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1 Looking back, what stands out as the biggest disruption for
® marketers in 2025, both here in Aotearoa and globally?

Zania Guy

Absolutely Al. Most marketers are still putting their heads in the sand and pretending nothing has
changed. But it has. Al has already disrupted the day to day of marketing and the real disruption is
only just beginning. What we have seen in 2025 is just the warmup. The pace at which Al is
advancing is like nothing we have ever experienced before.

Jabs will change. Skill sets will change. The focus of marketing teams will change. And people who
cling to the old way of working will find themselves left behind very quickly. The disruption in 2026
will not be about Al replacing marketers. It will be about Al replacing the marketers who refuse to
evolve.

The exciting part is that Al gives marketers the chance to be more clever, work faster, and be more
creative and strategic than ever before. When you use Al properly, it strips away the busy work and

gives you the time and headspace to actually do high value marketing.

| am genuinely excited for what is coming. Al is not the end of marketing. It is the beginning of the
next chapter for marketers who are willing to learn, adapt and lean in.

Andrey Arestov

The standout disruption in 2025 has undoubtedly been the rapid, mainstream adoption of Al
There are very few people, marketers or customers, who aren't engaging with Al in some shape or
form. The scale of adoption now spans an enormous range of use cases, addressing challenges
across efficiency, creativity, customer experience, and operational optimisation.

Al'has become one of the most significant disruptors to both business processes and customer
experience. Al-fuelled CXis now richer, more dynamic, and more contextually aware. Traditional,
linear approaches to designing customer journeys are quickly becoming insufficient, as
customers expect experiences to adapt inreal time based on their signals and behaviours.



Adnan Khan

The biggest disruption wasn't a single technology or platform change, it was the Al
implementation crisis that separated early winners from the overwhelmed majority. While Al tools
became ubiquitous (76-88% of marketers now use them daily), only a low single-digit percentage
successfully scaled generative Al use cases according to McKinsey. This created a dramatic
productivity divide: marketing teams embracing Al strategically reported 449% higher
productivity and saved 11 hours per week, while those struggling with implementation watched
competitors pull ahead.

Platform enshittification accelerated alongside Al disruption, with content saturation reaching
critical mass as Al-generated material flooded feeds. Google's search monopoly dipped below
90% for the first time in a decade by January 2025. The traditional B2B playbook that worked for
years stopped generating results, forcing marketers to acknowledge that 6990 of searches now
end without a click, up from 569% in 2024. This shift from traffic-driven to visibility-driven metrics
fundamentally changed how success is measured.

Kiwi businesses showed 709% CEO reporting of Al efficiency improvements - dramatically

outpacing Australia's 429 - positioning early adopters to capture market share during 2026's
projected 2.7% GDP growth rebound.

Nicki Shirley

The biggest disruption in 2025 has been the shift from playing with Al tools to actually building
them into how marketing gets done. Marketers are maving past simple prompting and starting to
use Al to speed up work, cut costs, and make better decisions. In Aotearoa, this has been a game
changer for small teams trying to stretchresources. Globally, it is pushing everyone to rethink how
they work and what skills they need. The real disruption is not the tech itself, but learning how to
use it in a way that truly makes a difference.

Richard Conway

The birth of "Agentic Commerce" and the death of the traditional funnel have brought disruption
to businesses and marketers alike. At The Optimisers, we're seeing that the brands clinging to
traditional 'traffic' metrics are panicking, while thase optimising for LLM visibility and brand
authority are seeing a higher quality of lead, despite having fewer clicks and less website traffic.
The disruption is the total redefinition of a conversion and where it happens.

In 2025, one of the biggest disruptions wasn't just technology, it was the wake-up call that
constant learning and adaptation are now prerequisites for marketers at every level. The
marketers and organisations that embraced Al and innovation early have gained a competitive
edge, while those slow to move are feeling the gap. Overall, this year proved that embracing
change (rather than fearing it) is how we turn disruption into opportunity. 4



Andrew Hughes

2025 was the year Al truly reached mainstream adoption, not due to the massive amounts of hype,
but because it finally became useful. From my perspective, the two biggest areas of disruption
were creative production and SEQ. On the creative side, the explosion of Al-generated text-to-
video changed the game almost overnight. Teams were forced to rethink long-held production
workflows as new tools unlocked unprecedented creative velocity. Suddenly, it became possible
to test more concepts, more rapidly, as the race for higher engagement intensified across every
platform.

At the same time, SEO experienced one of the most dramatic shifts the industry has ever seen. As
ChatGPT usage grew at record pace and Google rolled out Al Overviews and Al Mode, organic
search traffic plummeted for many brands. This sparked urgency within the SEO community and a
rapid scramble to adapt to AEO/GEQ optimisation. Inresponse, we saw a surge of innovation: new
Al-driven workflows, content reinvention strategies, and experimental tactics designed to claw
back lost visibility. Watching this evolve inreal time was one of the most fascinating parts of the
year.

Beyond creative and SEO, marketers were hit with a cascade of other changes. We moved through
the Al'hype cycle, attended endless workshops to understand practical applications, and
overhauled internal processes to deliver on newly defined Al strategies. Al wasn't just a topic of
conversation...it was well and truly felt within the marketing industry this year.

Brad Guthrie

Looking back, the biggest disruption for marketers in 2025, both here in Aotearoa and globally,
has undoubtedly been the rapid rise of Al-powered creativity and automation. What began as
experimental tech quickly evolved into a core part of how we brainstorm, optimise, and
personalise campaigns. But rather than replacing marketers, Al has elevated our ability to
understand audiences and deliver standout work.

