
How Has AI Impacted  
the Future of Marketing?



2

AI (artificial intelligence) has become  
ubiquitous in the modern workplace. 

Almost everyone has seen the impact that AI is making in their industry; some 

have even felt threatened by AI’s growing power. The concern about human 

redundancy is fair, although we have a little time to go until we’re all replaced  

by robots! 

However, just as when automation took over in factories in the 80s and 90s, 

job roles adapted, and the need for high-skilled labour increased. 

We expect that the same thing will happen with AI – AI shouldn’t ever replace 

people. Instead, it should enable people to do their jobs better, more efficiently, 

freeing up time for more creative and people-focused tasks. 

So, it should come as no surprise to you that AI is dramatically reshaping the 

marketing landscape. 

In this guide, we’ll run through everything you need to know about AI in marketing 

– the good, the bad and the ugly. While AI is a fantastic tool, it does have its  

dark side, and if abused can result in poor marketing performance and search 

engine penalisation. 
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What is AI & how is it used in marketing?

AI, by definition, is “technology that mimics human 
intelligence.” It makes decisions, predicts trends and 
digests data. 

Over time, AI learns from its mistakes (using a process called “machine 

learning”), meaning that it’s constantly improving its skills and what it can do. 

 

There is a natural synergy between marketing  
and AI. In marketing:

	о There are many monotonous jobs (data analysis, etc)

	о Budgets are limited by available resources

	о Strategies are often comprehensive and time consuming

 

AI can:

	о Automate much of the monotony in marketing, freeing up time  

for marketers to be creative and strategic

	о Open up more budget. With AI, marketers are spending more time 

on strategy and less time on admin

	о Streamline the strategisation process, automating some of the basics

 

Some systems you already use may have AI implemented in them (Google 

Ads, for example). AI isn’t a new thing; you may have been using it for a while. 

AI is becoming indispensable for forward-thinking marketers,  

who often use AI to: 
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Deliver customer insights and data analysis

AI excels at processing vast amounts of data, allowing marketers to uncover patterns 

and insights that would be impossible to identify manually. 

Through machine learning algorithms, AI can analyse customer behaviour, purchase 

history, and online interactions to create detailed customer profiles. These insights 

help marketers understand audience preferences, predict future behaviour, and make 

data-driven decisions.

This is  

Dan he’s our 

real analyst

Dear <insert name here> our loyal customer

Personalise marketing efforts and supporting 
with targeting

Subject line

Personalisation has become a marketing necessity, and AI enables it on a 

massive scale. 

AI algorithms analyse individual user data, such as browsing history, purchase 

patterns, and social media activity, to tailor marketing messages and 

recommendations. 

This can lead to dynamic, one-on-one customer experiences, such as 

personalised email content, product recommendations, or targeted ads  

that are more likely to resonate with each unique customer.



5

Managing chatbots and virtual assistants

Chatbots and virtual assistants powered by AI are transforming customer service 

and engagement. 

These tools provide instant responses to customer queries and can handle a wide 

range of requests, from answering FAQs to assisting with purchases. By using NLP, 

these bots can understand and respond to customer queries in a conversational 

manner, providing 24/7 support and reducing wait times.

Predictive analytics

Predictive analytics uses historical data to forecast future outcomes. Ordinarily, this 

would have been a job handled manually which, as you might imagine, is incredibly 

time consuming. AI has made this job significantly quicker, automating it for marketing 

managers around the world.  

By analysing patterns in customer behaviour, predictive models can anticipate 

customer needs, identify the likelihood of conversions, and assess potential churn risks. 

This allows marketers to proactively engage customers who are likely to convert or 

retain those at risk of leaving, improving customer retention and ROI.

Hi! 

Would you like 
some assistance?

Show me aroundYes please!

Send



Content creation and optimisation

AI content tools are a contentious issue for many,  

with 63% of marketers predicting that most content 

in 2025 will come from generative AI. 

AI tools now assist with content creation, from generating  

ad copy to suggesting topics for blogs. 

Platforms like ChatGPT and other AI writers can create 

drafts for social media posts, product descriptions, or even 

entire articles. In addition, AI-driven content optimisation 

tools can analyse what types of content resonate most 

with a target audience, suggesting topics, formats, and 

keywords that are likely to perform well. 

