
The AI Revolution: Are 
Marketers Ready or 
Risking Irrelevance?

Justin Deaville & Giles Robertson



The AI Revolution: Are Marketeers Ready or Risking Irrelevance?



https://www.entrepreneur.com/science-technology/why-artificial-intelligence-is-revolutionizing-marketing/446087
https://blog.hubspot.com/marketing/how-ai-will-change-businesses
https://www.campaignlive.co.uk/article/ai-will-cause-creative-revolution-d-ad-festival-predicts/1822556


The AI Revolution: Are Marketeers Ready or Risking Irrelevance?

4

But here's where it gets interesting. Despite all the head nods and 

affirmations, most of us aren't loosening those purse strings. Our survey found 

that many respondents allocate a meagre portion (less than 10%) of their 

marketing budgets to AI technologies. 

The intrigue and enthusiasm are sky-high, but when it's time to backing it up 

with pounds and pence, we're holding back. 

Let's dig into why that might be.

The reluctance to act
So, we're keen on AI, but something's holding us back when it comes to 

parting with our cash. Is it just cold feet, or is there more to the story? 

Interestingly, our survey threw up a couple of important clues.

1. Ethics

One sticking point seems to be ethics. We’re not just talking about data privacy 

– it’s about using AI responsibly. A significant portion (81%) of respondents 

were at best “somewhat confident” in the ethical use of AI in marketing. It’s 

like we’re eager to dive in, but worried about the water’s depth.
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What proportion of your marketing budget do you anticipate 
allocating toward AI technologies in the next 12 months?
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One respondent suggested AI “is dangerous and has no 

regulation. Nobody can trust it.” While another felt “Copyright 

and ownership” would be a problem for their brand. A third 

commented, “In the near future I think we'll see a lot of  

scams/illegal activity”. Others mentioned bias - against minority 

groups and opinions.

And, on the flip side, “It is down to companies to show their ethics in their 

marketing, we are still beholden by advertising standards and GDPR”.

2. Lack of expertise

Another hiccup? Resources and know-how. Our survey revealed that a lack of 

in-house expertise and budget constraints are significant roadblocks. 17% of 

respondents have never used AI. And no one wants to venture into unknown 

territory without a map.

One respondent stated that “lack of knowledge” was the key factor preventing 

them from using AI. Another was concerned about “choosing between the 
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Marketers in motion: 
tried and tested tools
We largely believe AI will affect the way we work. 

While one respondent fears AI will “make marketing worse and worse”, others 

felt it “will give a good starting point for many elements of marketing but will 

always need human editing”. 

Some 24% of respondents feel AI will “greatly enhance productivity and 

efficiency”
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To what extent do you use AI in your marketing activities?
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It’s not all caution and hesitation – a decent chunk of marketers are dipping 

their toes in. They’re leveraging AI-powered tools for tasks ranging from 

customer segmentation to content personalisation, and are seeing results.
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Finding your fit: 
tools worth trying
Alright, let’s get down to the ‘how.’ 

If you’re looking to dip your toes into 
the sea of AI possibilities, the question 
isn’t just ‘should you?’ but ‘with what?’

Those who have taken the plunge 

are favouring certain tools. Their 

experiences could be your roadmap. 

If data's your game, you can't go 

wrong with AI-powered analytics. 

18% of respondents use AI-powered 

analytics tools like Google Analytics 

(GA4). They're popular for a reason—

insightful, powerful, and yep - they 

can make you look good. 

But don't just stop at data – consider 

customer engagement. Chatbots, 

CRM software, and marketing 

automation platforms like HubSpot 

are gaining momentum. If you're in 

the business of building relationships 

(and who isn't?), these tools are worth 

a spin.

From market research to optimising 

ad spend, there are options galore, 

and some tools are already proving to 

be effective. You can’t try everything, 

so it's about finding the right fit.

The survey results show a promising 

number of marketers are integrating 

AI into their day-to-day. 
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Others are using AI for brainstorming, workflow planning and research.

One respondent has used AI to rewrite all their internal processes. 

The most-mentioned tools are SemRush, Hootsuite, ChatGPT, and Grammarly. 
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Our respondents are using AI for:

Source: Receptional & University of Bedfordshire Business School

1. Creating content – text, 
video, and ad creative

4. Translating existing content 
into different languages

3. Writing code for 
websites and emails

2. Training

�ý��Â¦



For the creatives out there, image and video creation tools are turning heads. 

Marketers and their agencies can work at a scale and speed (and budget) that 

was never previously possible.

Here's the kicker—these tools are powerful, but they're not self-driving cars, 

they need a skilled hand at the wheel. One example: Hubspot reckons AI 

content is not complete enough to publish 96% of the time. So, consider 

involving an expert, whether it's for fine-tuning, or the initial setup and 

ongoing strategy. A little expert guidance can go a long way in turning 

potential into performance. 
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Our findings are supported by another recent study 

from SparkToro. The software firm classified 4,098 

ChatGPT prompts to show how the tool is being used 

by a broad cross-section of users. The tool is most 

often used for programming-related tasks, education, 

and content creation, which might be a useful prompt 

for how marketers can best use the tool effectively.

Source: SparkToro

AI content is not 
complete enough 
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