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Artificial
intelligence In
marketing

From busywork to outcomes. A guide
to moving faster without trading off
quality or measurement.
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Artificial intelligence in marketing

A foreword for the office of the CMO

Marketing has rarely been asked to deliver more. Buyers expect

personalised experiences, leadership expects clear attribution to revenue,

and competitors are moving faster than ever. The teams that meet that

demand do so by changing not just what they make, but how they make it.

We see in this not only difficulty but a real
opening, particularly in Al. We find ourselves in
an intelligence shift, transforming how
businesses operate and how marketing teams
plan, create, deliver, and learn. What Al can do
for the marketing function, for the campaigns it
runs, and for the customers it serves is real, and

it is here.

At Hudace, we have built marketing
infrastructure with Al woven into every layer
from the start. We have seen, with the operators
that run on Hudace Growth, how marketing can
move beyond performance-focused execution
into a faster, more strategic role that helps shape

revenue, not just report it.

This guide shares those innovations with you.
Each, in its own way, has the potential to bring
out the best for your marketing team. We hope
your organisation finds clarity in what we have
outlined here, and a useful set of choices for the

work ahead.

Marketing has always been the function that
turns ideas into demand. With Al at hand, it
becomes the function that turns ideas into
demand faster, with sharper measurement, and

at margin.

The Hudace Office of the CMO

A perspective for marketing leaders working with Al

on Hudace Growth.
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How marketing leaders can capitalise on Al

Bring intelligence to the work marketing already does.

Marketing teams face real pressure to prove impact, lift output, and keep

up with cycles that get shorter every quarter. The question is not whether

Al can help, but how it is applied. The teams that see real returns share a

pattern: they prioritise outcomes over novelty, and they embed Al into the

work already in motion.

Where the value is

The teams getting the most from Al focus on
practical outcomes, not headlines. They embed
Al into the systems and processes marketing
already runs, on data that is trusted and current,
and they treat Al as an always-on partner for the
whole marketing function. The shift is from one-
off experiments to a faster, steadier operating

rhythm.

This is why Hudace Growth embeds Al directly
into the platform rather than as an add-on layer.
The aim is straightforward: give marketing
powerful, context-aware help on the live data it
already trusts, so the work moves faster and the

calls get sharper.

From cost centre to growth engine

With Hudace Growth and Al, marketing teams
can do more than streamline operations. They
can step beyond producing campaigns into
shaping growth, with the breadth of data and the
speed of insight to do it.

That is the shift behind everything in this guide.
The innovations that follow are designed for that

move, and for the marketing leaders making it.
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The challenge

Integrating Al in marketing.

Putting Al to real work in marketing is not as simple as switching on a tool.

Marketing leaders looking to get the most out of Al face several hurdles

that must be carefully navigated.

Data quality and ownership

Al is only as good as the data it runs on. Many
marketing teams still work with scattered, partial
information across the website, the CRM, the ad
platforms, and the analytics stack. Without a
clean, joined foundation, Al work risks becoming
a series of expensive experiments that never

quite tie back to revenue.

Team readiness and craft

Al changes how marketing is made. Writers,
designers, performance leads, and analysts each
pick up new tools, new workflows, and a new
way of working alongside the machine. Scaling
that across a team takes thoughtful change, not a

memo.

Brand integrity and trust

Speed is only useful if it does not cost trust.
Generated content, automated targeting, and
personalised offers all need brand and
compliance guardrails so that what reaches the
customer is on tone, on policy, and on promise.
Privacy rules are moving fast, and the marketing

teams that win build for trust from the start.

These hurdles are real, but they are not
impossible. They make the case for choosing the
right approach: a platform with strong
technology, a clear view of brand and privacy,
and a way to measure every campaign against
the business outcome it is meant to move.
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The barrier most marketing teams face

The hurdles in front of Al in marketing are not exotic. They are the familiar
ones: scattered data, team capacity, brand and privacy. The teams that
move first are the ones that name them, then plan for them.

The barriers to Al in
marketing, from data

quality to brand control to
attribution, are well known. 2 x

The teams that manage

them proactively are the faster campaign cycles
ones making faster when content, targeting,
progress. and measurement run on
A theme from marketing-leader one connected platform.

research on Al adoption.

Illustrative outcome on teams running
marketing on Hudace Growth.
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The potential

Better outcomes across the funnel.

Marketing teams want gains that show up: in the speed of every cycle, in

the quality of every output, and in the clarity of the revenue line. With Al

embedded across search, social, performance, brand, and the web, these

are reachable. Four areas form the core of the business case for Al in

marketing.

