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The State of Al
in Advertising

From automation =—————> To autonomy

Al is reshaping how advertising is created,
discovered, traded and transacted.

£18bn

Al-driven advertising could account for nearly one-third of UK digital ad spend within the decade.
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The industry is moving fast as Al adoption accelerates
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Consumers are adopting Al faster than many expected,
but trust is not keeping pace
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Al is turning creative production into Search is becoming conversation.
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But concerns are growing reduce website traffic.

As Al-generated content scales, many fear 9
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Media buying is moving from optimisation Al is increasingly shaping the shopping
toward autonomous execution. journey.

But trust remains a barrier But consumers still want control

Only around 20% of members believe fully Only 23%

autonomous media trading will become mainstream are comfortable
in the next 12 months. with Al making
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The future of Al in advertising will not be determined
by capability alone, it will be determined by trust
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Strong Al capability Robust governance High-quality
(skills & talent) to enable responsible data foundation
innovation

Advertising is entering B
itS autonomous era «  Al-driven ad spend forecasts

Consumer trust insights
The question is no longer whether Al will

reshape advertising, but who will shape * Agentic commerce trends

Al's role within it. Zero-click search impacts

Governance § policy implications

Exclusive industry interviews
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