In Aotearoa, the shift has been exciting, albeit slower than in larger markets. Kiwi businesses have
taken a more cautious approach to adopting Al, but that's created a unique advantage: once they
step in, they move decisively, with clarity and purpose. As adoption grows, organisations are
discovering new ways to scale, compete, and unlock value from data that ance sat unused. If
anything, 2025 proved that disruption can be a powerful catalyst. Marketers are emerging more
creative, more strategic, and better equipped for what's next.



2 Traditional SEO has shifted again this year. What changed

® most in 2025, and what are two practical actions marketers
should take now to strengthen their SEO, GEO, or AEO
approach?

Adnan Khan

Traditional SEO didn't die in 2025, it evolved into something entirely different. Al Overviews
expanded to 13%+ of all searches. Organic click-through rates plummeted from 1.76% to 0.601%
when Al Overviews appeared - a 019 decline while paid CTR fell even harder at 68%. Major
publishers felt the impact viscerally, with HubSpot losing 70-80% of traffic oninformational
content, CNN down 27-38%, and some DMG Media properties declining nearly 90%.

Despite individual site traffic losses, Google still processes 9.1-13.6 billion searches daily in 2025,
up from 8.5billionin 2024. Total search volume continues growing even as individual visibility
fragments. This created the imperative for Generative Engine Optimisation (GEO) and Answer
Engine Optimisation (AEQ) strategies focused on being cited in Al-generated responses rather
than simply ranking for keywords. Princeton University research showed certain optimisation
practices increased citation likelihood by up to 40%, while success metrics shifted from clicks to
"generative appearance score" and "share of Al voice." Alternative search platforms exploded
faster than analysts predicted. ChatGPT Search reached 700 million weekly active users by
September 2025, representing 8x growth since October 2023, with the platform accounting for
77.97% of all Al referral traffic. Perplexity Al hit 780 million monthly queries and 153 million
monthly visitors, capturing 15.1% of global Al traffic despite being founded just three years ago.
These platforms show dramatically higher engagement than traditional search, with ChatGPT
visitors staying nearly 10 minutes per session and often converting at higher rates due to more
qualifiedintent.

Practical actions marketers must take immediately: First, audit Al visibility across ChatGPT,
Perplexity, Claude, and Google Al Mode by asking questions customers would ask and
documenting which sources get cited. Second, restructure content with 40-60 word direct
answers at the top, clear H2/H3 headings matching the content below, and FAQ sections with
schema markup. Third, focus on becoming quotable, include statistics, expert statements, and
concrete data points that Al engines want to cite. Fourth, build presence across all platforms
where audiences search: Reddit threads now rank for competitive keywords, YouTube videos
appear in Al summaries, and LinkedIn content gets cited for B2B queries. The traditional SEO
playbook of keywords and backlinks still matters, but citation-worthiness and multi-platform
visibility now determine success. As Neil Patel emphasised, companies must "do SEO for all
platforms, not just Google" - with users under 44 using an average of five platforms to search,
single-platform optimisation is professional suicide. 6



Richard Conway

Having been working in the SEO space since 2002, this year has panned out to be one of the most
exciting and profound changes our industry has seen. At the start of the year everyone was talking
about the death of SEQ (yet again!), now people in the industry understand that thisis an
evolution of SEO that presents new opportunities, especially for practitioners that have operated
with a long term perspective (white hat).

New tracking tools have emerged for LLMs (Large Language Models), however L Ms are
probabilistic (get a different outcome far each search) whereas traditional SEO is deterministic
(do asearch get anoutcome), so the tools are inherently flawed. That being said, the value inthe
tracking lies not in the accuracy, it lies in understanding trends, coupled with understanding user
behavior once they have reached your site via Al search.

Having analysed millions of New Zealand and Australian datapoints we have seen more thana
30% drop inwebsite referrals aver the past year. This matches the data of those | speak with in
the US and UK (which have had slightly bigger drops) and marries well with the rise in zero click
searches. As marketers, it is important to understand zero click marketing and the difficulty it
presents inrespect of attribution, but the opportunity it creates in respect of messaging and
brand building, Think content or creative 200 words or less, with a start, middle and an end that
provides value to your customers and your brand.

SEQ has often relied on backlinks as a strong method of influencing rankings. LLMs do not look at
links, they look at citations (mentions of your brand). Whilst links are still important; Google still
dominates search. Brand mentions / citations are the new backlinks and are important for any
search strategy going forward.

Traditional SEO practices (structured data, user focussed content (E-E-A-T) and technical SEO)
are fortunately the foundation of GEO / AEO. So if you have been doing SEO properly for the past
few years you will be well ahead in the Al Search game. Specific nuances are different but the
fundamentals remain the same.

Agentic Al and the ability for businesses to sell directly within places like Chat GPT show a
profound shift in the way a consumer engages with search. As marketers we are always trying to
improve personalisation and reduce friction. When someane can take action within one platform
whist having a seamless experience with a brand, the way we shop will change forever.

The best SEOs see this and are already looking at ways to help people leverage this. | have a
mastermind group of marketers | respect in the US, fartunately for us Kiwis we usually get to see
our future by looking at what happens in the US first. Looking forward to 2026 - such huge
opportunities in the Al search space! 7



Andrew Hughes

2025 marked the shift from traditional SEO to answer-based optimisation. With Al Overviews, Al
Mode, and rising ChatGPT use, discovery increasingly happens before search results, making
trustworthiness the new battleground.