Benefit
Move faster

How Al achieves it

In practice

e Generate, test, and Lift quality
refine creative faster

e Stand up new
campaigns in days,
not weeks

e Brief and reportin
plain language

e Sharper targeting on Grow revenue
cleaner data

e Brand-safe drafts
ready for the editor

e Consistent
messaging across
the funnel

e Predict propensity Prove the impact

éwd prioritise the

armest audiences

e Personalise offers
and lifecycle

Al compresses cycle time across
research, creative, distribution,
and measurement, so the team
ships more in less time.

Al removes the routine work that
erodes craft, so the team gives
more attention to what only
people can do.

Al helps the team find demand
earlier, convert it more efficiently,

and grow lifetime value over time.

Al ties marketing back to revenue
with attribution and forecasting
the team can stand behind.
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The vision: the marketing team on Al

A faster, sharper marketing function, supported by Al on Hudace Growth.

Marketing has always led the way on digital. The next step takes it further:
from a reactive, campaign-driven function to a forward-leaning partner
that finds demand earlier and converts it more efficiently. With Al
providing intelligence on demand and supporting craft, the marketing team
is reallocated to higher-value work, while the routine becomes routine.

Search and SEO

From keyword chasing to
authority that compounds
over time

Web and lifecycle Social and content

From static pages to From hand-built calendars to
a steady stream of brand-

safe ideas

personalised journeys that
convert

Al: the Hudace
view

Brand and creative .
Performance media

From production drag to

F | bidding to li
faster, on-brand assets at rom manuat bidding to tive

optimisation against margin
scale P g g
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Search, social, and content

Where the work begins to change.

Search and SEO

Search has shifted from keyword counting to
topical authority, with Al surfaces increasingly
answering questions before a click is ever made.
With Al on Hudace Growth, the work becomes
faster and more useful: opportunity mapping at
scale, briefs grounded in live search intent, and
content optimisation that learns from what is

actually winning.

Content and editorial

Content teams spend significant effort on
research, drafting, and formatting. The vision is a
marketing function where Al handles the routine
first pass, leaves editors free to do quality
control and the judgement work, and ensures
every piece is on brand and on policy. Writers
focus on craft, with Al as the quiet first hand.

Social media

Social succeeds on timing and tone, neither of
which scales easily. Al-aided planning sharpens
the calendar against what audiences are
engaging with, and helps the team produce on-
brand variants quickly, so testing happens in
days rather than weeks. The result is a steady

output that does not burn the team.

The same approach holds for community and
influencer programmes, with Al helping match
the right voices to the right moments, track
sentiment, and surface what is genuinely working

in plain language.
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Performance, brand, and lifecycle

Performance media

Performance teams spend their days in
dashboards, balancing bids and budgets across
platforms. With Al embedded in Hudace Growth,
much of that becomes live optimisation, with the
team setting guardrails and goals while the
system tunes against them. Audiences are scored
on real propensity, not last-click history, and

budgets follow margin rather than impressions.

Brand and creative

Creative production is where speed often comes
at a cost. Al changes that calculus, helping the
team produce, adapt, and version on-brand
assets quickly, with the creative leads steering
and signing off. The output goes up, the time-to-
market goes down, and the brand stays

consistent.

Web and lifecycle

The website and the lifecycle programme are
where marketing meets the customer day to day.
Al-aided personalisation tailors what each visitor
sees, what each customer receives, and when,
on signals the team chooses. The result is
journeys that feel relevant, with the brand voice

intact.

Using what is already
available, rather than
always building from
scratch, can improve ROI.

Getting up to speed is a no-
regrets move marketing

leaders can make now.

A theme from marketing-leader
research on Al adoption.
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The technology: enablers behind faster

marketing
Why Hudace embeds Al into the platform from the start.

A short list of underlying technologies makes the difference between Al
that demos well and Al that runs marketing. We build with them in mind,
and we expose them to your teams as part of the platform.

Predictive models

Propensity, lifetime value,
churn risk, and audience
scoring. The quiet
workhorses behind sharper
targeting and smarter
spend.

Al agents

Agents plan multi-step
work across briefing,
production, distribution,
and reporting, handling
exceptions without
constant oversight.

Generative Al

Used to draft copy, vary
creative, summarise
reviews, and brief
campaigns in natural
language, with the right
model for the task.

Connected
applications

Native links to CRM, ad
platforms, the website, and
analytics, so the platform
acts on live data and
reports on what actually
happened.

Audience graph

One connected view of the
customer across the
website, CRM, and ad
platforms, so Al reasons on
the full picture.

