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The future is now: The 4 biggest trends impacting marketing

Al Flips Marketing's
Playbook

Buyers are replacing human
engagement with digital
dialogue & interactive content,
forcing marketers to build
content & embrace Al.

Rise of the Chief
Market Officer

B2B CMOs role expands for
full accountability for the
go-to-market engine;
orchestrating whole journey
experiences

e ID Source: IDC 2024

Dynamic Journey
Discovery

Marketers utilize data & Al to
automate sensing, audience
intelligence and dynamically
deliver the “adventure” the buyer
desires - integrating marketing
& sales motions.

The New Marketer:
Creative Scientists

Marketers possess a blend of
data analysis, experience
design, storytelling and
technology expertise - fulfilling
emerging roles for marketing’s
Al era.
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The customer journey is now a
“choose your own adventure” experience




It's official: B2B buyers are omnichannel

For each stage of your purchase process, how much of your company's decision-making information in the next 12-18 months do
you estimate will come from each of the following sources?

M Human m M Human

34% 34% 35%

68% 68%
Digital Digital Digital De?giogl
34% 34% 34% 33%

Exploration Evaluation Purchase Renewal

‘ Digital self-service (e.g. search, Digital interaction (aka Digital Non-Digital interaction with
websites, videos, mobile apps, sales, e.g. communication via sales (e.g. in-person meetings, in-
social media posts, webcasts, social media, communities, person events)
interactive tools) emails, SMS/chat, virtual event)

Source: IDC 2024 B2B Technology Buyer Survey
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Digital is replacing use cases once reserved for

human to human

How do you expect the way your company buys technology to change in the next 2 years?

When working with a vendor for a new or
first-time purchase decision, when do

you prefer to engage with a live HUMAN
versus using digital means?

Will buy more larger ticket
purchases through digital
commerce and work less with
salespeople

— IDC Source: IDC 2024 B2B Technology Buyer Survey

Will use more digital info
sources for complex buying
decisions and work less with

salespeople

29%

Buyers in IT roles prefer
humans for info on solving
complex technical or business
issues
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Al is disrupting how buyers engage with vendors

Will use more Al guided selling assistants to act as an
intermediary between our company and vendors
(i.e. comparisons, configuration, RFI/RFP response, quote)

2% 6%

73%

Agree to
Strongly
Agree
44%
Strongly disagree Somewhat disagree
m Neither agree or disagree Somewhat agree

m Strongly agree

— IDC Source: IDC 2024 B2B Technology Buyer Survey

85%

Buyers inIT
Roles

agree they will use
more Al guided

assistants to act as

their intermediary

42%

Strongly
agree

Buyersin
LOB Roles

agree they will use

more Al guided
assistants to act as
their intermediary
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Al is shifting the paradigm of how buyers
discover relevant information

: ) : ; B2B Buyers will rely more on
Through which ways do you commonly discover NEW technology, solutions and vendors? Al tools (i.e. ChatGPT, Gemini)

to search and find
information, relying less on
classic search engines over
the next 2 years.

In-App search Internet search Al chatbot

— ID( : Source: IDC 2024 B2B Technology Buyer Survey ©IDC| 8



The future’s crystal ball

Widespread consumer adoption of Al influences a reduction
in use of other apps and online platforms

Has using GenAl reduced your use of other apps or websites? G

Yes

61%

No Y

37%

| don't know

2%

— IDC Source: IDC's Consumer Behavioral Survey, 2024 _ P
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How is marketing evolving to
» Serve the digital B2B buyer?




2023 ushered in expanded accountability for CMOs

Marketing leaders identify where CMOs have 75% or more direct accountability

® @

Digital CX Corporate Internal brand Customer data,
communications comms analytics, and
insights

—_ID‘ Source: IDC 2023 ©IDC | 11



2025: Executive suite has elevated marketing

Executive expectations from marketing in next 12-18 months

Customer 0
c acquisition 39%
Modernize 0
e MarTech 35 /0
Improve o
intelligence 32%
e Optimize
marketing

Al 0
e governance 30 Yo

— IDC Source: IDC's 2024 Worldwide CMO Priorities study, November 2024




Digital business transformation is changing
the view of marketing

Which of the following internal factors do you expect will most drive your

executive team (C-Suite)'s expectations in the next 12-18 months?