A few thoughts onwhere to start:

1. Track your Al visibility
You need visibility onyour current performance. Understand how often you appear in Al-
generated answers and how you compare to competitors. From there you can plot a way forward.

2. Use Al workflows to scale and improve your existing content

Slightly more advanced but worth investigating if you're losing significant amounts of traffic. You
can automate Al workflows for systematised content structuring, rewrites, gap analysis, and
optimisation so you can improve content quality at scale and increase your chances of being
surfaced. It's like a digital content conveyer belt and pretty mind blowing when executed correctly.

3. Stay grounded: Google Search still delivers far more volume than GenAl.
Alis growing fast, but traditional search remains the primary channel of opportunity (for now at
least).

4. Avoid shortcuts: E-E-A-T is still the north star

Don't take the bait, or fall for hacky AEO tricks. Long-term visibility and growth across both SEO &
AEO will come from quality content and brands that demonstrate expertise, experience, authority,
and trustworthiness.



Brad Guthrie

Traditional SEO shifted massively in 2025 as search behaviour continued moving beyond the
classic 10 blue links! The biggest change has been the rise of Al-powered answer engines, both
within Google's ecosystem and across independent platforms, where users expect instant,
conversational responses rather than long browsing sessions. Search has become more
multimodal, more localised, and far more intent-driven, requiring marketers to structure content
for clarity, context, and credibility.

To strengthen SEQ, GEO, or AEO right now, marketers should focus on two practical actions. First,
double down on structured content. This means creating pages that clearly answer questions,
surface key facts early, and use schema markup to help Al systems understand and trust your
information. Second, invest in brand signals. With Al curating more of the journey, authority
matters more than ever, so buildreviews, citations, expert content, and consistent local listings to
reinforce legitimacy.

Thase who optimise for bath humans and machines will stay ahead as search continues to evolve.
And don't write Google off just yet!

3 What genuinely caught you off guard in 2025?
® \What did you not see coming?

Zania Guy

Probably the rise of everywhere search and the need for everywhere optimisation.

People don't just look on Google anymore. They search on TikTok, on Instagram, through
influencers, in group chats, and by asking friends. The way we look for information and validation
has completely shifted.

Social used to be anice-to-have. In 2026, it's critical to be visible where people already spend
their time. And now that Google is surfacing social content directly in search results, it matters
even more that you show up there.

To succeed in 2026, you need to keep pace with how fast digital and social are evolving. They are
now major contributors to business success, not supporting acts.

Add Al into the mix and it gets even more interesting. Al is an incredibly powerful tool - but there's
afine balance between staying the course and missing the iceberg because we refused to adapt.

9



Andrey Arestov

The sheer speed of Al adoption among everyday consumers. The pace at which people have
normalised Al-supported decision-making from shopping to finances to entertainment has been
moving at a speed of light.

Adnan Khan

The speed of social media's organic reach collapse exceeded even pessimistic forecasts.
Facebook's arganic reach fell to 5.9% of followers (some studies showing 2.6%), while Instagram
engagement rates dropped 28% year-aver-year from 0.70% to 0.50%.

Consumer behavior paradoxes defied conventional wisdom. Despite the "shrinking attention
span” narrative, Gen Z watches 179 more long-form video (10+ minutes) than the average
consumer. The "treatonomics" trend persisted with 36% willing to go into short-term debt for
enjoyment purchases despite economic pressures revealing that consumers strategically allocate
spending toward experiences that matter rather than cutting all discretionary purchases. Mast
surprisingly, 729 of consumers planning to use GenAl-powered search for shopping reported it
warked better than traditional search, suggesting adoption curves moved faster than
infrastructure readiness.

The replacement of the "era of less" with an "era of productivity" arrived ahead of schedule. CMOs
faced mounting pressure to prove ROl (with 55% of campaigns failing to justify investments
according to Gartner), yet simultaneously saw their remit expand beyond brand-building to
growth architecture, revenue responsibility, and even CEQ pipeline acceleration. This dual
pressure, do more with less while proving every dollar, forced radical efficiency gains that Almade
possible but cultural change made painful.

Richard Conway

How fast agentic Al is coming,. Every week we see new tools, updates and changes in the
ecosystem. Will LLMs dynamically generate your brand experience within their ecosystem? Make
purchases and even complaints? Interesting times.

10



Andrew Hughes

Google went from being on defense to firmly back on offense this year. At the start of 2025, most
people assumed ChatGPT had all the momentum and Google would be scrambling to catch up. But
the speed and scale of Google's response surprised everyone. Their pivot from areactive stance
toanaggressive product and platform rollout was more impressive than expected.

We saw this in how quickly they deployed Al Overviews, Al Made, Search Max, Nano Banana and
Gemini 3 across their ecosystem. But more importantly, they managed to do it while stabilising
advertiser confidence and protecting the commercial engine behind Search. The real proof was in
their quarterly earnings: their first-ever $100B quarter, followed by a surge in stock price. That
kind of performance, at that kind of scale, sent a very strong message to the market: Google is not
just surviving the Al disruption, it's capitalising on it.