While this enables marketers to produce content that aligns with audience interests, it 

should be used sparingly. AI content tools are a fantastic ideation tool, but Google are 

cracking down on low-quality AI content – it’s important that any content produced 

through an AI tool is assessed by a human before going live. Check for incorrect facts, 

odd verbiage and anything that doesn’t quite sound like a human has written it.

Remember: Google likes content that is written for humans 

first, algorithms second.
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Google likes content that is written for humans first

Of marketers 
predicting that 
most content 

in 2025 will 
come from 

generative AI. 

63%

https://www.wearecatalyst.co.uk/blog/how-is-google-combating-ai-content/
https://www.wearecatalyst.co.uk/blog/how-is-google-combating-ai-content/


Ad targeting and real-time bidding  
for PPC & digital ads

AI algorithms are commonly used to optimise digital advertising, ensuring that ads 

reach the right people at the right time. 

AI powers real-time bidding (RTB) systems, which allow advertisers to bid on ad space 

in real time, targeting specific audiences based on demographics, interests, and online 

behaviours. This not only maximises ad relevance but also helps control costs  

by focusing on high-value audience segments

Visual recognition and sentiment analysis

AI visual recognition technology allows marketers to analyse visual content shared  

by customers, such as images and videos, to understand brand sentiment and  

detect trends. 

Additionally, AI-based sentiment analysis can evaluate customer opinions expressed in 

text, whether on social media or through product reviews. This gives brands a real-time 

understanding of customer sentiment, allowing them to respond to positive feedback 

or address negative feedback promptly.

Email marketing automation 

AI is enhancing email marketing by automating and personalising email campaigns.  

AI tools can determine the optimal time to send emails, craft personalised subject 

lines, and segment email lists based on customer data. 

These optimisations lead to improved open rates, making email campaigns more 

effective at reaching and engaging target audiences.
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A/B testing and experimentation 

A/B testing works by comparing two (slightly different) versions of ads, emails or 

landing pages. Once you’ve set up your A/B tests, AI can pull together results for you 

to interpret. 

AI speeds up A/B testing processes by automatically analysing performance metrics 

and identifying the best-performing versions. 

By learning which versions perform better with different audience segments, AI-driven 

A/B testing helps marketers make data-backed adjustments to campaigns in real 

time, optimising engagement and conversion rates.

Of marketers believe AI can 
outperform humans in some ways70.6%

Voice and conversational AI

With the growing popularity of smart speakers and voice search, AI is enabling 

marketers to optimise for voice-based queries and create conversational experiences. 

Brands are increasingly using conversational AI to engage customers through  

voice-activated devices, allowing for seamless customer interaction via  

voice commands.
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By using AI, businesses and marketing teams can provide real-time, personalised 

experiences that resonate with customers.

As AI technology advances, we can expect to see even greater integration with 

predictive analytics and real-time customisation. The future of marketing will likely 

involve AI-generated content, hyper-personalised user experiences, and  

voice-activated services. In fact, we’re already seeing large software houses 

implementing AI over the last few years (think Google’s Gemini, or Breeze,  

HubSpot’s AI). 

How is AI affecting the marketing 
landscape?

Today, AI allows marketers to reach their audiences more precisely. Tools powered by 

AI analyse vast datasets to identify customer preferences and behaviours, enabling 

personalised ad targeting, improved customer segmentation, and enhanced customer 

service through chatbots and virtual assistants. 

Of marketers expect AI to greatly enhance 
marketing efforts50.6%
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As brands compete on delivering value, AI will continue to drive much  

of the personalisation and optimisation required to stand out.

However, this doesn’t necessarily mean doom and gloom for the average marketer, 

only that marketing roles will likely change significantly over the next ten years or 

so. Creative roles will still be incredibly important when guiding AI, while strategic 

marketing roles will be essential to ensure that marketing campaigns are functional 

and are resonating with the target audience. 

Yes, marketing is changing, but you’ll likely never be able to take the human fully 

out of the process!

AI
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What are the benefits of AI in marketing?

Efficiency and automation

AI can automate repetitive tasks like data analysis, email marketing, and ad bidding, 

cutting out a significant portion of the legwork. AI allows marketers to focus on 

strategy and creativity – it’s like having an assistant who can instantly access the 

information you need, or carry out standard practice optimisations.

Personalisation at scale

AI enables brands to create tailored experiences for each customer, improving 

engagement and loyalty. AI learns by analysing customer behaviour, delivering  

unique offers and content that resonates on a personal level.