Cloud foundation

A cloud-first foundation
keeps pace with the speed
of change, scales for
campaign peaks, and stays
current without disruptive
upgrades.
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Where marketing leaders are placing their

bets

Most marketing teams begin with use cases that promise internal

efficiency: drafting, scheduling, basic reporting. The leaders go further.

They still pursue efficiency, and they give greater weight to use cases that

unlock business value: better demand discovery, sharper targeting, faster

time to insight.

<

How Hudace helps

Hudace Growth embeds Al across the
marketing stack, so the first wins arrive
without integration work. Search, social,
performance, brand, and the web
become intelligent in place, on data
your team already trusts.

As you move to higher-value use cases,
the platform follows you. Explore
Hudace Growth.

What is missing in Al for
marketing is not effort. It is
impact. The leaders are the
teams that pick use cases

that unlock value, not just
save time.

A theme from marketing-leader
research on Al adoption.
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Innovations
Embedded Al for marketing, on Hudace.

We are continually shipping Al capabilities to transform marketing, with
relevant, reliable, and responsible Al built into Hudace Growth. A few you
can use today, and a few coming next.

Head of search and SEO

Hudace Al maps topical authority at scale, surfaces the opportunities that fit your category, and
drafts briefs grounded in live search intent. Editors and writers focus on the depth, the angle, and
the voice. Al handles the structure, the on-page detail, and the follow-up optimisation as

performance data comes in.

Available on Hudace today, with new capabilities every release.

Head of content and editorial
Al takes on the first pass: research, outline, and a working draft, on brief and on brand. The editor
edits, the writer shapes the angle, and the team ships more without trading off craft. A reusable

brand voice profile keeps every output consistent across channels.
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Innovations

Performance media and the web.

Head of performance

Hudace Growth scores audiences on real propensity, runs live budget shifts against margin, and
flags creative fatigue before it shows up in the cost line. Performance leads spend less time in
dashboards and more on hypothesis and test design. The platform handles the in-flight optimisation

against guardrails the team sets.

Head of web

Pages, journeys, and offers personalise to the signals you choose, with built-in brand and policy
controls. Al suggests next-best variants from live performance, runs experiments at the page and
component level, and reports outcomes in plain language. The result is a website that gets sharper

week by week, not just at the next redesign.

Head of analytics
Attribution stops being a back-of-the-quarter exercise. Hudace Growth surfaces pipeline by
campaign and channel on live data, drafts the commentary, and updates the forecast as the quarter

unfolds. Marketing reviews shift from data prep to decisions.
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Innovations

Brand, creative, and lifecycle.

Head of brand and creative

Creative production becomes a faster, more deliberate craft. Hudace Al versions assets across
formats and audiences on a brand voice profile your team controls, produces translations and
adaptations at speed, and routes every output through your review. Production drag falls, and the

brand stays consistent at scale.

Head of lifecycle and CRM

Lifecycle journeys are tuned to the customer, not the calendar. Al surfaces the right moment, the
right offer, and the right message for each segment, and the team approves, schedules, and watches

outcomes from one view. The platform learns from every send, so the next one is sharper.

Head of marketing operations

Briefing, planning, and reporting move from spreadsheets into one connected operating layer. Al
drafts campaign briefs, builds the project plan, and rolls up performance on live data. Marketing ops

stops being the bottleneck and starts being the orchestration layer the function needs.
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The future

Marketing that moves at the speed of the business.

Marketing is at the edge of a real transformation,
driven by the integration of Al. The view in this
guide highlights how Al can empower marketing
leaders and the teams they run to move from a
reactive, campaign-driven role to a forward-
leaning function that shapes growth, not just

reports it.

The integration of Al within Hudace Growth gives
marketing a powerful toolkit, for speed, for
quality, for revenue, for measurement. From
research and creative to performance and
lifecycle, every step is designed to address the
challenges modern marketing teams face. Al,
including natural-language agents and predictive
analytics, is already helping leading marketing

teams realise strong returns.

See Hudace Growth

With the potential to free marketing
professionals from data-heavy, repetitive work,
Al can help your team focus on the higher-value
activity that drives strategic growth and
innovation. By embedding Al across search,
social, performance, brand, and the web, Hudace
is unlocking new levels of efficiency, accuracy,

and impact.

The future of marketing, in our view, is faster and
sharper, with unprecedented room for growth.
Embedded Al can help your team navigate the
complexity of the modern business landscape
and position marketing as a pivotal driver of
revenue. With the right approach and the right
platform, the value is within reach.

Talk to our team about marketing infrastructure with Al embedded across

search, social, performance, brand, and the web, ready to deploy in weeks.

Book a session -

hudace.com/services

BEHUDACE

Run Smarter. Grow Faster.
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