Top 4 Internal Factors

| | |
Digital business transformation

o e e oo Renegowhsuaey

and growth strategy

are driving executive
expectations of marketing

Brand reputation & awareness

Talent acquisition & retention

| |
0% 10% 20% 30% 40% 50%

— IDC Source: IDC's 2024 Worldwide CMO Priorities study, November 2024 ©IDC | 13
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2021: Most CMOs stated there would be no change to

their role over the course of two years

No Change

Chief Marketing
Chief Marketing Officer Officer

role and responsibility
doesn't change Responsibility
change
Title of Chief Marketing
Officer stays
responsibility expands
to driving growth,
revenue and serving as
the main customer
champion

20%

Chief Market
Officer

New title and
growth
responsibility

Fole expansion, new
title and responsibility
for understanding the
market and customers
to strategically drive
revenue and growth

Source: IDC Barometer Future of Marketing Survey, January 2021
IDC's 2024 Worldwide CMO Priorities study, November 2024

Chief Customer
Officer

New title and CX
responsibility

Fole expansion, new fitle
and responsibility for
delivering personalized
customer experiences
beyond demand creation.

CMO title
eliminated

Becomes VP of
marketing, reporting to
the Head of Marketing

and Sales or a Chief

Revenue Officer

2%

©IDC| 14



Chief Market
Officer
New title and

growth
responsibility

Role expansion, new title
and responsibility for
understanding the
market/customers and
delivering marketing
& sales for business
growth

32%

No Change

Chief Marketing Officer
role and responsibility

doesn't change

33%

Chief Customer
Officer

New title and CX
responsibility

New responsibility for
delivering experiences
beyond demand creation;
potentially includes

responsibility for sales

19%

Chief Digital
Officer

New title and digital
responsibility

Role expansion, new title
and responsibility for
technology, CX, DX and

marketing

2025: The CMO is charged with strategically
enabling go-to-market orchestration

CMO role
downgraded

Becomes a SVP/VP of
marketing, reporting to
another C-Suite function
(e.g. Chief Revenue
Officer, Chief Digital
Officer)

CMO role
eliminated

No plans to backfill
departed CMO or establish
a CMOrole

1.5%

How quickly things change. In 2021, 49% of CMOs stated there would be no change to their role
over the course of two years, and only 15% said the role would become a Chief Market Officer.

;‘ ID( : Source: IDC's 2024 Worldwide CMO Priorities study, November 2024

©IDC| 15



The CMO is charged with strategically enabling
go-to-market orchestration

Rise of the Chief
Market Officer

No Change

Chief Marketing Officer
role and responsibility

doesn't change

33%

Chief Customer
0)iild=]s

New title and CX
responsibility

New responsibility for
delivering experiences
beyond demand creation;
potentially includes

responsibility for sales

19%

Chief Digital
Officer

New title and digital
responsibility

Role expansion, new title
and responsibility for

technology, CX, DX and

marketing

CMO role
downgraded

Becomes a SVP/VP of
marketing, reporting to
another C-Suite function
(e.g. Chief Revenue
Officer, Chief Digital
Officer)

CMO role
eliminated

No plans to backfill
departed CMO or establish
a CMOrole

1.5%

How quickly things change. In 2021, 49% of CMOs stated there would be no change to their role
over the course of two years, and only 15% said the role would become a Chief Market Officer.

—“‘ IDC Source: IDC's 2024 Worldwide CMO Priorities study, November 2024
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Marketing is the conductor of
orchestrated journey engagement




Buyers expect a mix of interactive, immersive,
and omnichannel engagement

Explore (Awareness) _ Purchase

meend e

Buyers are replacing human engagement with
digital dialogue & interactive content, forcing
marketers to build content & embrace Al.