Heading into 2026, Google feels far from the company that was "on the back foot”

Brad Guthrie

One of the most exciting shifts in 2025 has been the arrival of Instant Checkout inside Al
assistants like ChatGPT, Google's AlMode, and Perplexity. For the first time, the search journey,
product discovery, and purchase can all happen within a single conversational interface. Instead of
clicking through multiple pages or forms, users can simply ask, compare options, and buy,
instantly.

For marketers, this is agame-changer. It shortens the funnel, reduces friction, and turns Al from an
information tool into a fully-fledged commerce channel. The biggest opportunity is that intent is
clearer and more actionable than ever: when a customer asks an Al to recommend a service, book
an appointment, or buy a product, they're already close to conversion.

The marketers who win will be those who optimise their product data, pricing clarity, and trust
signals specifically for Al environments SGO (Search Graph Optimisation). By making it easy for
assistants to understand, recommend, and transact, brands can tap into one of the most powerful
new revenue channels of the decade.

11



As we head into 2026, what should marketers be doing to
® cnsure they don't get left behind?

4

Rachel Crockett

Marketers need to prioritise creative that's built for how people actually consume content today.
That means embracing lo-fi, native storytelling, tapping into real communities, and showing up
withideas that feel made for each platform. The brands that won't get left behind are those
constantly testing formats, iterating quickly, and letting culture shape their creative rather than
the other way around.

Andrey Arestov

Marketers need to move away from a linear, static mind set or approach when it comes down to
customer experience, which relies on narrow sets of metrics and delayed insights. The future lies
in dynamic, adaptive experiences underpinned by real-time contextual signals.

There is no single blueprint, but the foundations are clear:
« Listendeeply to your customers,
« [Focus onprogressive profiling,
« Leverage your Customer Data Platform effectively,
« Strengthenyour first-party data strategy, and
« [Focuson leveraging Al capabilities that can scale.
« The'happy path’is no longer linear. Modern CXis fluid, omni-channel, and dynamically
responsive powered by your first-party data and Al maturity.

Richard Conway

Play with the technology and tools. If you've never heard of N8N, Nano Banana or created a
custom GPT you are already behind the times. Those that experiment and have a passion for the
technologies will win out.

12



Zania Guy

As we head into 2026, the marketers who will not get left behind are the ones who accept that the
game has changed.

Search is everywhere now. People do not just ask Google. They look on TikTok, Instagram, YouTube,
Reddit, Al tools, influencers, friends, and even comments sections. Visibility across platforms is
no longer optional. It is survival. And with Google now placing social content and Al generated
answers at the top of searchresults, brands that keep doing things the way they have always done
them will fall behind fast.

But being everywhere is not enough. You need strategy.
Where are younow? Where do you need to be? And how will you get there in a way that drives
measurable business impact, not just activity.

Measurement needs a mindset shift. Incrementality matters more than attribution. It is not about
who gets the credit. It is about what drives the sales.

Then there is creative. Creative is the new targeting. The Albehind the ad platforms is now
smarter than any media buyer. The way to win is not micromanaging audiences. It is giving the
platforms the right creative for every stage of the funnel. Awareness creative, trust building
creative and hard hitting performance creative. The platforms will serve different creative to
different people based onwho is most likely to convert.

And the objective you choose matters. If you want sales, choose sales. If you choose traffic, you
will get clicks, but not necessarily buyers.

If your marketing plan for 2026 looks like your plan for 2023, you are already behind.

The brands that win in 2026 will:

« Show up where people are actually searching

« Power their strategy with first-party data wherever possible, because it is liquid gold in a
world where attribution is messy

« Build creative for every stage of the customer journey

« Letthe platforms do what they are now smarter at than us

« Use Alto accelerate progress and decision making

« Thefuture belongs to marketers who combine human insight with machine intelligence, not
one or the other.

13



Adnan Khan

Marketers entering 2026 without a functional first-party data strategy face existential risk.
Despite Google's July 2024 reversal on third-party cookie deprecation, 47% of the open internet
remains un-addressable by traditional trackers due to Safari, Firefox, and consumer privacy
settings. The winning move involves deploying robust Customer Data Platforms to unify data from
multiple touchpaints, implementing progressive profiling to gradually collect information, and
building value exchange propositions that make consumers want to share data. Research shows
849% of consumers willing to share information when they understand what and why -
transparency converts skepticism into partnership.

Al literacy must evolve from basic tool usage to strategic implementation across the full
marketing stack. The 17% of marketers who received comprehensive Al training showed 43%
higher success rates than their untrained peers, yet this massive skills gap persists. Facus training
on three layers: tactical (prompt engineering, Al-assisted content creation), strategic (Al-powered
personalisation, predictive analytics), and ethical (governance framewaorks, bias detection).
Organisations should create structured competency pathways transitioning traditional roles to
Al-augmented ones, because as the data proves, your job won't be taken by Al - it'll be taken by
someone who knows how to use Al effectively.

Measurement must shift from vanity metrics to business impact with obsessive focus on
incrementality rather than attribution. Traditional last-click attribution models undervalue
channels like TikTak by as much as 10.7x according to Marketing Mix Modeling research. The
winning approach involves tracking pipeline velocity, customer lifetime value, and sales-qualified
opportunities alongside traditional metrics, while using controlled experiments to understand
true causal impact. Marketing Week As multiple CMOs noted, "ROAS is a four-letter word" that lies
about incrementality success requires sophisticated modeling that proves marketing's
contribution to business outcomes, not just correlated activity.

