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The industry’s most comprehensive
and automated digital media platform.

Basis

Dashboard

LINE ITEM STATUSES

LINE ITEM COMMENTS

Lauren Johnson
CLETEHRBLGEGT Adjusted spend -
improvement.

Lauren Johnson
CIETERRBLGET Adjusted spend -
improvement.

Lauren Johnson
CLENERNBLLEGT Adjusted spend -
improvement.

Lauren Johnson

CLETERRLLGEGT Adjusted spend -

improvement.
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LINE ITEM PACING %

@ Under 90%
Over 110%
@ 90%-110%

PROPOSALS

North America

YouTube Management

AHA FY20 | Kids Heart Challenge
Centro LinkedIn

Centro Facebook

AHA FY20 Heart Walk
Centro LinkedIn

Centro Search Google

Centro Facebook

Sport Clips - 2020 Q2
Centro Facebook

LINE ITEM KPI PERFORMAN(

INSERTION ORDERS

TaxAct 2020 - Consume

YouTube Management
Tobacco Prevention - Y
TikTok

2020 Ad Serving Camp:
Turner Sl Digital

2020 IDEA Public Schoc

Chicago Tribune



VICE PRESIDENT EXECUTIVE VICE PRESIDENT
MEDIA INNOVATIONS & TECHNOLOGY INTEGRATED CLIENT SOLUTIONS




Al: Early Sighals & Projections

GEN Al COULD AUTOMATE 60-70% OF TIME SPENT ON KNOWLEDGE TASKS (McKinsey)
WORKERS WITH Al SKILLS COMMAND A 56% WAGE PREMIUM (PwcC)
IN SECTORS MOST EXPOSED TO Al, PRODUCTIVITY QUADRUPLED (PwC)
TECH MEGA GIANTS" Al AD TOOLS THREATEN AGENCIES (wsSJ)

WPP SLASHES 7,000 JOBS SURROUNDING AI/AUTOMATION FOCUS (ADWEEK)



Al has brought...

@ Extraordinary Transformation

A Operational Pressure

..... g@ Rising Client Expectations

@ Magnetic Energy




AN INDUSTRY SURVEY

We sought a pulse of the
advertising industry & Al use.
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How Marketers
are Using Al?



[0)
34.3% 33.6%

27.7%

How often do you
or your organization
use generative or
agentic Al tools? I
Not at all A little Sometimes Often Every day

1-2 times a month 1-2 times a week 3-4 times a week

© 2023 (202 respondents) (O 2024 (141 respondents) @ 2025 (140 respondents)

Basis




Ideation/brainstorming 79.3%

Research 76.4%

Drafting content/

creative _ 62.9%
processes
optimizing data  (JRNSNERENN - o
existng content NGNS > For what tvbes
Media buying strategy 27.1% yp

of tasks do you
use genAl?

Generating ad iterations/
creating personalized ads

26.4%

SEO optimization/
identifying keywords

26.4%

Producing images
and/or videos

25.0%




& Which of the following tools do you use
ChatGPT in your marketing/advertising work?

88.6%

Gemini '.3

45.0% Copilot
41.4%
* B
Claude o Fi
Midjourney .
17.9% Adobe Firefly
15.2% o Agentforce
14.1% Stable Diffusion
5.0%
‘ | 1.4%
|




Does your organization currently pay
for/subscribe to any premium Al tools?

— 65.7%

Yes 44.0%

IO 34-3%

56.0%
No °

@ 2025 (140 respondents) () 2024 (141 respondents)

Basis



Which of the following does your organization current use?

Amongst paid premium Al tools

G

ChatGPT
Pro
38.0% @
ChatGPT
31 55 ﬁ Copilot @
28.3%
ChatGPT X
Enterprise  Google AlPro Claude Fi B
19.6% 18.5% Pro Adobe Firefly  Midjourney
15.2% 14.1% 13.0% Agentforce

1 L

Basis



47.1%

Does your organization use
custom in-house Al solutions?

22.1%

No, we do not use any
custom in-house Al
solutions at this time

17.1%

No, but we are actively
exploring these solutions
and plan to implement them
within the next 12 months

Yes, we have built a
semi-custom model on
top of an existing LLM

11.4%
A
[ .
Yes, we have our Not sure

own custom LLM

‘Basig



Not at all

Minimal

32.1%

Somewhat

How central is first party data
to your organization’s current Al initiatives?

Extensive/
Foundational

Not sure

11.4%

34.3%

28.6%

We don’t use
first-party data

17.9%

7.9%

Limited and Sufficient,
fragmented but siloed
across teams

Extensive and Not sure
well-structured

Basis
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What part of the
digital marketing
process do you
expect to be most
impacted by Al?

P

Content
creation

Analysis

Creative
optimization

Media
buying

Design

Strategic
decision-making

30.0%

26.4%
11.3%

17.9%
9.9%

14.3%
8.5%

B 5o

4.3%

B 43

6.4%

57.4%

(O 2024 (141 respondents)

@ 2025 (140 respondents)

Basis



Is Al-generated content as good (or better than) your
organization’s current human-generated content?

S °5.0%
Yes 29.8%

29.7%

00, 75-0%

No 70.2%

I ¥ 4k, 70-3%

@ 2025 (140 respondents) () 2024 (141 respondents) ) 2023 (202 respondents)




Have you deprioritized SEO
as a result of Al's impact on search?
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Al in Marketing:
Impact on the Work
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Over the last year, do
you believe that Al has
made you more efficient
at your job?

47.9%

25.7%

13.5%

41.1%
25.5%
19.9% 18.6%
7.9%
No more Slightly Moderately
efficient more more
efficient efficient

Significantly
more efficient

Basis



Within the last 12 months, has your organization invested in new technology
to automate or streamline processes?

Yes

No ik, 36-4%

(140 respondents)

63.6%

Does your organization have plans to invest in new technology
to automate or streamline processes within the next 12 months?

“‘é&g

Yes

No T, 20.7%

(140 respondents)

79.3%
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How Marketers Feel

About Al in Advertising




What is your current attitude toward Al
in marketing and advertising?

59.7%

16.4%

16.4%
6.4%

[ i =
[

Excited Cautiously optimistic Skeptical Scared Over it




Best Practices: Putting Al to Work Now

STANDARDIZE Al IN DAILY WORKFLOWS
TRAIN TEAMS, NOT JUST TOOLS
CLEAN AND STRUCTURE YOUR FIRST PARTY DATA
ADAPT SEO AND CONTENT FOR AI-FIRST DISCOVERY
BUILD HUMAN + Al REVIEW LOOPS

PILOT Al AGENTS ON LOW-RISK CAMPAIGN TASKS



Download the full
Al Report
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and the Fuz‘ufe
of Mar/(et/ng

2025 EDITIONS 6 ¢

https://basis.com/AlReport2025



https://basis.com/reports/ai-and-the-future-of-marketing-2025
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