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From Pilots to Performance:
Building a Mature Al Ecosystem
for Agencies and Advertisers
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June 2025




Profile of respondents

Number of
interviews
112 (B2B)

Survey period
May-June 2026

Countries
United Arab Emirates
& Saudi Arabia

Methodology
Online

AR
\ /

47% 53% 18-24 5% Locals & Arabs 60% Executive / C-Level
25-34 44% Expats - Westerners  13% Senior-Level
35-44 4% Expats - Asians 27% Mid-Level
45+ 10% Entry Level

Industry

Function in organization

Media Planning
1

1
3
Data & Analytics / Data Scientist, Automation ...
2
5

Specialist / Media Strategist, Performance,

Programmatic °

Digital, Social

Measurement / Research, Insights

Other (Media Trading, Finance, Procurement ...) ng

Advertising Business Groui



Key information areas

1 AWARENESS & USAGE OF Al
TOOLS AT WORK

\y

“Al adoption is growing, but targeted
enablement will unlock the next wave”

N

3 Al ETHICS & REGULATIONS

“Trust, Ethics, and Governance are the
missing links in long-term adoption”

Z ATTITUDES & PERCEPTIONS
TOWARDS Al

“Scaling Al requires shifting from
experimentation to enterprise impact”

4 Al LEARNING & DEVELOPMENT

“Upskilling and Access must be
democratized across roles and functions”
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Al Fluency Is Rising, But Targeted Enablement is Key to
Unlock Mass Adoption

While 26% are fluent and use Al reqularly, the majority - though capable - remain occasional or rare users. Driving practical intg ration
and relevance will be critical to move the middle 57% into regular usage. )

17%

Know the
basics but
rarely use Al

57%

Have a good
understanding of
Al and use it
sometimes

26%

Are experts

' I
and use Al

regularly

Q: Which of the following statements best describes your understanding of Al? M Adve:ms.ng B:GpE '



Al Adoption Is Advancing. Now’s the Time to Scale
Beyond Experimentation

With 73% of companies actively embedding Al into workflows, the imperative is clear: equip the remaining 27% to transition from trials to
tangible impact. 4

\

713% 27%

Al is actively used Al use is limited or

in my company experimental in my company @ b
6 . . 9

Q: Are you aware if your company uses Al?



Al Adoption Rises with Seniority - Executives Lead
with Strategic Integration, While Junior Roles Balance

Use with Familiarity.
Al is becoming indispensable at the top. Executives are

O/ Have used AI apps embedding it into daily decision-making, while entry-level
O

or tOOlS at Work employees remain in a mixed-use phase, highlighting the need
for tailored enablement across hierarchies.

Usage Frequency Total Entry Level Mid Level Senior Level Executive

Daily

Several times a week

Several times a month

Rarely

0: Have you ever used Al tools or applications in your work?
0: How often do you use Al in your work ?



Are likely to use or
continue using Al tools
oy and applicationsin your
/o work within the next year

(T2B: Very likely + somewhat likely)

Purpose of using Al at work

68% Generating creative content
Data analysis & business
0
66% intelligence
Enhancing customer insights &
45% > k

personalization

38% Automating Repetitive Tasks

22°, Media planning & buying

Legal, procurement and

Al Is Evolving from
Automation to Impact:
Powering Content,
Intelligence, and Strategic
Decision-Making.

Professionals are increasingly
leveraging Al for content
creation and business
intelligence, with growing
adoptionin personalization,
planning, and strategic insight
development

| .
-

5% compliance
Cybersecurity & fraud
4% prevention
o Al-driven HR & Recruitment
Yo
8 0: How likely are you to start using Al tools and applications in your work within the next year? Qb
0: For what purposes do you use Al? Actver g Bosinens Groop



Al Is Gaining Ground Through Everyday Tools, With Chatbots
Leading the Change

Adoptionis highest where Al delivers quick wins: virtual assistance, content creation, and marketing support. More complex uge casesare

emerging but still gaining traction.