For N/ marketers specifically, prioritising video-first content strategy addresses the market's
highest engagement formats (TikTok 5.53%, Instagram Reels 4.369%, YouTube Shorts 3.80%)
while authentic, "lo-fi" content resonates more strongly than high production values with Kiwi
audiences. Optimise for "search everywhere" including TikTok and You Tube search.

14



Andrew Hughes

Be adaptable, stay hungry, and maintain a growth mindset. The shift to Al-led marketing isn't just
about new tooling, it's a change to how we think about our work. The people who will thrive in 2026
are the ones who stay curious, keep learning, and embrace change rather thanresist it.

Marketers need to stay informed, get hands on, and be willing to test Al tools rather than wait for
industry guidance and case studies. Marketers who lean in early will understand the strengths and
limits of these platforms and get an early mover advantage.

Also look for scalable ways to improve your productivity. Al workflows help automate repetitive
tasks, so you can spend more time on high impact strategic work. The marketers who adopt this
approach deliver more value to their stakeholders, can move faster, and elevate the quality of

their work.

In 2026, adaptability, curiosity, and a bias for action are what will set you apart.

Brad Guthrie

As we head into 2020, the biggest priority for marketers is staying adaptable. The pace of change
isn't slowing, especially with Al accelerating everything from campaign production to customer
journeys. Marketers don't need to master every tool, but they do need to build confidence in using
Al to experiment, analyse, and create faster than ever before. The brands that thrive will be the
anes combining human insight with Al-enabled execution.

A practical starting point is to upskill your team. Make Al literacy a core competency, whether
that's prompt-crafting, automation workflows, or understanding how answer engines influence
visibility. At the same time, invest in your data foundations. Clean, structured, privacy-safe data is
becoming the fuel that powers everything from personalisation to conversational commerce.

Finally, keep testing. New surfaces, new ad formats, new Al-driven placements, 2026 will reward

those who move early, learn quickly, and optimise relentlessly. The marketers who stay curious
rather than cautious won't just keep up, they'll lead.

15



How important do you think ongoing learning and
5. professional development is for people, especially with the
pace of change?

Zania Guy

Ongoing learning is everything. The pace of change in marketing is not slowing down, it is speeding
up. To succeed you have to constantly learn. Every day, every week and every year | am learning and
relearning new skills. Nothing stays still in our industry. The platforms evolve. The consumer
behaviour evolves. The technology evalves.

One of the most important skills for 2026 is not a specific technical skill. It is the willingness to
learn new things and to acknowledge that the pace of change is meteoric. The people who win will
be the ones wha stay curious and keep adapting. The people who get left behind will be the ones

who assume they already know it.

Being a student of marketing for life is now a competitive advantage.

Andrey Arestov

Ongoing learning, both professional and personal, is essential for setting teams up for success. It's
not just about racing to keep pace with new platforms or technical tools, there are over 15,000
martech solutions avilble for marketers to explore. The real priarity is understanding the rapid
shift in customer expectations and evolving from a traditional, linear view of CX to an adaptive
ane. Development efforts should centre on understanding customer behaviour, data literacy,
experimentation, and Al-augmented decision-making.

Nicki Shirley

| think it must be hard to know where to invest in learning when everything is changing so rapidly.
What you learn today could be obsolete tomorrow. However, | think that having a solid
understanding of marketing foundations is still key. The technology may change, but human
behaviour and the way that people make purchasing decisions will always remain the same.

16



Andrew Hughes

| think ongoing learning has become absolutely essential, not a nice-to-have but a core
requirement for anyone who wants to stay relevant. The pace of change we have experienced over
the last 12 to 18 months has been unlike anything in recent memory.

In this environment, the biggest differentiator is adaptability. The people who invest in continuous
learning, who stay curious, and who actively build new capabilities are the ones who keep
progressing.

Ultimately, ongoing learning is about staying future-proof. It keeps you sharp, employable, and
prepared for opportunities that have not even emerged vet. In a market moving this fast, the
people who see learning as a way to stockpile new skills, rather than something to fit in when there
is time, will be the leaders of tomorrow.

Brad Guthrie

Ongoing learning and professional development has never been more important than it is taday.
With the pace of change accelerating, especially in Al, automation, and digital channels, skills have
a shorter shelf life, and the people who stay curious are the ones who stay ahead. Continuous
learning isn't just about keeping up; it's about unlocking new opportunities, seeing trends earlier,
and being able to adapt with confidence rather than fear.

Inour industry, the tools evolve fast, but the mindset matters even more. Marketers who build a
habit of experimenting, exploring new platforms, and understanding emerging consumer
behaviours will naturally thrive as the environment shifts. Professional development also creates
resilience: when change hits, thase who invest in their growth feel empowered, not overwhelmed.

17



How has the rapid take-up of Al tools changed day-to-day
@ marketing work this year? And what's your favourite new Al
tool that you recommend marketers jump on?

Zania Guy

| experiment with a lot of tools. For image creation | am loving Nano Banana at the moment. For

video | cannot wait to do more with Sora. Midjourney is still incredible for concepting and visual
inspiration. And ChatGPT is the tool | use constantly for thinking, planning and refining ideas. In

the day to day, the apps | reach for the most are Instagram's Edits app and CapCut because they
make fast video editing so easy.

Andrey Arestov

Alis now embedded in everyday marketing workflows. Campaigns can be produced faster, more
efficiently, and with far greater personalisation. Tasks that previously required heavy IT or
developer involverment can now be completed in minutes by marketers themselves.