Improved ROI

AI optimises ad spending by predicting which strategies and messages will perform 

best, thereby maximising return on investment.

Data-driven decision making

AI tools provide insights that help marketers understand what resonates with their 

audiences, enabling them to make data-backed decisions on campaigns and 

customer interactions.

Of marketers expect AI will soon be 
making high-level strategic decisions67.3%
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What are the downsides of AI in marketing?

Privacy concerns

AI relies heavily on data, raising concerns about user privacy and data protection. 

Striking a balance between personalisation and privacy will remain a key challenge.

Bias in algorithms

AI can inadvertently reinforce biases if algorithms are trained on biased data, which 

could lead to discriminatory or inappropriate marketing. Not only this, but AI has, on 

occasion, been proven to make facts up to fit its narrative. This is why it’s so important 

to double check any AI content!

High Costs and technical challengesHigh Costs and technical challenges

Implementing AI solutions requires significant investment and skilled personnel, which 

can be prohibitive for some companies. We expect that AI-specialist roles will start to 

become commonplace in the marketing sphere to help fill a new skill niche. 

Risks of over-reliance

When brands lean too heavily on AI, they may stifle creativity and miss out on the 

human touch that builds genuine connections with consumers. We’re already starting 

to see the impact of this, with some brands churning out large volumes of low-quality 

content using AI. 

Of marketers feel AI could 
jeopardise their employment59.8%
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Potential penalties

As mentioned earlier, Google and other search engines are cracking down on AI-first 

content. Google prefers content written by humans, for humans. Sure, you can use AI 

to help put content together, but don’t rely on it to write it all for you – Google doesn’t 

like this and may penalise your website on their search engine. 

Obvious content mistakes

AI can make mistakes, especially when it comes to AI-generated imagery.  

Out-of-place shapes, odd-looking hands, unrealistic textures and unnatural settings 

all contribute to some pretty obvious AI art, if you know what you’re looking for. 

Adobe Firefly 

making a 

genuine hand 

mistake



When should you use AI in marketing?
AI marketing is a fantastic resource when used correctly, however, as mentioned,  

it’s very easy to become over reliant on the AI programs you use. 

You should be using AI in marketing when you need to process large datasets, 

segment complex audiences, or deliver personalised experiences at scale. 

For instance, if your marketing goals involve reaching customers with highly tailored 

messages based on past behaviours, AI is a natural fit. AI can also help when you need 

real-time insights, as it can quickly analyse and respond to trends as they develop.

Essentially, our decision-making flowchart for when to use AI in marketing is this:

	о Will this job be much faster and more efficient with AI? If yes, use it!

	о Does using AI free me up for more creative/strategic jobs? If yes, use it!

	о Will my clients be frustrated if they knew I used AI to produce this content? If yes, 

avoid it!

	о Am I relying on AI to produce work that I’m not assessing myself? If yes, avoid it!

Generally speaking, AI still requires a human touch. Whether this will always be the 

case, we can’t tell, but for now, use AI sparingly if you’re unsure. 

Of marketers want AI to reduce 
time spent on repetitive tasks80%
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AI for content ideation

We’ve all done it – spent hours sitting in front of a blank page desperately trying  

to get the ball rolling. It’s not fun. 

AI is superb when it comes to content ideation – prompt it with some creative ideas 

and keywords, and watch as AI tools suggest content that will resonate with your 

target audience. 

Even if you just use AI to get the ideas flowing, it effectively eliminates the  

“blank page stare”, as we call it. We all know how difficult it is to get started when it 

comes to creating new ideas, so let AI support with this, while you focus on fleshing 

those ideas out. 
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Market research & data analysis

AI-powered analytics and market research tools are fantastic at crunching numbers, 

and gathering and interpreting data, however it’s important that you look beyond the 

numbers and consider context – this is something that AI often fails to do.

Human insights are required to actually understand the meaning behind the numbers:

	о Is a sudden spike of leads random, or is it a result of something you’ve changed?

	о If things have slowed down, what’s the root cause?

A healthy dose of scepticism and regular audits are necessary to ensure that AI-

generated insights are both relevant and correct. Remember: AI can sometimes make 

things up. Never create a report based on faith alone; you could end up spreading 

falsities and upsetting your audience.

With that said, here are some specific ways that AI can help support with market 

research and data analysis:

Here is your 
insight...
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Automated data collection

AI tools can automatically gather data from a variety  

of sources, including:

	о Customer surveys

	о Social media platforms

	о Website interactions

	о Purchase histories

Ordinarily, this work would have been resource intensive,  

involving a human manually going through everything.  

