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45 respondents from 37 multinational brands
$84 billion cumulative annual marketing spend

The objective of this survey was to better This survey was targeted at global and
understand how generative and agentic Al is regional media leads within client-side
reshaping media practices. brands.

The results of the survey will feed into the There were 45 respondents from 37

work of WFA’s Al Community and Media multinational brands, representing $84 billion
Forum to help brands leverage Al in an in cumulative annual marketing spend.

effective, efficient and responsible way.

@ Note: All WFA benchmarks, survey results, agendas and minutes are reviewed by King & Spalding LLP, our competition lawyers




64% say their organisation is already using
Gen Al for marketing purposes

Q: Is your organisation using Gen Al for
marketing purposes?

HYes
B Not yet
® We’re not but our agencies are

® No and no plans to

Source: WFA survey on Gen Al and media. Base: 45



100% are using or plan to use Gen Al to
support media practices

Q: Is your organisation currently using Gen Al
(either directly or via partners) to support any
aspect of media buying, planning or
optimisation?

mYes ® Not yet but we intend to
Source: WFA survey on Gen Al and media. Base: 45 @



Media strategy, optimisation and buying are
priority
Q: For which of the following purposes are you using Gen Al [select all those that apply]
Media strategy and planning I 3%
Media optimisation 56%
Media buying 56%
Media reporting 50%
Media governance or compliance 31%
Procurement related workstreams 25%

Media monitoring and measurement 25%

Source: WFA survey on Gen Al and media. Base: 45




Some more practical examples...

“Booking optimisation, contract comparison”

“Mid and post campaign analysis and recommendations, budget shifts and campaign

planning”

“Programmatic bidding optimisation across multiple KPIs and non-traditional KPIs (e.g.

reach). Media performance data evaluation”aggregation and insight develooment”
“Gen Al agents for data analysis and insights gathering”

“Basic in-platform optimisations for paid media campaigns. Early investigation of some of
the audience segmentation tools. For reporting we are looking to RFP a business-wide

analytics dashboard partner”

Source: WFA survey on Gen Al and media. Base: 45




Most believe Gen Al will have the biggest impact
on optimisation, reporting, strategy and buying

Q: Where do you expect Gen Al to have the most impact? [select your top three]

Media optimisation I S 3%
Media reporting 63%
Strategy and planning 57%
Media buying 57%
Media monitoring and measurement 50%
Media governance and compliance 27%

Procurement related workstream 17%

Source: WFA survey on Gen Al and media. Base: 45




The impact has been positive... although it
may still be too soon to tell

Q: What positive impacts have you observed from using Gen Al in your media operations?

Greater team productivity 50% 7% 36%
Setting better KPls
Faster decision-making
Improved media ROI
Greater campaign reach
Higher engagement rates 20% 7% 27% 20%

Lower customer acquisition costs 13% 0% _ 13% 53%

Breaking down silos between functions

B Yes (as expected) M Yes (unexpected) ™ Too soontotell ™ Don’tknow No

Source: WFA survey on Gen Al and media. Base: 45




90% believe it will enable faster reporting, greater
efficiency and require significant upskilling

Q: To which extent do you agree with the following statements about the impact of Gen Al?

It will enable faster campaign reporting 63% 30%
It will result in greater media operational efficiency
It will require significant upskilling within media teams
It will transform relationships with media agencies
It will enable increased media agility and responsiveness
It will enable more informed, strategic decision-making
It will improve media ROI 17% 60% 20% 0]

It will decrease reliance on traditional data inputs

B Strongly agree B Agree B Neither agree nor disagree B Disagree Strongly disagree

Source: WFA survey on Gen Al and media. Base: 45 @



The transformative impact on media
operations has so far been minimal

Q: What impact do you think Gen Al has had on your media operations over the last 2-3
years?

B Complete transformation M Significant changes B Moderate change B Minor changes ® No significant change

Source: WFA survey on Gen Al and media. Base: 45




Brands have concerns about privacy and
accountability of tools

Q: How concerned are you about the following when using Gen Al for media purposes?

Data protection and privacy 26% 59% 15%

Transparency and accountability in tools

Overdependence on external partners’ tools 22% 30% 41% 7 %0
Hidden costs in training and maintaining tools 19% 30% 52%
Deskilling of internal teams ¥4 19% 60% 19%
Loss of control over buying/reporting 34 22% 37% 37% 0f
B Extreme concern B High concern B Moderate concern B Low concern No concern

Source: WFA survey on Gen Al and media. Base: 45 @



Lack of skilled talent and legal restrictions
biggest roadblocks to adoption

Q: What are the biggest challenges you face when using Gen Al for media operations?

Lack of skilled talent
Policy/legal restrictions
Ethical concerns

Internal resistance
Technological limitations

Costs

Source: WFA survey on Gen Al and media. Base: 45

g
I, 57 %
I 50%
I 39%
I 36%
I 329




Upskilling, governance and data consolidation
cited as important barriers

Q: What challenges have you faced with regards to adoption, if any?
“Al is not always the best solution vs a manual setup”
“Internal upskilling and process resetting, data consolidation and investment in building own tech”

“Governance on the use of Al (need to involve a variety of internal parties including legal),cost vs
benefit of deploying Al optimisation tools vs traditional practices”

“It’s still a lot of trial and error. Efficiencies will probably come later. For now it’s about learning”
“I think everything is too soon to tell. Even in efficiency & productivity, people need to first learn how

the tools work AND where they can & should trust the tools. Any time saved is actually reinvested in
learning and./or questioning “why”?