Al tools have accelerated ideation, prototyping, and execution. Capabilities like “vibe coding” allow

marketers to create and iterate on experiences without deep technical expertise. This
empowerment has significantly shortened time-to-market and flattens teams structure.

Brad Guthrie

The rapid take-up of Al tools in 2025 has completely reshaped day-to-day marketing work. Tasks
that used to take hours, like research, drafting content, building audiences, or analysing
perfaormance, can now be done in minutes, freeing marketers to focus on strategy, creativity, and
experimentation. Instead of juggling dozens of manual processes, teams are leaning into Al to
automate the repetitive parts of the job while elevating the quality and speed of their outputs.
The shift has made marketing more agile, more insight-driven, and far more fun.

As for standout tools, my favourite this year has been Instant Checkout inside Al assistants like
ChatGPT, Google's AlMade, and Perplexity. It's a genuine breakthrough: users can discover,
compare, and purchase products or services without ever leaving the conversation. For marketers,
that means shorter funnels, higher intent, and an entirely new conversion platform to optimise for.
Any brand that sells online should start experimenting with it now, because conversational
commerce is quickly becoming the next big frontier. 18



Adnan Khan

The marketing workday in 2025 looks fundamentally different than twelve months ago, with 75%
of staff effort shifted from production to strategy as Al automated routine tasks. Marketers using
Al tools report creating content 939% faster, with the technology generating 10,000 words in a
single session when needed. The average time savings of 11 hours per week per marketer freed
bandwidth for higher-value activities: strategic planning, creative direction, relationship building,
and business model innovation that Al can't replicate. Organisations achieved 449% higher
productivity by treating Al as an amplifier of human capability rather than a replacement.

ChatGPT dominates the landscape with 90% usage among marketers, processing 700 million
weekly queries by September 2025. Google Gemini captured 519 adoption while Claude reached
33% usage, but ChatGPT's first-mover advantage and superior user experience cemented its
position. For content creation and automation, Jasper.ai provides real-time adaptation, Descript
enables 130% more video production in 27% less time, Inc and OpusClip converts long-form video
to social clips for its 12 million+ users. Gumloop and n8n emerged as the automation connector of
choice for companies like Webflow, Instacart, and Shopify, linking LLMs directly to marketing
workflows.

Marketing automation reached unprecedented sophistication through agentic Al systems that
handle autonomous multi-step workflows. HubSpot's Breeze Journey Automation agent led
enterprise adoption, while 90% of Iterable customers now leverage Al agents for campaign
orchestration. The breakthrough came from Model Context Protocol (MCP) - released by
Anthropic in late 2024 which created a universal standard for Al systems to connect with data
sources and tools. Think of it as "USB-C for Al marketing stacks," enabling one protocol to connect
any Al tool to any data source without custom integrations. Organisations using MCP-enabled
platforms reported launching Al-powered campaigns bx faster than traditional integration
approaches.

Customer Data Platforms evolved into Al-native systems with real-time activation. Tealium and
Segment by Twilio deliver predictive personalisation, identity resolution that cleanses duplicate
data, and automated segmentation by behavior patterns without manual rules. The shift to
composable, warehouse-native architectures built on Snowflake and Databricks gained traction,
offering zero-copy activation where data stays in the warehouse rather than moving to separate
CDP systems. This architectural evolution enabled 84% of organisations leveraging real-time
CDP activation for immediate response ta customer signals.

The emergence of Retrieval Augmented Generation (RAG) solved the hallucination problem by
grounding Alrespanses in current, proprietary company data. The RAG market reached $1.94
billion in 2025 with projections of $9.86 billion by 2030, driven by use cases in enhanced customer
intelligence, content marketing with company-specific knowledge, and personalisation engines

that retrieve individual preferences and purchase history. 19



Financial firms using RAG generated market reports 60% faster by retrieving live data, while
healthcare applications reduced diagnostic errors by 15% through context-aware responses
grounded in documentation.

For NZ marketers specifically, 70% of businesses using Al-driven marketing reported 5-10 hour
weekly time savings, enabling smaller teams to compete with larger operations. The equalising
effect of Al tools proved particularly valuable givenNZ's small talent pool and geographic
isolation from major markets. Local businesses implementing chatbots handled 60%+ of initial
customer inquiries autonomously while maintaining the authentic, personal touch Kiwi consumers
expect through intelligent human handoff for complex issues.

Andrew Hughes

| really like Airops which offers workflow automation, specifically designed for content and SEO.

7 What shifts have you seen in consumer behaviour in 2025,
® especially in the New Zealand market?

Zania Guy

TikTok is still an untapped opportunity for brands. Very cost efficient and loads of room for brands
to bereally successful. The biggest thing to remember is that even though Facebook is nat coal...
it is the largest driver of sales for many brands... Instagram will also drive sales but don't write off
Facebook. Use all the surfaces inMeta - don't pick the ones you think will work best. Also, there is
a lot of talk about how Al search is taking over Google - it's not... not yet. The early adopters are
using Al to search, but Google is still by far the biggest search player in the market and still a
critical channel for success in 2026.

Richard Conway

We get regular leads from companies that have found us through Chat GPT (mainly).
This didn't happen in 2024!
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Andrey Arestov

New Zealand consumers have become far more comfortable with Al-assisted decision-making
and expect brands to match that intelligence. Convenience, personal relevance, and transparency
have become non-negotiable. There is also arise in privacy-conscious behaviour, Kiwis expect
brands to use their dataresponsibly and clearly articulate the value exchange.

