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CHALLENGE
B2B CMOs lag In
Al-driven 1
brand experiences

770/ iIn B2B use Al as productivity
0 tools, not brand builder

82 o/ of B2B Buyers want B2C-like
0 experiences

1 30/ of B2B marketers are open to
O risk or brave ideas
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creative
tions
t

1 90/ of B2B decision-makers have
o implemented GenAl use cases

340/ of B2B marketers use GenAl for
0 brainstorming content ideas

71 % of B2C brands use Al to

enhance personalization
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IMPACT
Al-powered brands 3

build stronger
connections

2X

300/ reduction of CAC when paired
O with emotional appeal

faster growth for emotional
brand leaders

96% see accelerated production

timelines with generative Al
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NEXT STEPS
Use Al to scale

emotion, not just
efficiency

¢ Pilot GenAl for brand concept
development

e Combine behavioral and sentiment data
for deeper insights

e Balance Al automation with human
creativity for brand lift
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THOUGHTS?

What's driving your
B2B Al roadmap?

CMO vision or
ops pressure?

Share your thoughts below.
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