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A tectonic 
shift is 
taking place!  

+1,200%
traffic increase (‘24-’25) from GenAI sources (Adobe)

15%
traffic reduction to sites due to Google AI Overviews 

65%
of searches now zero-click (Google) 

35%
of US consumers use AI at the product discovery stage 
(SimilarWeb)

778%
increase YoY in AI referral traffic (SimilarWeb)
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Transformation isn’t just in B2C

Explore (Awareness) Evaluation Purchase

79% Will rely more on AI tools to help navigate complex buying processes, make informed 

decisions, relying less on salespeople

Source: IDC 2025 B2B Technology Buyer Survey,   Sample:  N=406 

77% Will use AI agents to proactively engage, personalize and 

support our buying process and rely less on salespeople

80% Will use AI guided selling assistants to act as an intermediary between our company 

and vendors (i.e. comparisons, configuration, RFI/RFP response, quote)

74% 
Will assign buying tasks to AI agents, using set 

parameters (e.g. price, availability, fit)

85% Will use AI tools to streamline 

internal buying processes
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IDC FutureScape: 

Worldwide Chief 
Marketing Officer 
2026 Predictions

2026 Top 10 Predictions

1Defending
brand jacking

2Chief market
officer era

3

Autonomous agents
take control

4 Rise of AEO

5 Safe haven
communities

6

Creative scientist
emergence

7Ambient intelligent
display

8 Human creativity
premium

9

Agentic ABM

10

Agentic ROI/M
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The shift from multiple results to single responses (AEO)
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The shift from multiple results to single responses
Customized Generative Responses  

Wine Name Novelty Review Flavor Body Markup % My Rating

Qta Dos Roques 

Touriga
★★★★☆ 92 3.5 5 189% ★★★★½

Rodrigo Mendez 

Cies
★★★★★ 93 3.5 4 162% ★★★★½

Planeta Cerasuolo ★★★☆☆ 91 4.5 3 182% ★★★★☆

Filipa Pato D.N.M.C ★★★★☆ 92 3.5 3.5 183% ★★★★☆

Sobroso Reserva '19 ★★★☆☆ 91 4 4 220% ★★★½☆

Niepoort Natcool 1L ★★★★☆ 90 4 2 150% ★★★☆☆

Gagliardo 'Da Batie' ★★★★☆ 91 3 4 200% ★★★☆☆

Vina De Ayer 

Garnacha
★★★★☆ 92 4 3 241% ★★★☆☆

Pra 'Morandina' ★★★☆☆ 91 4 2.5 233% ★★½☆☆

Carm Reserva '19 ★★★☆☆ 91 4 4 257% ★★½☆☆

Argiano 'NC' ★★☆☆☆ 89 5 3.5 357% ★★☆☆☆

Common locations

Prioritized criteria

Health concerns

Past/related purchases

Budget thresholds

Timing

Agentic Discovery

Customized Generative Responses  
The shift from multiple results to single responses
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AI visibility: The new SEO dashboard

Screen shots courtesy of Meltwater’s AI Visibility solution, Gen AI Lens.
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Funnel disruption (again)

Source: IDC’s CX Path 2025 Survey, August 2025; n = 2,533

Only 35% of orgs 

describe having 

“enterprise wide” 

content capabilities

The “SEO” funnel

Home page

Typical user journey

Product pages

Conversions

Traditional 

search

The Hybrid funnel

Home page

Typical user journey

Product pages

Conversions

GenAI+
Traditional 

search

NH: Does this one (or I 

guess even the right 

side one) need those 

arrows on the side? 

They seem 

redundant…

YES – they are ever so 

slightly different and 

are part of the ‘new’ 

storyline… the change.  
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Machine discoverable 

Authoritative

Regularly refreshed

Bridge content silos (PIM, 
CMS, DAM, etc.) 

• Rethink the Unified 
Content Model 

Align Tech and Content 
goals

Leverage GenAI-content 
optimization tools

Track LLM presence

Use analytics and data to 
prioritize

Leverage GenAI and 
human-experts to optimize 
content catalogue

Content Engine Connected StackAI Visibility

Content strategy components for the AI era
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Brand positioning: Monoliths & micro-niche

Scale Speciality

LLM 

Alignment

High trust, massive data 

footprint, and "safe" logistics.

Perfect alignment with "exacting 

specifications" or unique 

constraints.

Branding 

Opportunity 

Ubiquity. Being the "Kleenex" 

of the category so the AI 

assumes it's the standard.

Ultra-Data. Having the most 

specific technical 

documentation or "vibes" that AI 

can parse.

Messaging 

Risk 

Becoming a commodity that 

the AI treats as a utility.

Being so obscure that the AI 

hasn't indexed your unique 

value.
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Old World

AI impacted promotional ecosystem

Advertising

Communities

Social

Influencers

PR

Ratings/

Reviews

Buyer

Brand

New World

AI

Buyer

Brand
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Advertising in LLMs

Source: 2025 GenAI for Content Creators and Consumers Survey

67.5%
Consumers agree 

advertising is acceptable
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Agentic Buyer Lifecycle

+

Search, Marketing, Advertising

Discovery
1

1

2

34

5

On-Site Personalization, 

Merchandising, Recommendations

Recommendations
2

Promotions, Pricing, Payments

Purchase
3

Order Orchestration, Shipping, Post-

Purchase Communication

Fulfillment
4

Continued Communication, 

Customer Service, UGC Curation

Post-Purchase
5



14Distribution is forbidden without written consent of IDC. All rights reserved.© 2026 IDC

Brands must be clickable, computable, and relatable

Digital

Agentic In-Person

Customer Journey
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“
In the era of generative engines, 
brands win by becoming 
relevant, trusted, and interesting. 
Discovery depends on 
understanding customers, 
channels, and the contextual 
signals machines use to decide 
which brands win and lose.”

Roger Beharry Lall

Research Director

Advertising Technologies & 

SMB Marketing Applications 
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