Additionally, local consumers are displaying stronger loyalty to brands that demonstrate cultural
awareness, sustainability commitments, and genuine community connection.

Brad Guthrie

Consumer behaviour in 2025 has shifted mare than any year in recent memory, and the New
/ealand market reflects those changes in a uniquely Kiwi way. The biggest trend has been therise
of "friction-free expectation’ people want answers faster, purchases simpler, and experiences
more intuitive. With Al assistants such as ChatGPT and Googles Al overviews and Al mode now
part of everyday life, consumers aren't browsing as much; theyre asking, deciding, and actingin a
much shorter window. That shift has raised the bar for brands to be visible, trustworthy, and
instantly useful across not just Google but also ChatGPT and other LLM platforms.

8 What channels or formats surprised you by performing
® petter (or worse) than expected?

Zania Guy

TikTok has performed way better than | expected for ads and driving qualified traffic. Metais a
workhorse. Google is still critical.

Andrey Arestov

Surprisingly traditional channels still play their rale in contributing to the business success.
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Brad Guthrie

One of the biggest surprises in 2025 has been how strongly Google has held onto, and even grown
its market share despite the explosion of Al search alternatives. Many expected traditional search
behaviour to drop, but instead Google doubled down with Al Overviews, better multimodal
answers, and tighter integration across Google Ads, Maps, YouTube, and its new AlMode. The
result? Advertisers are seeing renewed value, particularly in high-intent queries and localised
searches, where Google continues to outperfarm.

On the flip side, some social channels under-delivered compared to the hype. Al-generated
content saturation made it harder for organic reach to cut through, and paid performance became
more volatile as algorithms constantly recalibrated. Meanwhile, long-form content often
predicted to decline surprisingly bounced back when paired with structured data and clear
expertise, especially in niches where trust and depth matter.

Overall, Google's resilience has been the standout story. While new Al platforms are gaining

traction, Google's ability to evolve without losing its core strengths has made it one of the most
reliable and high-performing channels of the year.

What's one trend in 2025 you think is overhyped, and one
® that deserves more attention?

Zania Guy

Overhyped trend: Vanity metrics! Tracking the metrics that doesn't necessarily translate into
business revenue: they may look nice but they really aren't the ones that matter e.g. follower
count, impressions. More attention should be focused on: Ensuring all your marketing channels
are working together in a cohesive integrated way and that they set up optimally to talk to each
otherinreal time, e.g. Shopify talking to Meta, TikTok and Klaviyo. That's when the real magic
happens when everything is working together and you're employing the Al capabilities of all these
platforms to make your marketing smarter and work harder.
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Andrey Arestov

The belief that Al alone can solve strategic challenges. Many organisations still underestimate the
importance of data quality, customer understanding, and organisational maturity. Al isn't a silver
bullet, it amplifies whatever foundation you have, good or bad. Remember, good grounding and
proper prompting produce solid outputs.

Richard Conway

Overhyped - tools to generate content at scale. No heart, soul or personality. More attention -
N8N and automated workflows.

Brad Guthrie

One of the most overhyped trends of 2025 was the predicted "demise of Google! For months, the
narrative was that Al assistants and answer engines would quickly replace traditional search. But
the reality couldn't be more different. Google not only maintained its dominance, it grew. With Al
Overviews, AlMode, and deeper integration across Maps, Shopping, and YouTube, Google proved
once again that it adapts faster than peaple give it credit for. The idea that Google would fade was
entertaining, but ultimately far from true.

The trend that deserves far more attention is Instant Checkout inside platforms like ChatGPT and
Google's Al ecosystem. This is a genuine paradigm shift: consumers can now discover, evaluate,
and purchase products without ever leaving the conversation. It fundamentally reshapes funnels,
customer journeys, and the role of searchitself. It also raises big questions about the future of
aggregators, especially when we've already seen platforms like The Market (from The Warehouse
Group) struggle or disappear.

Instant, Al-driven commerce is the sleeper trend of 2025, and it's only just getting started. Watch
this space!!
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What are key marketing skills you think every team needs in
I o. 20267 Are you starting to see marketing teams structured
differently?

Zania Guy

One of the key marketing skills every team needs in 2020 is strong data literacy. Teams need to be
able to interpret and leverage data effectively, not just report on it. When marketers understand
what the numbers actually mean, they make smarter decisions and bridge the gap between
creativity and insight. It is no longer creative versus data. It is creative powered by data.

| am also seeing marketing teams structured differently. The days of siloed channels and everyone
working in their own corner are fading. The teams that are performing best are the ones that blend
skills. Creative thinkers who understand perfarmance. Strategists who understand platforms.
Performance marketers who understand brand and storytelling. The modern marketing team
looks more like a collaborative unit rather than isolatedroles.

And the real shift is that every marketer now needs a level of fluency in digital, social and Al. Not to
be an expert in everything, but to be capable of using these tools confidently and understanding

how they influence results.

The teams that winin 2026 will be the ones who bring together data, creativity, technology and
commercial thinking, rather than treating them as separate disciplines.

Andrey Arestov

Every marketing team in 2026 needs strong capability in Al governance, data literacy,
experimentation, content automation, and adaptive CX design. The rise of Al-native roles is
becoming more common.

Teams are shifting from function-based structures to more integrated pods organised around
customer journeys and outcomes.
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Richard Conway

Curiosity, authenticity, storytelling along with a passion for data and Al. Yep - less grunt work being
done by people allowing them to focus on the real work.