AI tools save time and eliminate human error, all while  

ensuring a continuous flow of new, relevant data. 

Customer behaviour analysis

AI is fantastic at analysing consumer behaviours at both an individual  

and aggregate level.

Individual level

Identify patterns in customer preferences, purchase frequency, and browsing habits. 

You can use this information to personalise offers (to the individual), anticipate 

customer needs, and optimise retention strategies.

Of marketers 
expect 

generative AI 
to eliminate 

busywork

71%



Aggregate trends

By examining broad datasets, AI tools reveal how groups of customers interact with 

products or respond to marketing campaigns, enabling you to adjust strategies for 

different audience segments.

Knowing both what’s happening at an individual level, and what the market is  

thinking as a whole allows you to make better business decisions, rather than  

shooting in the dark. 

Predictive analytics for better market research

Predictive analytics is one of those things that has ALWAYS been monotonous 

for marketers. 

It’s the process of examining historical data and forecasting future demand trends and 

customer behaviours. Ordinarily, it would be up to a member of your marketing team 

to do this, however, with AI, it can be completed almost instantaneously, anticipating 

seasonal demand fluctuations, identifying which customers are likely to churn and 

predicting marketing trends. 

This is one of the most powerful use cases of AI in marketing – there’s no excuse  

to skip your predictive analysis now!
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Competitor analysis

Rather than manually scanning competitor websites, socials and digital ads,  

why not let AI do it for you?

AI can collect valuable intelligence on competitors, including pricing, promotions  

and customer sentiment. This can help you identify how they’re performing and 

find opportunities for you to differentiate your offering in the market. 

Sentiment analysis

Again, another monotonous task that is now automated by AI, sentiment analysis  

uses natural language processing (NLP) to evaluate how your customers feel about 

your product. 

Usually, data is gathered from online reviews and social media comments,  

with data being categorised into one of three groups: positive, neutral or negative. 

This allows you to better understand customer opinions. Was your recent product 

launch actually a success? Does your ongoing support need improvement?

Sentiment analysis is crucial if you want to make better decisions. If you ignore what 

people are saying about your products/services, then, over time, your customers will 

go elsewhere. 
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How to get the most out of AI

If there is one thing we want to be a key takeaway from this guide, it’s this:

AI does not work well in silo. AI requires human intervention to deliver value. 

So, if you want to maximise the potential of AI tools in your marketing, always  

combine it with creative strategies and human oversight. 

Getting lazy is a recipe for disaster. 

It’s super easy to allow AI to take over and for you to just let it crack on. This is why we 

recommend starting small – use one or two AI tools in the beginning to avoid getting 

overwhelmed. Many businesses have started using ChatGPT, for example, which is a 

great entry point for anyone looking to use AI in marketing. 

Use it to create ideas, but double check everything to ensure it’s both correct  

and good. 

Not sure about whether you’re getting true value out of AI tools? 
Then it’s time to speak to the marketing experts…
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Birmingham office

Assay Studios, 

141 Newhall Street, 

Birmingham, B3 1SF

London office

Piano House,  

9 Brighton Terrace 

Brixton, London, SW9 8DJ

www.wearecatalyst.co.uk

0121 296 5272

Want to get the most out of AI?  
Speak to Catalyst. 
AI marketing is complex, and in some cases can make a task more complicated than it 

needs to be, defeating the point. 

For many organisations, AI is a trap – it can lead you down a path that will damage 

market trust in your brand. 

Used correctly, it can deliver some serious benefits, however you need the right 

expertise in your corner to get the most out of it. 

At Catalyst, we have a carefully curated team of digital marketing experts – we 

understand AI’s impact on marketing, and we know how to get the best value out of 

your chosen AI tools (we can also help you choose the right tools for your organisation, 

if you need). 

We’re here to help your brand thrive in an AI-driven world. As a strategic partner, we 

can offer both comprehensive marketing support (acting as your outsourced marketing 

department) or specific skillsets to fill in gaps that your internal marketing team have. 

Don’t fall behind. AI is here and it’s not going away. It’s our job to ensure you get a true 

ROI out of both your AI tools and your digital marketing.

Want to chat? 

Book a no-obligation call by clicking the link below.

Lets Talk

https://www.wearecatalyst.co.uk/contact/