Al flips marketing's
playbook

@

Vendor Interactive In-person Live industry Interactive Vert;dpr Chat Online ROI/Business  Vendor
website EE T sales meeting event Chat content website Value Calculator website

(527 & ¢l W Ewe i H

S »

New playbook

% buyers

prefer 41% 35% 49% 39% 35% 38% 39% 32% 38% 34%

The classic playbook is outdated. Al is shaping marketing's new strategy.

== ID( : Source: 2024 B2B Tech Buyer Survey ©IDC | 18



Amazon Nova Canvas

A running sneaker

L]
Type It. sitting on a city street
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Al is changing the
work of marketers




Marketers are focused on journey
orchestration powered by Al

Dynamic journey
discovery

Marketers utilize data & Al to
automate sensing, audience
intelligence, and dynamically
deliver the “adventure” the buyer
37% desires - integrating marketing
& sales motions.

What are the factors influencing marketing strategy in next 12-18 months?

Creating unified omnichannel CX journey

Increase use of Al in marketing 35%

State of data maturity, integration, Al
MarTech readiness

34%

Staying ahead of buyer behaviors,
. . 25%
digital preference

Need to orchestrate buying committee
journey

25%

— IDC Source: IDC's 2024 Worldwide CMO Priorities study, November 2024




Marketing is blending Al & humans
to evolve the work of marketing

Top 5 workloads with 25% or more tasks delegated to Al over next 2 years

1 Digital marketing & experience orchestration
Optimization, autonomous journey discovery, and experience creation

Marketing management & planning strategy
Branding, intelligence, and product launches

v

Campaign optimization & audience performance
Performance management of campaigns and audience activation

Marketing finance
Budgeting, planning and reporting

-~

5 Brand & creative services
Strategy creation, advertising, and creative design

— IDC Source: IDC's 2024 Worldwide CMO Priorities study, November 2024




Automation & Al-enabled technologies have the most
potential to enable marketing success

Which marketing technologies have the most potential to help your organization achieve its marketing goals over the next 12-18 months?

*

Marketing Al-enabled Data & of marketers haven't
Automation MarTech analytics Stadr/ted.to e|><p|0ret
ana/or |mp emen
Platform Al/Garn]

— ID‘ Source: IDC's 2024 Worldwide CMO Priorities study, November 2024 ©IDC | 24



The most critical core competencies of creative scientists

Marketing science,
data and analytics

Digital experience
design

Technology expertise Al _ | : | | Al prompting

Skills most critical for marketers to succeed over the next 12-18 months and beyond

e IDC Source: Global CMO Priorities Survey 2024 - November 2024



Top barriers to implement Al

What are the most significant challenges your marketing
organization is facing (or anticipate will be facing) with
implementing Al/GenAl initiatives over the next 12 months?

= I D‘ Source: Global CMO Priorities Survey 2024 - November 2024 ©IDC | 26






c Blend marketing & sales motions

Traditional model of “handing off the baton” Engagement is no longer just the job of sales.
won't support modern buying motions It's a team sport.

=IDC oroc 25



e Invest in your foundation: Experience design, data & analytics

=IDC

RIGHT

CONTENT RIGHT TIME

VIRTUAL EVENT IN-PERSON EVENT

RIGHT (212 ;;%
PLACE SOCIAL B;B -
() (>) (in]

COMMUNITY rél__ﬂ]
B\ ’
€% —
WEBSITE Q& E

ONLINE TOOLS

SALES PERSON

ECOMMERCE

PODCAST

&

IMMERSIVE

PRICE

7

<

ONrg

@ Intelligence 9
© (Connected data & analytics) &@

Automation
(Predictive models, Machine Learning, Artificial Intelligence)
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e Utilize Al to unleash creativity & scale
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e Speak the value language of the business

=T ——

©IDC | 31




. =IDC
,.. . For additional information

. < Laurie Buczek
- Ibuczek@idc.com
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