Brad Guthrie

In 20206, the most important marketing skills fall into three connected buckets: Al literacy,
strategic thinking, and creative problem-solving. Every marketer now needs a baseline
understanding of how Al tools work, how to brief them, and how to integrate them into daily
workflows. But technical skill alone isn't enough, teams also need people who can think
strategically, translate insights into action, and bring fresh creative energy that Al can't replicate.
Data storytelling, experimentation, and an understanding of customer psychology are becoming
core competencies rather than nice-to-haves.

Roles are becoming mare hybrid, with fewer deep silos and mare cross-functional contributors
who can move between strategy, content, automation, and analytics. Many teams now have an Al
lead or "automation champion’ responsible for maintaining workflows and upskilling athers.
Instead of hiring for narrow specialisations, organisations are increasingly looking for adaptable,
Al-enabled marketers who learn fast and collaborate well.

The teams built around flexibility, not rigid job descriptions, are the ones best pasitioned for 2026
and beyond.

What role has data privacy and regulation played this year,
11 ® and how should marketers respond? (NZ is tightening its
stance and often follows global shifts.)

Andrey Arestov

With New Zealand tightening its stance and aligning more closely with global standards, privacy
has become a core part of brand trust. Customers expect transparency and meaningful value
exchange, and regulators expect stronger controls around data usage, especially with Al.

Marketers should respond by strengthening first-party data strategies, implementing clear
governance frameworks, and ensuring Al models operate in a compliant, explainable way. o5
Marketers need to collborate more closesly with data, technology teams.



Brad Guthrie

Data privacy and regulation played a bigger role this year, especially with New Zealand tightening
its stance and closely following global trends like Australia. Consumers expect transparency, and
regulators now expect accountability. For marketers, the response is clear: move toward privacy-
first data practices. That means collecting less but higher-quality data, being upfront about how
it's used, and relying more on first-party insights and consent-based tracking,

From a NZ perspective, what have been the biggest
l 2. opportunities or challenges for local brands competing on a
global playing field?

Rachel Crockett

The biggest opportunity for local brands on the global stage has been the ability to punch above
their weight by leaning into what makes Kiwi creativity unigue - authenticity, simplicity, and a
strong sense of community. Platforms like TikTok have levelled the playing field, meaning small
local brands can go global overnight with the right idea or creator partnership.

The challenge is scale: NZ brands often operate with lean teams and limited budgets, so
competing with global players requires sharper creative, smarter targeting, and a willingness to
testand iterate quickly. There's also the constant pressure to stay visible in a crowded
international marketplace. But the brands winning are the ones treating their Kiwi perspective as
astrength - turning local stories, cultural moments and distinctive creative voices into work that
resonates far beyond our borders.

Brad Guthrie

For Kiwi brands, 2025 brought significant opportunities as well as real challenges on the global
stage. The biggest opportunity has been Al lowering barriers to entry—allowing New Zealand
businesses to produce world-class creative, automate workflows, and reach global audiences
without huge budgets. The low NZ dollar has also made many Kiwi products more competitive
internationally, giving exporters a valuable edge.

But there are challenges too. Tariffs and shifting trade regulations continue to impact margins,
especially for physical goods. Logistics and shipping costs remain high, and global competitors
often move faster and Kiwi brands can also be slower to adopt emerging tech.

Still, the brands that combine smart Al use with strong storytelling and international ambition are

proving they can punch well above their weight. 26



l What has changed in the social media and community
@® building landscape this year - what's hot and what's not?

Rachel Crockett

This year we've seen a real shift in how social and community building actually works. What's hot is
the move toward smaller, highly engaged micro-communities - places where people show up
because they feel genuinely connected, not because a brand is broadcasting at them.

Engagement now happens through conversation: comments, replies, stitches, creators jumping in
toreact and build on ideas. It's a two-way dynamic, not a one-direction publish model. Creators are
central to this, not just as content makers, but as community anchors who help brands earn trust
anddrive cultural relevance. What's not working anymore is chasing big follower numbers or
relying on generic, one-size-fits-all messaging. We're also seeing brands fall behind when they
don't tailor their creative to different stages of the audience journey - using the same asset for
awareness, consideration and conversion just doesn't land. The brands winning today are those
that tap into real communities, empower creators, and show up with platform-first creative that
feels personal at every touchpoint.

Zania Guy

People talk a lot about "building community” because it sounds nice, but to actually do it takes
time and real investment. You cannot build rapport with your community if you are only posting
and never talking back. A lot of brands do not have the budget for community managers or the
internal time to reply to every comment, DM or question, so what we see is sacial channels that
look active on the surface but are not building connection at all. That is not hot.

What is hot is brands that treat community as something worth investing in. The ones who show up
every day, respond, listen and build trust over time. And the results speak for themselves. Kate
from Moodi talked about this and it really stuck with me. They have five community managers and
their growth has been unbelievable because they prioritised connection from day one. It was
through asking their community to tag the supermarkets that they wanted to see Moodi in their
local stores - that the supermarket chains took notice.

Another great example is Fayt the Label. They have a private Facebook group called Fayt Society
with nearly 50,000 members. It is not just a fan page. It is a true community. The members support
each other, share feedback and are genuinely invested in the brand. It is one of the strongest
brand communities | have seen and a massively successful Aus business story.

Token social channels are not hot. Real community building is. And the brands who are willing to
put time and resources into it are the ones that will win.
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