fide business or (c) to further any anti-competitive or collusive conduct, or (d) to engage in other

activities that could violate any antitrust or competition law, regulation, rule or directives of any country or otherwise impair full and fair competition.

mailto:g.robitaille@wfanet.org
mailto:info@wfanet.org
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