&

0: What type of Al tools or applications do you use at work? M Aqve:ms.ng B:GpE '

Tools and apps used at work

‘B Al chatbots & virtual Al-generated 3\ Alin marketing & @
assistants 90% oS |]|] content 50% (DAl advertising 37% /’
OO0O000O00OO0OO0O OO000O00OOOOO0 OO0O0O0O0OOOOO

Al-powered

vl Al-powered P9 — Alinlegal, procurement, &
() automation 32% automation 30% %% compliance 22%
OO00O0O0O00OOO0O0 P 0000000000 OO00O0O0O0OOO0O0

Al-driven cybersecurity
solutions 10%
OQO0OO0OO0OOOOO

WZEA Al in finance & banking 5%
0000000000
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Attitudes towards Al at workplace (Top 3 Box)

75%

61%

99%

7%

95%

93%

92%

50%

47%

16%

-
—_

Al will help me be more
efficient in my role

Al will improve audience
targeting and personalization

Al will improve decision-
making by providing better

Al will pose challenges related
to data privacy and security
Al will enhance skillsets and
professional development

Al will make media buying and
planning more effective

Al will enhance creativity and
innovation in advertising

Al adoption will differentiate
market leaders from

Al will replace certain roles in
my industry

Al will create more job
opportunities in my industry

Al Is Seen as an Efficiency
Enhancer, But Caution
Remains Around Privacy
and Job Security.

While professionals
embrace Al'srole in
boosting efficiency and
skills, underlying concerns
about ethical risks and
workforce disruption
persist.

| .
-

0: To what extent do you agree with the following statements about Al in your industry? M nave:ms.ng B:GpE '



Al Is Perceived as a Creative Force, But Trust and Ethics Still Lag Q.Ehind

The dominant perceptions center around Al's potential to drive change, spark creativity, and strel,émlihf work
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Al ETHICS &

PR

9.

g Business Growp.

-

\
\
S
5
T
‘abr

e, Advertisin

—~ P Ty

Ipsos

o km '
@H‘ SP AL Y ey
; LA . rr? N :

.-..r'.‘l‘.lll.L‘“l“l'*l'.l

S
b - ot ek e re

ll.llllll|IQIllll'llllll)

i oo o Wy S v kA

!

.,'.l'l'llQQl-lcclll\

_

‘lllll'l-.'ru"'l’.l"-ll'll
- —————— -
.'-I-l--"'l"nl"vll«.llul
.".ll'll—ll-lllll llllllll -
(R g fp e - - L

Y

P
-.\-'

— o al = 8

R A Y



Al Governance Remains a Work in Progress

While some organizations have formal policies in place,
many are still navigating evolving standards, often without clear guidance.

Current state of Al governance at workplace

Have Al policies, but they are evolving
and subject to change 43%

L X X X XDIGIGIOIOI®

Do not have Al policies, and have o
no plans to introduce them 5%

COO00O0O00O0O0O

Unsure whether my company
has Al policies 16%

QOOOOOOOOO

Have strict and well-defined o
Al policies 27%

L X X NOIOICIOICIO)0.

Are considering introducing
Al policies 8%

@OOOOOOOOO

0: How would you describe the current state of Al governance in your organization? M Adve:n.s.ng B:LFE '



Ethics and Privacy Lead Al Regulations,
But Gaps Remain Around Accountability

Most companies focus on responsible use and data protection,
yet key areas like bias, ownership, and decision-making transparency remain under-addressed.

Company requlations covered

Ethical Al S Data Privacy [~ Intellectual Property
usage 62% o Confidentiality 60% and Ownership 52%
=—
L X X X X X XDIOIOX@, L X X X X X IOIOIO)O L X X X X XDIOICGIOX®.

Bias and Fairness in

I;i?ssi’:;t::ll(,i:lngm 30% Al-generated outputs 25% @ :tl:countability 22%
000000000 LX) OO O)0)0)0)0. @0O0OO0O0O0OOOO0

.Iz\llr-ndl:f:lt::\n:uct’:matlon 14%
QOOOOOOOOO

0: You mentioned that your company has Al regulations, what do they cover? M Adve:ms.ng B:UFE '



Transparency and Human Oversight Are Seen
As Non-Negotiable

Professionals support disclosure and supervision when using Al,
but few fully trust its accuracy, fairness, or uniformity with human-created content.

