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CMO / Marketing Director

Head of Content / Content Strategy

Brand or Communications Lead

Head of Thought Leadership

Other senior marketing role

Insight / Research Lead

162 respondents
85% operating in complex markets
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More content does not equal more influence

Only seeing significantly stronger influence 
from impact of content investment



➔ 53%: Pressure to increase volume and speed

➔ 53%: Difficulty ensuring accuracy

What causes problems when using AI for content? 

Respondents could select up to three options

➔ 60%
Lack of originality or distinctive point of view 
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How do we scale production 
without diluting differentiation?

Using AI with confidence

How do we use AI without 
damaging our authority?

Where do we invest and 
upskill to remain relevant?



Rise of the corporate 
newsroom
1. How teams are structured

2. Where investment flows

3. How marketing connects 

to the business



have been restructured 
in the past 12–18 months 

Teams are being redesigned, not reduced
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As AI adoption increases in content making, which 
capabilities are becoming most valuable?

Editorial judgment and quality control

Research

Storytelling and narrative framing

AI fluency and workflows

Subject-matter expertise

Respondents could select up to three options

62%

66%

73%

38%

60%



Storytelling is no longer a soft skill

Strongly agree and agree that 
storytelling capabilities are critical 
to influence senior decision-makers

Say their organisation values storytelling 
but struggles to apply it consistently 
in practice



LinkedIn job postings for 
“storytellers” doubled in the 
US last year
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AI has lowered the 
cost of content but 
raised the cost of 
originality.
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Where investment 
is moving 



Synthetic 
Audiences
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Audience Behaviour 
Simulation Engine 

100 members



https://docs.google.com/file/d/1UH-G7jJZotimyBPpchq86RQsjTwRg2xD/preview
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Synthetic Audience feedback

Credible industry leaders 
from major banks discussing 
actionable, topics like AI 
strategy… a compelling 
conversation starter.

Highly actionable and 
tangible takeaways…
a concrete framework that 
teams could immediately 
discuss and pilot.

More philosophical than 
strategic. Less likely to 
generate the deep, 
actionable discussions. 



say synthetic audiences could 
help provide an early signal on 
credibility and differentiation

67%
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How do you expect investment to shift over the next 12 months?

High-value content  & original research

Podcasts/events/distribution

Expect major or 
moderate increase

70%
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Over the next 2−3 years more emphasis will be placed on:

Respondents could select up to three options

49%

57%

35%

31%

Owned platforms

AI-mediated discovery

Social platforms

Sponsored content

Events

Earned media/PR

54%

40%
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How marketing connects 
to the business 



Expertise is the last genuine differentiator

https://vimeo.com/1162135063/29199ec171
https://vimeo.com/1110287556/274f650e4e
https://vimeo.com/manage/videos/1161518087/7351d614ba
https://vimeo.com/manage/videos/1103417997/9e03f14bf5
https://www.franklintempleton.co.uk/campaigns/macro-moments-insights-from-the-franklin-templeton-institute#macro-moments


Original perspective

What increases your trust in content?

Research-backed insight Real-world case studies



https://docs.google.com/file/d/1_SfsKbziU-66iCPKqQdWvmIglc7M5FyX/preview


 A new operating model for content



For the full report: 
satwant@pandherwishart.com