Source: WFA survey on Gen Al and media. Base: 45




Over half of brands are using or plan to use
agents

Q: Are you exploring or already using semi-autonomous Al agents in media (e.g. for media
planning, optimisation or reporting)?

mYes Q: For what purposes?

“Post campaign analysis”
® Not yet but we intend to

“Media planning, buying”

= Not yet but our agencies are “Audience segmentation”

“Checking assets meet brand guidelines™
® No and no plans to

Don’t know

Source: WFA survey on Gen Al and media. Base: 45




Most agree that agents will unlock
efficiencies... and increase risk

Q: To which extent do you agree with the following statements about Al agents?

They will unlock significant operational
efficiencies

They could increase risk

B Strongly agree M Agree M Neutral ™ Disagree Strongly disagree

Source: WFA survey on Gen Al and media. Base: 45




But media leads don’t believe they will become
autonomous any time soon

Q: To which extent do you agree with the following statements about Al agents?

They will control planning 12% 38% 27% 23% 0f
They will be able to brief agents independently Z 23% 27% 39%
They will manage end-to-end media campaigns X3 23% 35% 31%
They will have control of budgets 19%

They will allow for more sustainable, suitable and
privacy-safe media buying

Do 31% 62% 8%

B Strongly agree B Agree ™ Neutral B Disagree Strongly disagree

Source: WFA survey on Gen Al and media. Base: 45 @



Over 1in 3 don’t know whether their media
agencies are using Gen Al on their behalf

Q: Are your media agencies using Gen Al on your behalf?

® | am certain they are using Gen Al Q: For what purposes?

“Media Mix modelling and planning,
m | am fairly sure they are using Gen Al

buying”

= Don’t know “Addressability”

_ . “Creative asset versioning, media buying
m | don’t think they are using Gen Al
optimisation”

| am certain they are not using Gen Al “Audience insights and channel mix

selection”

Source: WFA survey on Gen Al and media. Base: 45




Most believe search, display and social will be
most impacted

Q: To which extent do you believe the below media channels will be most impacted by Gen
Al?

Search 61% 36% 4%
Display
Social 14% 68% 14% O
Influencer marketing
Retail media

CTV/video

Traditional media (OOH, TV, etc)

29% 39% 29%

B Complete transformation B Significantimpact ™ Moderate impact ™ Minor impact No significant impact

Source: WFA survey on Gen Al and media. Base: 45 @



A majority believe Al search will result in a
decrease in organic traffic

35%

Q: What impact do you think Al-generated 1%
search will have on organic traffic to your
websites?
23%
12.00%
0%

A significant A minor No change A minorincrease A significant
decrease decrease increase
Source: WFA survey on Gen Al and media. Base: 45 @




65% of brands are reviewing or plan to review
SEO approach

Q): Is your organisation actively updating its SEO approach in response to Al-generated
search?

Yes, we have already made significant changes - 4%
Yes, we’re in the process of reviewing _ 27%
Not yet but we plan to 35%
No and no plans to 12%

Don’t know 23%

Source: WFA survey on Gen Al and media. Base: 45




1in 3 are adapting content on owned media
and collaborating with partners

Q: What changes have you made or are you exploring when it comes to your SEO
approach?

Adapting content on owned and operated media 29%

Working with partners to adapt SEO 29%

Improving structured data 18%

Working with tools that allow you to understand how

. 12%
your brand shows up in large language models

Optimising for voice search and conversational queries 6%

Source: WFA survey on Gen Al and media. Base: 45




Only a minority are testing ad placements in
Al-powered search engines

Q: Are you actively exploring or planning to

test ad placements in Al-powered search
engines (e.g. Perplexity Al)? :
mYes

® Not yet but we plan to
® No and no plans to

® Don’t know

Source: WFA survey on Gen Al and media. Base: 45




Brand misinformation and lack of transparency
greatest challenges to advertising in Al search

Q: How much of a challenge or barrier do you consider the following when it comes to
advertising in Al search?

Potential brand misinformation risks

Lack of transparency in how Al surfaces ads

Not enough inventory or scale yet 19% 37% 33% 1%

Consumer trust or confusion around what’s paid versus organic 21% 21% 39% 18% 0]
Limited measurement/attribution capabilities EEA 43% 43% 1%
Unclear effectiveness compared to traditional search ads X2 41% 41% 1%
B Very significant challenge B Significant challenge H Moderate challenge ® Minor challenge Not a challenge at all

Source: WFA survey on Gen Al and media. Base: 45 @



n of Advertisers

2502 57 40

twitter @wfamarketers
youtube.com/wfamarketers

linkedin.com/company/wfa

Competition 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. Itis obviously the policy of the WFA that it will not be used by any company to further any anti-competitive or collusive conduct, or
to engagein 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 the 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 attemptto 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 abona fide business or (c) 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.

Please note that the information included in this document is merely meant as suggestions or proposals. They are not binding in any way whatsoever and
members are free to depart from them.
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