Perceptions on Al-generated content and decisions

0

Al-generated insights are accurate and reliable for

8% 90% - :
decision-making

61% 37% ﬁ Al should be required to disclose when content is Al-
generated
9% 76% Al models are free from bias and discrimination
9%, 76% | trust Al-generated content as much as human-created
content

EAgree (T3B) Neutral HEDisagree (L3B) |

0: To what extent do you agree with the following statements about Al-generated content and decisions? M Adve:ms.ng sus.nessamupE '



Al Raises A Few Concerns With Overreliance
And Bias Topping The List

As adoption grows, so do anxieties around fairness, decision-making clarity, and accountability,
highlighting the need for stronger ethical quidelines.

Concerns about Al ethics and governance

E‘J Over reliance on Al
@1 without human judgment 70%
(X X X X X X JOION@)

Data security &
@ privacy risks 50%
(X X X X JOIOIOI0)®

Potential job displacement 339,
due to automation %
L X X XDIGIOIOI®IOI®

=

&

0: What concerns do you have about Al ethics and governance? M Adve:ms.ng B:GpE '

P) Al bias & unfair treatment —

vl Lack of transparency in =
% of certain groups 63% é’b Al decision-making 5%
y

(X X X X X XDIGIOI@) X X X X XNOIOI®/

Legal & compliance 5 Unclear ownership of Al-
% uncertainties 40% generated content 40%
L X X X JOIOIOI0)0I0) L X X X JOIOIOI0I0L0)




Responsible Al Starts With People Training,
Oversight, and Transparency

To build trust and scale adoption, organizations need to double down on education,
ethical measurements, and clearer governance across all levels.

Actions for better Al adoption at work {Srzg V;E}i;?c!rtatnt; Entry Level Mid Level Senior Level Executive
omewhat Importan
Ensuring human oversight in Al decision-making 91% 100% 88% 91% 96%
Educating employees on responsible Al usage and ethics 9% 100% 91% 91% 91%
Regularly auditing Al models for bias 87% 100% 94% 81% 91%
Clearly defining Al's role in business operations 84% 50% 82% 89% 78%
Better transparency on how Al makes decisions 83% 100% 85% 85% 74%
Enforcing strict Al data security and compliance policies 83% 50% 85% 81% 87%
Clearer Al regulations and guidelines 79% 50% 76% 81% 83%
More control over how Al is integrated into workflows 78% 100% 73% 79% 83%
A stronger focus on reducing Al bias 77% 50% 85% 68 % 91%

0: How would you rate each of the following in ensuring responsible Al use and making you feel more comfortable with

Al adoption in your company?

Advertising Business Group '
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Most Professionals Are Al-Ready, but Still Need Practice tl,-é:"“(io Furt},hfer

60% feel confident navigating Al tools, though few feel advanced, highlighting the need for morel,u'hand"§—on equ.éure and upskilling.

- 23% 80% 5?47%

Advanced _/  Intermediate Beginner

. lactixely use Al and seek | understand Al but neeq.more | needfoundational
1y ad\'enced techniques g | hands-on'experience

\
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The Al Learning Gap in the Workplace

Infrequent and inconsistent training limits adoption, effective enablement requires more than awareness;
it demands sustained investment in people.

Workplace offering of Al training

® ® ®
0 ul @ @ @
' @ o: @ -O
00O @ — @
Q0N @
o o o
35% 41% 26%
Have regular Have only limited Don't have
training sessions training sessions training sessions

Q: Does your company offer Al-related training? B Advc:ms.ngsus.n:mampE '



Creative and Marketing Teams Receive the Most Al Training

Training efforts are focused on content generation and marketing,
while areas like cybersecurity and risk management remain under-addressed.

Type of Al training provided at workplace

Alin Creative Ideation &
Content Generation 60%

L X X X X X JOIOIOI®

Alin Advertising &
Marketing 73%

L X X X X X XDOIOI®

MinData st
(X X X X XDIOIOGIOI®

Prompt
Engineering 41 %

L X X X XDICIOIOIOI®

Al Tools for Business
Optimization 34 %

L X X X DICGICIOIGIOI®

Al in Cybersecurity & Risk

' l
Management 15%

QOOOOOOOOO

0: What type of Al training does your company provide or would you be interested in? M Aave:ms.ng B:GpE '
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Attitudes towards personal Al learning & development (1op3Box)

80%

7%

77%

68%

99%

°4%

41%

28%

| would like to explore more
about Al in the workplace

| am curious about how Al can
impact my role and industry

| believe Al will play a bigger role
in my work in the near future

| am subscribed to an Al
newsletter

| actively read Al-related news,
articles, or research papers

| am interested in taking an Al
certification or structured
learning program

| experiment with Al tools
outside of work for personal
learning

| have personally attended an Al-
related course, workshop, or
training

Al Curiosity Fuels a Strong
Learning Appetite

Professionals are highly

motivated to explore Al's
potential, with strong interest

in hands-on learning,

certification programs, and
understanding Al's impact on
their roles and industries.

o

<

0: To what extent do you agree or disagree with the following statements about your Al learning and development? M ndve:ms.ng B:GpE '



FUTURE OF Al
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Al's role in the future of the industry (Top 3 Box)

74%

67%

66%

%

99%

28%

5

34%

32%

Al will enhance workforce
productivity and efficiency

Al adoption will require some time
to be fully adopted by companies

Al will revolutionize my industry,
driving significant innovation

Al will automate many tasks,
leading to workforce reductions
Al will enable better decision-
making through data-driven
insights

Al adoption will require significant
upskilling of employees

Al will increase concerns around
ethical implications and bias

Al will create more job
opportunities by augmenting
human skills

Al will replace creative and
strategic human roles over time

Al Is Bound to Redefine the

Industry.

From enhancing

productivity to driving
innovation, professionals
recognize Al's disruptive
potential, yet acknowledge
the need for time, training
and ethical clarity.

0: To what extent do you agree or disagree with the following statements about Al's role in the future of your industry? M

!
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The Workforce Sees More Good Than Harm in Al “*-..
With nearly 9in 10 reporting a positive impact, Al is broadly embraced, only a small minority remam unﬁertam

. 89% 5% E?6%

Wi T
S_-..; | Positive impact o Noimpact Negative impact =
r" ~ (T2Bstrongly positive + positive) i (Neutral) f " 2 (L2B strongly negative + negative) A==
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Key Insights Shaping Al Adoption in the Workplace

Al adoption is growing,
but targeted
enablement will unlock

’ the next wave
fluency is rising, the
rity remain occasional
I S.

ing from passive
‘ iliarity to active,
sistent use requires
investment in role-specific
training, tool integration,
and contextual relevance,
especially for mid-level and
junior professionals.

28

Scaling Al requires
2 shifting from

experimentation to

enterprise impact

«  With74% of companies
embedding Al into
workflows, the challenge is
no longer awareness, but
maturity.

» The strategic priority now is
scaling successful pilots into
enterprise-wide systems,
with clear governance,
accountability, and
performance metrics.

Trust, Ethics, and

3 Governance are the
missing links in long-
term adoption

*  Professionals demand

transparency, oversight, and
ethical safeguards, but most
organizations lack mature Al
policies.

» Closing this governance gap

is essential to building
confidence, mitigating risk,
and ensuring responsible Al
adoption at scale.

Upskilling and Access
4 must be democratized

acrossroles and

functions

Training remains uneve
concentrated in crea
marketing teams, ai
absent for junior r@

To future-proof t N
workforce, organiza@
must expand access
hands-on learning, rol€
specific enablement, a
continuous Al literacy
development.

M Advertising Business Group '
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